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7 WASH-A-MATIC 


Custom, Deluxe and Standard—three beau! 
fully styled models priced for today’ $ marke 
—each has the exclusive Apex ‘ “Bouncig 
Basket” with the revolutionary cleansigy 
principle. Custom and Deluxe have 
5-year guarantee on the drive transmissiog 
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Apex lome Laundry 





Display, Demonstrate and SELL 
NOT ONE-BUT ALL THREE! 















AUTOMATIC oe 


2 ‘Push-Button Sunshine’ that dri 


" _ . t r clothes soft and wrinkle-free. Just set th 
PROMOTE THE “PACKAGE”—Show your cus ome s how modern dni tes denies ah deans ec 
living dictates the need for the Apex Automatic Home Laundry. the button! Vacuum drying principl4 


‘ , id a F ‘ P permits safer operating temperatures. 
Nothing is more convincing than a demonstration of its many time 





and step-saving advantages! 


TRIPLE YOUR PROFITS!—Do all your selling on the initial contact. 
Drive home the idea of owning all three. You make one selling effort 
instead of three—and with 3-times the profit! 





THIS WEEK AND ALL YEAR ‘ROUND-—Apex dealers can build Tar | 
profits by featuring the Apex Completely Automatic Home Laundry. ee 

! oe Offer the new, easier credit terms to broaden the market for “package ik FOLD-A-MA 
selling.” Also, continue to tell new home buyers how they can include 3 IRONER 


major appliance purchases in their mortgage. The Salt-eiee ironer with the bigses 1 


feature of them all—it folds away im 


. standard table-top cabinet. Exclusive Ap 
Only Apex dealers can offer a line of cleaning, laundry “Floating Roll” carries garment up to at! 


and dishwashing appliances with every sales advantage — the shoe for effortless, sm 
‘ ‘ s safer ironing. 
—exclusive features, quality, beauty and price. . 


It pays to concentrate on the line that gives you the 
greatest profit opportunity—Apex hour-saving appliances. 








THE APEX ELECTRICAL MANUFACTURING COMPANY + CLEVELAND 10, OHIO 
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é Again Weslirighouse 


TING PAIR FOR 


A New DeLuxe 7 


NY 


Now you can SELL TOP VALUE ... at 
a BOTTOM PRICE! This full 7-cubic 
foot Westinghouse has all the De Luxe 
features usually found only on bigger, 
more expensive models . . . COLDER 
COLD; aluminum Meat Keeper and 
Humidrawer; heavy triple-plated, chrome 
finish shelves. Today’s buyers LOOK TO 
WESTINGHOUSE for greater refriger- 


ator values! 


PRICED RIGHT... 
TIMED RIGHT 
FOR THE BIG FIGHT! 
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A BUYERS MARI 


A New Super 6 

































Here’s a great space saver for the small- 
home owner . . . and a great volume 
builder for YOU! Famous Westinghouse 
QUALITY throughout—and powered by 
the Economizer Mechanism that dis- 
tinguishes all Westinghouse Refriger- 
ators. You'll sell plenty—at the YEAR’S 
BEST PRICE! 

















... of course it’s electric! 








WESTING 
Appliance 
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ONE ACCELERATOR cives YOU 


ANY SPEED IN A CAR.--> 


ONE SWITCH 


Gives You Any Temperature — not just 3 or 5 or 7 


AUTOMATIC 
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THE SBLLIVEST 
FEATURE 

IN ELECTRIC | 
RANGES! 
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Yow are in charge when you cook with an L&H! No need to guess whether 
“high, low of medium” is the right heat. No need to depend on fixed tempet- 
atures. The infinite control of the L&H Vari-Speed Switch gives you every 














temperature from simmer to sizzle! . . . not just 3, 5, OF 7. Heat comes on 

like power in your car when you step on the accelerator . - - smoothly, grad- 

ually as you turn the switch. That's why results are so Se * 

perior, foods so temptingly delicious when prepared on an cok var 

L&H. Other features to delight you.. oven is big enough ; 

for an entire meal, cooker lifts up to form extra unit, smoke- , a” 

less broiler, automatic time control for oven, cooker, appli- ; 

ance outlet and one top unit. See your L&H dealer or write x 

A. J. Lindemann & Hoverson Co., Milwaukee 7, Wisconsin. 8 i : 
our Heaters , 4 b ff 

THE RANGE THAT MAKES GOOD COOKS BETTER! 10-year warranty! f 





T’s a natural... the L& 
of surface units! e L&H SINGLE SWITCH v 
with « ry ! ‘eo are used to adinaties olume control 
with an L&H rol. There’s nothing new vy ong ment 
they've always done nothing, complicased. They i = Dane 
why you 1 ay tx my better, fast : way 
you sell faster, easier, more peoficsbly! Beery : Bema that’s 
Ay oman wants 


an L&H when she 
rs : se a ae 
Single Switch L&H ad . easy it is to cook electrically the 





“U.S, pat of" The L&H franchi a 
» PAs nchise has b so manufacture 
r ro ° ; - rs Oo 
LINDEMAN 7 _s for over 74 years. Write today for te _ prestige and Milied Wan Heater 
om ° > at 
HOVERSON CO. : plete information. LEH Kerogas Oil yee 


MIL 
WAUKEE 7, WISCONSIN 
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THE NATIONAL APPLIANCE AND RADIO PICTURE 


Reports of Business from ELECTRICAL MERCHANDISING’s Regional Editors 





PRIL dollar 
volume picked 
up over preceding 
months, according 
to most eastern 
dealers, although 
the increase was by | 
no means universal. | — 
One New York - 
dealer, speaking for “ 
the unfortunates, 
said that his April volume was not 
only below March, but also below 
April, 1941. 

To confuse the issue even more, a 
big Pennsylvania distributor reported 
that while his April volume was just 
as large as it was in April of 1948 
it did not exceed his totals for March 
of this year. More typical was the com- 
ment of a New Jersey wholesaler who 
found April sales better than in March, 
largely as a result of continuing inter- 
est in television. 

However, only one informant, a 
Washington dealer who handles no 
television and thus can concentrate his 
efforts, reported white goods sales ex- 
ceeding 1948 volume. As evidence, he 
declared his dollar volume for April 
of last year was $9,000 and this year 
was $12,000. How did he do it? “My 
in-store sales are off, as a matter of 
fact,” he explained, “but I put on 
one additional outside salesman, mak- 
ing a total of two. That one man 
working outside was responsible for 
the entire increase. In the next couple 
of months I’ll double my sales force 
again.” 

Most dealers candidly admit that 
television is all that’s holding their 
sales up anywhere near last year and 
retailers who are realistic don’t expect 
that this year’s volume will equal the 
all-time, gravy train records of 1948. 





ARMSTRONG 


Falling Sickness? 


Some dealers were uneasy about the 
flood of recent price cuts at the manu- 
facturing level. Not so much because 
they disapprove of price cuts per se, 
but because they felt that in a period 
of buying reluctance the reductions 
only encouraged consumers to wait 
for bigger drops. A few even agreed 
with this consumer attitude and 
thought that more substantial reduc- 
tions could be expected in late sum- 
mer or fall, but most distributors and 
some dealers expressed the opin- 
ion that “manufacturers’. prices are 
down at the bottom now.” 

One New York distributor said 
that consumers are in a buying leth- 
argy and that prices have no effect on 
such a market. As proof, he declared 
that there are plenty of bargains 
around if consumers really wanted to 
take advantage of them—such things 
as small appliances, washers and 
ranges. 

A distributor from Pennsylvania 
saw little prospect for more substan- 
tial price cuts during the year (barring 


outright liquidation of stocks which, 
of course, mean a loss), because 
material and labor costs are still high 
and there is little likelihood of any 
revolutionary technological improve- 
ments over so short a period of time. 
There have been liquidations, partic- 
ularly in the radio field, which may 
have given the impression to con- 
sumers that prices of all appliances 
were slated for sharp drops, but these 
cuts were certainly not voluntary nor 
cause for cheers by either manufac- 
turers or retailers, 

Another distributor was sharp in 
his criticism of those merchants who 
expect that either easier Regulation 
W terms or lower prices are going 
to obviate the necessity for selling 
effort. “I’m satisfied,” he said, “that 
appliances can be sold today, but deal- 
ers are doing little or nothing to 
create business the way they did in 
1938 and 1939—by direct mail, can- 
vassing, advertising, outside selling, 
promotions. They are riding along now 
on television, but are not doing any- 
thing to create sales of white goods. 
Recently I spent a morning in a deal- 
er’s store where there are six sales- 
men, all of whom had been in the 
business for years and were once good 
salesmen. But for hours they stood 
around the store, complaining about 
business. One man would have been 
enough inside. The other five could 
have been out in the field making sales. 
Since V-J Day I have lived in a su- 
burban community and in that time I 
have received one penny postcard so- 
liciting my appliance and radio busi- 
ness. I have never received a phone 
call or a personal visit from an appli- 
ance salesman. But two weeks ago 
I bought some brushes from a sales- 
man making his second call within 
14 days. I didn’t want the brushes, 
but he was selling them. I know there 
is business to be had, but it won't 
walk in. People like to be sold.” 


Boston Range Sales Climb 


Boston dealers were cheered by an 
upward spurt in sales the last week in 
April and one group of dealers hap- 
pily reported that refrigerator sales 
were twice the March figure. Boston 
Edison also had some encouraging 
statistics to report. The first four 
week’s of the utility’s free range wir- 
ing campaign had resulted in 325 in- 
stallations while total dealer installa- 
tions in the 40 communities served by 
the company were 530, just about dou- 
ble last year’s rate. 

In Hartford, Conn., ten dealers 
hoped to stimulate business by staying 
open an extra three hours one night 
a week. 

A Buffalo, N. Y., dealer, despite a 
generally pessimistic report, concluded 
that his April business was about 
equal to last year, with ranges and 
washers doing much better than re- 
frigerators. Another Buffalo merchant 
found television sales “limping along” 
and every sale a fight, but was, withal, 
optimistic about May and June. 

Early in May a New York dealer, 
Monarch-Saphin Stores, took advan- 
tage of the rapid succession of tele- 
vision receiver models and changes in 
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consumer preference by setting up a 
television trade-in plan. In the first 
week of operation the company ac- 
cepted 462 used sets which would be re- 
conditioned and sold through a separate 
store at prices ranging from $125 to 
$150, Meanwhile, of course, Monarch- 
Saphin could pocket the proceeds from 
sales of 462 new sets. 








MALL town 

merchants are | 
beset these days, 
with the problem 
of finding a serv- 
ice man who can 
competently install 
or repair an auto- 
matic washer or 
dishwasher. They 
have not enough 
volume to pay them to send a man 
back to the factory-conducted schools. 
On the other hand, the factory-con- 
ducted schools in the field are inade- 
quate. The average repair man cannot 
absorb enough in one day and com- 
paratively few dealers can afford to 
take time off and gain the necessary 
knowledge for them. 

Parts expert Ray Jones of Denver 
comes through with the only sugges- 
tion: That dealers and distributors co- 
operate in training one man to a com- 
munity and guaranteeing him a living 
wage. 

The washer industry is already lean- 
ing in the direction of paying a lump 
sum, in advance, to a qualified service 
man for handling warranty business. 
So many washers have been sold with- 
out adequate instruction that service 
men shy away from warranty business 
because most of the calls are un- 
profitable “information” visits which 
which don’t butter any parsnips. Pay- 
ing a man to handle warranty, regard- 
less of conditions, is the trend that 
is now coming up. 


BLACKBURN 


Automatic Popularity 


One of the odd things about auto- 
matic washer sales these days is the 
rate of absorption in different terri- 
tories. An expert related recently 
that in New York City there is one 
automatic selling to one wringer type 
washer. In the Louisville area it is 
one automatic to around 14 wringer 
type machines. In Chicago one auto- 
matic to seven wringer type washers. 
On the other hand, in Los Angeles, 
again there is one automatic moving 
for each wringer type. 

An executive is scratching high and 
low for data on how many days most 
labor is working per week. It is easy 
to discover the number of totally un- 
employed, but one of the reasons for 
the drop off in purchasing power, he 
thinks, is the fact that so many fac- 
tories are only running a four-day 
week. If they run any less, the factory 
goes to pieces because the employees 





quit and go on unemployment pay. 
The government take in taxes, plus the 
short week, does not make the $20 un- 
employment pay so uninviting. 

A gentleman who has had a peek 
in some warehouses tells us that the 
appliances that are moving are the 
luxury items among electric ranges, 
two-temp refrigerators, dishwashers, 
etc. The things that are stacking up 
are the popular priced stripped items. 
His observation is that it looks as if 
the well-to-do still have a lot of money 
and the poor are broke. 

One of the reasons that manufac- 
turers do not object to building up.a 
lot of inventory now is that it is felt 
that a new round of wage de- 
mands is coming up. The chances are 
this fourth round of wage demands 
will be a showdown period and with 
a full inventory a firm can go through 
60 or 90 days on a shutdown basis. 
Manufacturers, if not labor, can see 
that the day of price rises is over and 
there must be a stabilization some- 
where. The manufacturers fear that 
the folks who buy from the fat on 
their ribs, from insurance money, from 
savings, bonds and annuities are being 
priced out of the market. 


Outside Selling on Gas Ranges 


In selling, again it must be repeated 
that the folks who go out after busi- 
ness are finding plenty of it. An Illi- 
nois utility right now is having a drive 
on gas ranges, of all things. Sales are 
better than they were in 1940, which 
was a boom period. The remark of a 
Kansas City distributor’s sales man- 
ager that nobody is hungry, fewer are 
out of work and therefore outside sell- 
ing should be very lush is apparently 
being borne out by results on all sides. 

The strategy of the big mail order 
chains is slowly coming to life. 
Through cut prices they expect to do 
as good a volume in appliances this 
year as they did last year. They 
figure the lower price tags will bal- 
ance up the unit output. April saw 
one chain put on an appliance week 
offering a 7.3 refrigerator for $177, 
a 9 ft. box for $219.95. A television set 
was offered in Chicago at $299, with 
$46 down, $16 a month. Home 
freezers, 6.2 cu. ft. were advertised 
at $199. Tank type cleaner, $44.88, 
broomstick model $38.88. A $161.95 
electric range was priced at $140.44. 
A wringer type washer was adver- 
tised at $66, a 9 Ib. washer at $84.95, 
a semi-automatic $114.95, and an 
ironer plus chair at $149.95. 

Mandel Brothers department store 
in Chicago struck out with something 
new in liquidation, a night warehouse 
sale, which took place at their out-of- 
the-Loop warehouse, opening at 5:30 
pm and running until 9:30 nightly. 
Thirty to forty off was offered in floor 
samples of nationally known appli- 
ances, which were sandwiched in with 
everything from occasional furniture 
to baby diapers. 

Tying that in stunt promotions was 
a South Bend bit of advertising which 
held a sale on an 80-acre farm, where 
the dealer is using his barn as a ware- 
house, attracting crowds in their cars. 

(Continued on page 8) 
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TEMPERATURES 
SEPARATELY NEVER 
CONTROLLED NEEDS 


One for the f 
One far the refrigerator DEFROSTING 


YES, FROM SEATTLE TO SAVANNAH, 
THEY'RE DEMANDING AMANA / 


« 
2 
DOORS 
CUT OPERATING 


B THIS 1S JUST WHAT THEY'VE BEEN 
WAITING FOR! 


FREEZER 
COMPARTMENT 


approximately 


2 cu. ft. 


capacity 


THIS I$ (T¢" 


REFRIGERATION 


COMPARTMENT 
OVER 


7 cu. ft. 


capacity 


SLEEK, 
SMOOTH 


BE SURE TO VISIT THE 
AMANA EXHIBIT 


Space 536B 


AT THE 


AMERICAN FURNITURE MART 
IN CHICAGO . . . JULY 5th TO 16th 
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Cy 
Amana Zodead Wex/ 


“thas THE FREEZER PRICE 
5-YEAR 
50 % WARRANTY FREEZING 5-YEAR THAT BREAK S 


on sealed zele))) ’ 
MORE ate SURFACE! THE ICE! 
CAPACITY oman PROTECTION 


ata PLAN! : > 
~ e BUILT-IN [9950 
freezers ! tele @ Bey complete 


AUTOMATIC 
LID 
HOLDER ! 


mired 


VARIABLE 
TEMPERATURE 
CONTROL! 


AMANA ANSWERED THE DEMAND: 


A FREEZER TO FIT THE FAMILY! 


— es Dealers / 


MODEL 60 MODEL 110 MODEL 18 MODEL 255 MODEL 2005S 2 
6 cu. ft. 10 cu. ft. 18 cu. ft. 25 cu. ft. Walk-in 


capacity capacity capacity capacity Freezer 


“AMANA MADE iT BETTER — TO SELL FOR LESS” Refrigeration Division, 


Send full details of 


1 
‘ frozen food 
+. « FREE fro ist C- 
S cae interested in est Home Economis 
1 ; conducted wY 
as 
Name Of Store 


| REFRIGERATION DIVISION, AMANA SOCIETY amana 16, 1owa © sides 


ana 16, lowe 


A MAN A sOcieTY ,Am 


making dealer prop 


profit- nin my stores 


Amano’s dem onstratio 
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Standard 
Inside 
Frost 


New 
DeLuxe 
white 
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CHAMPIONs DELUXE WHITE 


A new and better Light that sells itself on Sight 


Be among the first to introduce it to your trade and get the credit, the 
new volume and the profit from showing them the way to new lamp sales 


Champion's 100 Watt De Luxe White represents the greatest step 
forward in light bulbs since the inside frosted lamp was introduced 
a quarter century ago. Your customers will recognize and appreciate 
its advantages instantly, the moment they see the two together, 
lighted or even unlighted! 


The new Champion De Luxe White provides soft white light, 
highly diffused, easy on the eyes—yet giving just as much light. 
Truly, a great advance in lighting efficiency. 
This lamp is a profit-maker—it means 
plus sales for Champion dealers. 
These Demonstrators are furnished 
by Champion to show and sell this 
new lamp. 

ORDER A TRIAL CASE (120) 
AND DEMONSTRATOR FROM 
YOUR WHOLE-SALER, NOW! 


CHAMPION LAMP WORKS Z 





Lynn. Massachusetts 
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THE SOUTH 


By Amasa B. Windham 





PRIL, like the 


rains, came. 
No appliance deal- 
ers down south 


were selling apples 
on street corners. 
None of them were 
in the bread line 
and none of them 
as far as could 
be learned, had 
jumped from a high building. Maybe 
they weren’t getting rich, but they still 
looked pretty fat and sassy. 

In fact, this reporter toured middle 
Tennessee, north Georgia, both coasts 
of Florida and to points in the South- 
west and found business pretty good 
everywhere he went. In Jacksonville, 
Atlanta, Chattanooga and Birming- 
ham, a personal survey indicated appli- 
ance sales in April were on a par with 
the boom year of 1948. Telephone re- 
ports from New Orleans, Charlotte, 
Dallas and Memphis indicated ex- 
cellent business, particularly in the 
three weeks before Easter and par- 
ticularly in the department stores. 
Only Louisville and Richmond re- 
ported a noticeable decrease in sales 
volume of electrical wares. Houston 
—where business was described as 
“fairly good”—expected an upsurge 
when hot weather comes along and 
gives a shot in the arm to ventilation 
equipment. 


WINDHAM 


Credit Curb Lift Pleases 


It was a little too early, as this 
was written, to judge the effect of 
the relaxation of credit curbs but 
dealers had a gleam in their eye and 
reported a heavier stream of traffic 
during the last week of April than in 
any other week of the year. News- 
paper ads blossomed forth with all 
kinds of inducements to buy at all 
kinds of credit terms. When the 
figures are in for May and June, 
chances are that business in general 
will be as good as, or better than 
1948. Needless to say, dealers and 
wholesalers everywhere welcomed the 
news of looser credit regulations joy- 
ously. 

The price cutting tactics of eastern 
and midwestern dealers, as revealed 
in this monthly survey, does not ap- 
pear to have extended very far below 
the Mason-Dixon stripe, even in areas 
where business is not up to par. In 
Louisville, for instance, television sales 
were not igniting the woodlands but 
there was no full scale war on to get 
sets moving. And in Memphis, which 
also had a noticeable lag in TV sales, 
all was calm on the competition front. 


Small Appliances Off 


Small appliances again made a dis- 
appointing showing. Toasters and 
irons are selling “only occasionally 
now and nowhere within the range 
of last Fall’s terrific pace,” according 
to an Atlanta dealer. He said electric 
clocks, mixers and percolators also 
were “way off.” The same story was 
repeated in Birmingham, Chattanooga 
and Jacksonville. 

Vacuum cleaners, after a slow sale 
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during the first quarter, perked up 
considerably and seem to be zooming 
again. Home freezers, air conditioning 
and all types of ventilation saw a 
rising sale as warmer weather moved 
in. Florida dealers this year confi- 
dently expect the largest business in 
air-conditioning ever recorded in that 
state. 


Sales Help Is Headache 


The biggest dealer headache is still 
the salesman problem. Unemployment 
may be rising but it certainly isn’t in 
the selling field. Almost every dealer 
this reporter talked to during the 
month was still suffering from a lack 
of trained and experienced help—just 
as he had been, more or less, for the 
past four years. One dealer in Bir- 
mingham said wearily, “We are offer- 
ing compensation to them on a par with 
any other field, but we still can’t get 
good salesmen. One way to do it is 
to marry ’em—my wife has turned 
out to be a better salesman than the 
last four men I’ve put on the payroll 
—but you can’t be a bigamist!” 

Other gripes centered on margins, 
continued high rents and labor costs 
in installation. This latter factor has 
eased in some sections because dealers 
have learned to counter it in various 
ways such as employing their own 
labor, making contracts with plumbers 
and similar actions. In the areas 
where labor has a strong grip, how- 
ever, it is still a serious problem. In 
Birmingham, for example, it still costs 
almost as much to install a dishwasher 
as the appliance costs. 


Radio So-So 


In the radio field, table top models 
and small sets were moving fairly well, 
but the sale of a console model was 
still a major event with most dealers. 
Sale of television sets was steady but 
unspectacular in six of the South’s 
eight video cities. The best potential 
market in the South, and one of the 
best comparatively in the nation—the 
3irmingham area—remained without 
television. 


THE FAR WEST 


By Clotilde G. Taylor 





HE _ general 

trend of busi- 
ness is up in Cali- 
fornia and in re- 
ports received from 
the Pacific North- 
west. In the Pa- 


cific Southwest, 
however, April 
business slowed 


down somewhat af- 
ter a better March. 
Chief reason given fur this is the fact 
that the manner in which recent price 
cuts have been made has caused the 
public to believe that prices generally 
are coming down, so they have resolved 
to wait before purchasing. Some indi- 
vidual stores by active merchandising 
have overcome this handicap and re- 
port sales better even than last year. 

Dealers as a whole are pretty sore, 
however, about some of the price cuts 

(Continued on page 10) 


TAYLOR 


1949—ELECTRICAL MERCHANDISING 








ee 

















roll 


Fins, 


osts 


has ; 


ers 
ious 
own 
bers 
reas 
10W- 
. In 
‘osts 
sher 


rdels 
well, 

was 
ers. 








r but 
uth’s 
ntial 
the 
—the 
thout 





; 


e fact 

price 
d the 
erally 
solved 
> indi- 
dising 
nd re- 

year. 
y sore, 
‘e cuts 
) 


ISING 





a e 
Mixguide puts speed control 
where your customers want it—under 
the thumb, under the eye. Here are 
ten simple-to-select speeds, magnified 
for flash reading, that cover every 
type of mixing. The latest of many 
Hamilton Beach easiest-to-use, easi- 





est-to-sell features! 


THE AVERAGE WOMAN is interested in a 
food mixer only to the extent that it will 
make her work easier. She’s no mechanic. 
If it isn’t simple to operate—it's no sale. 


SIMPLICITY IS THE strongest selling point 
you have with the new Hamilton Beach. 
It's the easiest mixer to use 
can prove it! 


. and you 


SIMPLY DEMONSTRATE this mixer’s exclu- 
sive one-hand operation. The hand that 
holds the mixer sets the speed. Easiest 
to use, easiest to sell! 


FOLLOW THAT WITH proof of ove-hand porta- 
bility. Here’s the only mixer on the mar- 
ket that slides off the stand without help 


HAMILTON BEACH 
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from triggers, catches, or latches. Easi- 
est to use, easiest to sell! 


WIND UP WITH still another Hamilton 
Beach exclusive—finger-tip bowl control. 
The only mixer that permits shifting the 
bow! while beaters are turning. Easiest 
to use, easiest to sell! 


EVEN AS YOU READ THIS, a lot of your cus- 
tomers are getting this “easiest-to-use” 
story in big, colorful Hamilton Beach 
national ads. Make the most of this huge 
pre-selling effort by telling the same story 
yourself .. it pays off! Hamilton Beach 
Company, Division of Scovill Manufacturing 
Co., Racine, Wis. 
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HAMILTON BEACH 





with Mixguide 








RETAIL 


($39.25 West of 
Rockies.) 


Feature These TOP-VALUE 
HAMILTON BEACH Cleaners! 


The Hamilton Beach “Champion” is 


\ 
ry 


the top-value in upright cleaners to- 
day. It's the lowest-priced, lightest- 
weight, full-size, first-line cleaner 


on the market! $52.50 


Tests prove the Hamilton Beach Cylinder 
Cleaner picks up 37% more dirt than pre- 
vious models. It's the “Deep-Clean" cleaner, 
the one with more exclusive 
features than any other 
cleaner in its low-price 
class!. . . $72.50 
including complete 
attachments. 
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To hear housewives exclaim over the new 
color-trim beauty, you'd think “BEN-HUR 
BLUE” was the most important new fea- 
ture in freezers today! Small wonder! Now 
for the FIRST time the homemaker has 
color beauty in a major appliance that in- 
spires complete color harmony in kitchen 
cabipets, walls, furniture and even floor 
linoleum, or adds welcome brightness to 
utility room, 


No wonder the beautiful new Deluxe BEN- 
HUR Farm and Home Freezers win instant 
attention in Home Shows and on dealers 
display floors everywhere! New “BEN-HUR 
BLUE” is sparking thousands of freezer 








HEALTHFUL LIVING THROUGH 
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iP FARM and HOME FREEZERS 





. . sales that are clinched 
by a quick check of many other exclusive 
features that make BEN-HUR today's top 
value in home freezers. 


sales today . 


CASH IN now on the nation-wide enthu- 
siasm for new “BEN-HUR BLUE” and the 
complete line of BEN-HUR Farm and Home 
Freezers. There's a model for every fam- 
ily — 9.2, 12.5, and 18.45 cubic foot 
capacities . . . Nationally advertised, na- 
tionally known, proven in thousands of 
households in cities and on farms every- 
where. Write today for selling plans and full 
details — for a Profitable BEN-HUR YEAR. 


Dept. EM, 634 EAST KEEFE AVENUE 
MILWAUKEE 12, WISCONSIN 


FROZEN 





FOODS 


THE NATIONAL APPLIANCE AND RADIO PICTURE 


| 





announced by manufacturers. More 
than one dealer reports that he re- 
ceived first word of the cut from his 
customers, who heard it over the radio. 
Upon calling up his jobber, he learned 
that refrigerator prices were indeed 
lower. Moreover, many customers 
misunderstood the reported general 
price cut, which in reality applied only 
to discontinued models, and have re- 
fused to purchase because they thought 
they were being treated unfairly. 

“Why cut prices anyhow?” said one 
Colorado dealer. “We can sell mer- 
chandise at its present level. If the 
manufacturer would give us the pro- 
posed cut in the form of wider mar- 
gins, we would be glad to put the 
money into promotion and _ selling 
which would do a better job.” This 
dealer says that under present mar- 
gins he is able to do only about one 
half as much advertising as prewar, in 
spite of greater need. 


Give-Away Deals Spreading 

There is quite a bit of price cutting 
on the part of the marginal dealer in 
many areas. In Tucson one firm spe- 
cializing in Butane, but handling elec- 
trical items, recently announced dras- 
tic cuts all across the board, with some 
electrical items below dealer cost. It 
is supposed he obtained some of the 
distress merchandise recently available 
in Los Angeles. Denver has its own 
cut-price firms. Premiums announced 
as a national inducement by radio and 
refrigerator manufacturers have been 
copied in similar deals offered locally 
by one or two chain stores and some 
dealers in several southwest com- 
munities. Record premiums up to 
$100 worth have been suggested to 
radio dealers by their wholesalers. 
Evaporative coolers have suffered 
worst from the cut-price war in Tuc- 
son, where they are selling in some 
instances at dealer cost. 


Trade-in Trouble 

Trade-ins are becoming an increas- 
ing problem, with a few dealers in 
most communities bidding against one 
another to dangerous heights. Estab- 
lished and reliable firms have for the 
most part maintained their stand 
against price cutting in this fashion 
and have been able to keep up volume, 
although losing some business, of 
course, to the dealer who offers from 
$125 to (in one case) $195 for a 
prewar refrigerator. Flat trade-in of- 
fers across the board, allowing $30 
or $40 for your old radio, no matter 
what the condition, are to be seen in 
advertising in most Intermountain 
cities. One Denver firm offers what 
it calls a “tele-trade”, promising to re- 
deem any radio set now purchased at 
100 percent of value on purchase of a 
television set, if television comes to 
Denver within six months, or on a 
sliding scale, promising 75 percent 
after 18 months, down to 25 percent 
after six years. Virtually this is a 
bet against the coming of television 
within the near future. And, of course, 
once the customer has the radio, he is 
more apt to supplement it than sup- 
plant it when he adds the television 
set. 


One TV Set—No Station 


Experts make no promises in regard 
to television in Denver for the near 
future—best estimates set 18 months 
as the earliest possible date for this 
area. At least one private set has been 
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sold in Colorado Springs to a cus- 
tomer who was told that it would be 
at least two years before programs 
would be available. 

Albuquerque, which now has tele- 
casting of a sort, is very quiet in the 
television field. Few dealers are push- 
ing it and many do not even carry 
sets. They say the film programs avail- 
able do not appeal to their customers. 
However, one dealer as far away as 
Santa Fe is starting out to sell good 
antennae set-ups and sets. 


TV Generally Looking Up 


Television in San Francisco is stil! 
quiet, but prospects are good for bet- 
ter programs with the advent of ad- 
ditional stations. The second one comes 
on the air May 5. Already the pro- 
gram material offered is richer and 
customers are showing more interest. 
Dealers, even though their sales to 
date have been few, seem sure that 
the future is bright and are by no 
means discouraged. Los Angeles’ end- 
of-March report shows 112,612 sets 
now owned in that area. Of these 
13,920 are of the 3 or 7-in. type, 81,- 
124 are 10-in., 14,818 12-in., and 2,750 
are 15-in. or over. A check made in 
that region indicates the number of 
viewers to be five for each set. None 
of the western telecasting stations is 
as yet out of the red. 

Dealers are organizing to meet prob- 
lems. New organizations are in the 
process of formation in Albuquerque 
and Cheyenne, to mention only two. 

Quite a lot of servicing is still being 
required by automatic washers—and 
the automatic dryer now has become an 
offender in this regard. So far dryer 
business is not proving seasonal, but 
at least one dealer in the Intermountain 
area has found it furnishes excellent 
fill-in work for his salesmen during 
the slow months of January and 
February. 


Dealer Mortality Grows 


A number of dealers are quietly 
dropping out of the picture—one or 
two of them important outlets. Among 
these is a show place which was op- 
erated as a separate shop by a de- 
partment store; another is a long 
established hardware firm, another a 
commercial refrigeration firm which 
has found domestic selling too much 
bother. In most cases unwise buying 
and poor management are given as 
reasons for the failure. Santa Fe has 
had four outlets for electrical appli- 
ances close since the first of the year. 

Most dealers feel pretty sore about 
the policy adopted by a few of the es- 
tablished manufacturers in multiply- 
ing their outlets. After making the 
dealer drop other lines and expand his 
business, they have given franchises 
to one or, in some cases, several other 
firms in the same town. 


“W” Relaxation Helps 


Collections are slower, but still for 
the most part not bad. Terms are im- 
portant and in such communities as 
railroad towns, where most customers 
are on a salary basis, the new relaxa- 
tion of Regulation W is expected to 
bring in some business not otherwise 
available. Dealers as a whole, how- 
ever, seem to think the exemption of 
items under $100 is the most important 
provision of the new rules, as this per- 
mits taking trade-ins for down pay- 
ments and permits “on trial” sales. 
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The Most 





Most Sensitive 
Performance 
Superb reception 


even on weak signals. 


Whatever has been your experience 
with FM—whatever FM radio you have 
ever heard—Zenith* now asks you to lis- 
ten toa new marvel of Radionic? science. 


This all-new Zenith model is the cli- 
max of years of acknowledged leader- 
ship in genuine Zenith-Armstrong FM 
—that hundreds of thousands know as 
true FM—the FM radio that leading FM 
Stations over the nation rely upon to 
monitor and test their own broadcasts 
—truly the FM of the Experts! Now, in 
a new Super-Sensitive circuit that gives 





Longer Distance 
Because of high sensitivity, 
brings in stations in fringe 
areas others miss. 


WITH THIS 


Me Chidllenged My Compviden 


ensitive FM Radio Ever Built 


FOR THE PUBLIC 





background hiss. 


perfected performance even on signals 
too weak for ordinary sets to catch. 


So we say—hear, compare! Be pre- 
pared to hear the most sensitive FM 
receiver you have ever listened to—a 
genuine Zenith-Armstrong receiver at 
a sensationally low price. 

THE 


“major” 53995" 


The lowest price ever for genuine 
Zenith-Armstrong FM! 


ELECTRICAL MERCHANDISING—JUNE, 1949 


No Interference 


No whistles, no over- 
lap, no cross-talk, no 


No Special 


No Static Antenna 
Even in the worst With Zenith’s patented 
storms. Only rich, Power-Line Antenna, J 


glorious tone. 


just plug in and play. 





“10K osmcee RADIO 
and TELEVISION 


t® 


*Suggested Retail Price. 
Prices subject to change without notice. 


ZENITH HAS THE GREAT VALUES 
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"The most beautiful window fan ever made” 


Designed for Cool Comfort, 

Long Service . .. and Sales! 

A woman sees the Hunter Window 
Fan as a beautiful addition to her 
home. The smooth finish of light 
ivory enamel and the smart lines of 
the horizontal louvers of the 


Hunter Window Fan fit every style 


of home decoration. In addition, 
the louvers provide absolute pri- 
vacy and positive protection. 
Woman-wise dealers will set sales 
records this summer because they 
and the 


Hunter Window Fan is the most 


know that beauty sells 


beautiful window fan ever made. 


The Hunter Window Fan has “buy” appeal, too 





dow. 
1 simple 
? 
enamel finish. 
, Eee 
of s 
Mail coupon to get your om eigenen 
HUNTER FAN & VENTILATING (Or NC. 
398 South Front Street, —_— — 
» he complete sa es y 
Bond , with information on new 
Name — > 
Compeny 
Street 
State 
City 
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Efficient Cooling—Cools 500 square feet 
of floor space. Two-speed, direct drive. 


Certified Air Delivery — 4250 C.F.M. 
high speed—3600 C.F.M. low speed. 


Quiet Operation — Rubber mounted, 
sound insulated against vibration and mo- 
tor hum. Large blades turn at slow speeds. 


Easy Installation—Fits almost any win- 


Adjustable mounting brackets for 
installation. 


Long Life—Heavy-gauge steel with baked 


Backed 


Sealed lubrication. 


by Hunter, fan makers for 63 years. 


—— 


ummer sales 


on your Hunter 
1949 sales helps. 














WASHINGTON CURRENTS 


By Washington News Bureau, McGraw-Hill Publishing Co. 





REG W DUE TO END 


Federal Reserve Board’s emergency powers to curb credit are 
now certain to expire June 30. That means Regulation W—regu- 
lating installment selling—will die on that date. 

FRB still is going to ask Congress for an extension of its 1948 
authority to regulate consumer credit. But already it has given 
up any hope of talking Congress into making this authority 
permanent. 

Installment contracts made under the regulations fixed by the 
Federal Reserve Board thus ean be re-opened after June 30, if 
the buyer and seller so desire. 

For instance, an appliance dealer who’d sold a washing machine 
at a relatively high down payment and short payoff period might 
want to sell the same customer a television set. He could (1) 
reduce the payments and extend the time on the refrigerator (2) 
make the down payment and time-to-pay on the television set as 
easy as he chooses in order to make the sale. 


PRICES ARE FALLING—BUT HOW FAR? 


The government’s business forecasters are unanimous on the 
price outlook for the rest of the year: prices will continue moder- 
ately downward. Their prediction is that next December’s prices 
generally will be 5 to 7 percent lower than they are now. 

This outlook is based on the assumption that the country isn’t 
heading into a depression or even a sizable recession. 

The economists expect rents and housing prices to be higher, 
but the consumer’s price index will be down 5 to 7 percent, and 
wholesale prices to be off about the same amount. 


TREND OF SALES OF CONSUMER DURABLES 


Sales of consumer durable goods stores have been dropping, 
percentagewise, in comparison with total* sales volume of all 
retail stores, according to the Department of Commerce. 

In a report in the Department’s “Survey of Current Business”, 
figures are reported showing that sales of durable goods stores 
were 28.9 percent of sales of all retail stores in the third quarter 
of 1948, but have dropped off since. 

The same comparison made reveals the following pattern: sales 
of consumer durable stores were 25.7 percent of total retail sales 
in 1947, 27.4 percent in the first quarter of 1948, 27.4 percent in 
the second quarter, 28.9 percent in the third quarter of ’48, 28.1 
percent in the fourth quarter, and 28 percent in the first quarter 
of 1949. 

Here’s what Commerce reports on specific items: 

Vacuum cleaners—Sales in 1948 were about 10 percent below 
1947, but were higher than in any other year and twice as high 
as in the best prewar year. The backlog demand for the replace- 
ment of over-age cleaners is estimated to have been about filled 
in 1948. Sales in 1948 were about 3.3 million, but the rate of 
sales for the first two months of this year is at an annual rate of 
2.7 million. 

Electrie refrigerators—In 1948, the output of 5 million refrig- 
erators was about 50 percent higher than in any previous year. 
At the beginning of 1949, out of 38 million homes equipped with 
electricity, 27 million had electrie refrigerators. 

Eleetrie washing machines—In December 1948 and the first 
two months of 1949, output was only 50 percent of the rate of 
production for 1948. Estimates suggest that 2 million homes 
still have over-age machines which would normally be serapped 
and replaced. 


FAIR TRADE REVERSAL 

Proponents of retail price maintenance—who have successfully 
spread fair trade laws across the country in 45 states—wonder if 
the tide is beginning to turn against them. A handful of recent 
state and federal actions appear to have brought their progress 
to a halt. 

Stiffest blow so far: The recent decision of the Florida State 
Supreme Court overthrowing the state fair trade law. The 6-to-1 
decision used rough language, saying that the price-fixing law 
was against the public interest and welfare, created monopoly, 
stifled competition, and was an excessive use of the police power 
of the state for a private purpose. 

(Continued on page 14) 
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Super flame NNNOUNCES 


SENSATIONAL , 


EW TWIN FLOOR FURNACE! 


THE ONLY FLOOR FURNACE ...... with TWO super- 
efficient combustion chambers and TWO “Triple- 
Combustion” burners. Use one when it’s mild . . . two 
when it’s cold! Just like having two furnaces in one! 
This great advancement in floor furnace design permits 
heat regulation as never before! No other oil burning 
floor furnace can equal its EFFICIENCY and COM- 
FORT GIVING features! 


5 HORSE CPS a Uni Sa a+ Sie 


THE ONLY FLOOR FURNACE... . with the exclusive, 
oversize SUPERFLAME ‘“FUEL-SAVER” that IN- 
CREASES radiating surface approximately 100°,, 
decreases chimney loss up to 40°, and fuel costs as 
much as ONE THIRD. Total heating surface. . . 2,834 
square inches. No other floor furnace can match it for 
value... truly the most advanced on the market today! 


THE ONLY FLOOR FURNACE .... with TWO “‘Triple- 
Combustion” low draft burners. EXCLUSIVE triple 
combustion gives maximum efficiency and a CLEANER 
flame on a low, medium and high fire... requires only 
.04-inch of draft. THREE stages of combustion (instead 
of two) have made the SUPERFLAME burner first 
choice of heating experts! No other furnace has 
‘“‘Triple-Combustion”’. 


COMPARE THESE SPECIFICATIONS! 


® Heats Up To 8 Rooms 

® Draft Required Is Only .04-inch 

@ Heat Output Per Hour (Commercial 
Standards Rating)—59,000 BTU 


®@Two 9-inch “TRIPLE COMBUSTION” The SUPERFLAME “TWIN” forces greater 


Available with either Dual 
Burners 


circulation of warm air around the room at Wall Registers (illustrated) 
Stwe 11-inee Combustion Chambers EVERY level. Eliminates dead air pockets. (oh ae Coley Register. Easily installed without 
© Gi ®1-inch FUEL-SAVE Keeps floors WARMER! No loss of heat costly remodeling. No basement or air ducts 
tant Z1-ine L-SAVER from cold air ducts or cold basement. needed. 
® Two Thermo-Safety Bulbs (Instead of 
eT iT-)) 
® Underwriters Laboratories Approved 
For No. 3 Oil or Lighter 
® Length And Width—34’x28” 
® Overall Depth—39” 
: >: QUEEN STOVE WORKS, INC., Dept. E6-2 
® Twin Constant Level Valve 


i ALBERT LEA, MINNESOTA 
®@ Equipped With Automatic Draft Regu- 
lator 


® Shipping Weight—230 Ibs. 


MADE BY AMERICA’S OLDEST MANUFACTURER OF OIL BURNING EQUIPMENT! 


Ask any dealer about Superflame. He will tell you that Superflame products give, by 
far, the longest trouble-free and service-free performance. 


Rush at once full details about the Superflame TWIN FLOOR FURNACE 
and its sales and merchandising program. 


U7 
We are 


SEND THIS COUPON TODAY! 
GET THE FULL PROFIT DETAILS 
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SHE WANTS TO TAKE 
showloom Ofypearance 
HOME WITH HER... 


ts beep for years! 


Eye appeal sells women. Lasting fine appearance—“showroom appearance” 
that lasts on and on—makes them satisfied customers, brings them back to buy 
from you again. 


Bonderizing protects and preserves “showroom appearance” on appliances 
through years of service. Bonderizing anchors paint to metal, retards rust and 
corrosion, prevents spreading finish failure around accidental scratches. 


Women know Bonderizing. They’ve seen it advertised; they've experienced 
its benefits on automobiles, washers, refrigerators and other painted metal 
products. 


Use the sales influence of Bonderizing to help you sell. Tell your customers, 
“It’s Bonderized to look better longer’ 





Bonderite, Parco, Parco Lubrite—Reg. U.S. Pat. Off. 
‘ = . ‘ 


AKKER. ~~ PARKER RUST PROOF COMPANY ~~ 
: 2164 East Milwaukee Ave. — 
Detroit 11, Michigan nee 


BONDERITE Holds Paint to Metal... PARCO PRODUCTS Inhibit Rust .. . PARCO LUBRITE Retards Wear on Friction Surfaces 














WASHINGTON CURRENTS 


CONTINUED FROM PAGE 12 commun 





The case was brought by Conti- 
nental Distilling Corp., subsidiary of 
Publicker Industries, against Webb 
City, Ine., the fabulous St. Petersburg 
price eutting super drug-department 
store. 

The other anti-fair trade victories 
include : 

(1) A deeision by a Mississippi 
lower court which ruled against the 
Mississippi fair trade law. This suit 
was brought by Shaeffer Pen Co. 

(2) A bill repealing the federal 
government’s Miller-Tydings Act in- 
troduced in the House by Rep. Donald 
O’Toole, D., N. Y. 

(3) And the House Judiciary Com- 
mittee, headed by anti-fair trader 
Emanuel Celler, D., N. Y., is getting 
ready to look into anti-monopoly 
problems—and may probe the fair 
trade laws. 

The Florida decision is held to be 
particularly significant. It’s the first 
ease the fair traders have lost in the 
state courts since the Supreme Court 
upheld the Illinois and California faiy 
trade laws back in 1936. 

The next year, fair trade was givey 
federal sanction in the Miller-Tydings 
Act, which amended the Sherman Act 
by legalizing retail price maintenance 
contracts in interstate commerce where 
they are lawful under state law. The 
Miller-Tydings Act has been a target 
for a special reason: it was passed as 
a rider hooked on to the District of 
Columbia appropriations bill, thus 
avoiding a sure Roosevelt veto. 

Anti-fair traders have long hoped 
to get a U.S. Supreme Court test of 
the Miller-Tydings Act. They hope 
the Florida Decision is appealed, since 
they think the present court is likely 
to rnle their way. But it is doubtful 


that the e»se has any interstate angle 
that could be used as a basis for an 
appeal. 


National Assn. of Retail Druggists, 
spearhead of fair trade legislation 
from the very beginning, is already 
taking steps to defend the laws they’ve 
helped get on the books in every state 
except Texas, Missouri, Vermont, and 
the Distriet of Columbia (which would 
require an act of Congress). 

NARD is beginning a grass roots 
campaign, with the help of Baldwin 
and Mermey, New York City publicity 
outfit, to defend fair trade. Their 
technique: get the druggest out to 
talk for fair trade before local groups, 
state legislators, and such. 


MARKET FOR TRANSCEIVERS: 
LABOR UNIONS 


CIO’s Political Action Committee 
takes note of the many uses—on farms, 
big construction projects, etce.—to 
which FCC says the civilian walkie- 
talkies can be put, then adds two of 
its own: They ean be used (1) by 
strikers on picket lines and (2) by 
PAC block workers in getting out the 
vote. 

PAC has tipped off its local leaders 
that licenses for civilian walkie-talkies 
will be available after June 1 to 

(Continued on page 16) 
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Mertland Automatic Electric Water Heaters are individually tested 
. . . AFTER heating elements and thermostat wells are installed... 


under 300 pounds hydrostatic pressure. Again, each individual 


COMPLETED heater is given a special, rigid test with compressed HIT THE TARGET 
air just before crating. Mertland working pressure is guaranteed 
IN TWO PRICE BRACKETS 


150 pounds and you can depend on it, they will take far more than 
guaranteed. Mertland builds ‘em careful . . . and builds ‘em right! 

6 ANDA ° 

You know it’s the truth, that folks are shopping around for value STANDARD MODELS FOR BUDGETEERS 
today. And that is just what the Mertland dealer can give them... 

: . ‘ , DELUXE MODELS WITH 10 YEAR WARRANTY 
point for point quality . . . at prices that make sense to your cus- 


tomers and make profits for you. AND FACTORY INSTALLED MAGNESIUM ANODIC ROD. 


COMPLETE LINE...10 TO 100 GALLON CAPACITIES...SIZES AND SHAPES FOR EVERY 





DEMAND...TABLE TOP MODELS 35 AND 45 GALLON CAPACITIES. 


a \ ne HEDGES un: 


MAGNESIUM | 
M. M. HEDGES MANUFACTURING COMPANY, INC. 
MEMBER OF NATIONAL ELECTRICAL MANUFACTURERS ASSC AT K 


CHA TTA ieee ee, TEN NES S EE ~ LABS Le Ginean 











These real selling advertisements |__| 
are selling WOW far YOU/ 


Here are samples of “Magic Touch” ad- 
vertising appearing in the Saturday Eve- 
ning Post and Good Housekeeping during 
the best 1949 selling season. See how they 
sell—really sell—the marvelous ice cube 
convenience possible only with Inland 
“Magic Touch” Ice Cube Trays. And re- 
member that this strong selling campaign 
is directed to your prospects in your terri- 
tory to bring you sales and profits. That's 
its one purpose! 

Cash in on this powerful sales force that’s 
working for you. Make sure that the new 
refrigerators you stock and display come to 
you factory - equipped, completely, with 
“Magic Touch” Trays. And then, with the 
“Magic Touch” to sell, demonstrate it to 
every prospect. “Magic Touch” conven- 
ience is so obvious that its demonstration is 
the strongest closing sales argument you 
can use, 


EASY REPLACEMENT SALES 
FOR QUICK PROFITS 


Sell “Magic Touch” Trays to refrigerator 
users who are now getting along with bat- 
tered, outmoded, inconvenient trays. That’s 
easy, with Inland’s national advertising 
doing a strong pre-selling job for you. Get 
these immediate sales and profits—this sea- 


son, this month, now! 


New refrigerators fully equip 


with Inland “Magic 
give your customers 


complete ice convenience 


PAGE 16 


ped 
Touch” Ice Trays 








































ICE CUBES IN 

i STANTLY! 
rue “M JUST LuiFT 
i” AGIC Toucn” 


¥ a tray or erid 
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LEVER! 









Be sure the ice 
prt trays in your 


Magic Touch" Ice Cube Trays 
a WBMARD 


INLAND 
MANUFACTURING DIVISION, General Motes Corporation, DAYTON, 
i. OHIO 


INLAND MANUFACTURING DIVISION 
General Motors Corporation, Dayton, Obio 
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WASHINGTON CURRENTS 


CONTINUED FROM PAGE 14 commences 





persons over 18. Also that “trans- 
ceiver” described as a pocket set about 
the size of a camera, is now available. 


SAVINGS BY INDIVIDUALS 


DROPS OFF 


The customers of American business 
put less cash away in the sock last 
year. But consumers put more savings 
in the torm of houses, ccnsumer dur- 
able goods, and farmers and small busi- 
nesses saved more in the form of in- 
creased inventories. 

The Securities and Exchange Com- 
mission found these facts in adding up 
the figures of their latest survey of 
what the individuals of the country 
are doing with their money. 

Liquid savings—eash, bank deposits, 
government bonds, life insurance— 
dropped down to $4.9 billion in 1948, 
SEC states, compared with $8.3 billion 
in 1947. The alltime peak for liquid 
savings was 1944, when individuals 
actually saved $41.5 billion. 

SEC’s figures on non-liquid savings 
show that $7.7 billion was invested in 
new homes, compared with $5.8 billion 
in 1947. Individuals bought $22.7 bil- 
lion in consumer durable goods—re- 
frigerators, automobiles, ete.—com- 
pared with $21 billion in 1947. 

Since consumers put $3.6 billion 
more in homes and consumer durables 
last year than they did the vear before, 
they may have caught up with their 
own post-war inventory-building — 
which would mean that hard goods 
sales would have to drop off. 
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“| DON’T SEE WHY YOU CAN’T GO OUT AND 
BURY THEM THE WAY OTHER DOGS DO.” 
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“THE 


THAT COULDN'T 
HAPPEN” 








AMAZING NEW BENDIX ECONOMAT! 


Joins the world’s best known Automatic Home Laundry Line! 


Here’s what women have been waiting for! 

An agitator automatic washer. 

A low-priced automatic washer. 

A low-priced automatic washer with a famous 
nameplate. 

It’s a dream! No wringer, no spinning, no 
bolting down. Fits into any home or apart- 
ment. Washes, rinses, squeeze-drys with the 
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twist of a dial . . . and features the Wondertub 
—newest, greatest automatic washing develop- 
ment since tumble-action! 


It’s the new Bendix Economat! 


Something new to shout about. To sell. To 
pry open a whole new market! 


1949 


The Bendix Economat is the first automatic 
washer every family can afford. The newest, 
simplest automatic washer in the world at the 
world’s lowest price. 

It’s the most important automatic washer 
since the first Bendix. That’s why Bendix deal- 
ers will be sitting on top of the world. 

Want to know more? Turn the page. 
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Opens up a vast new 
Automatic Washer Market 


Millions of women are prospects. All the millions who have 
wanted an automatic washer—but couldn’t afford to own one. 
You, Mr. Bendix dealer—will be the first to offer them a fully 
automatic agitator-type washer for no more than they'd pay 
for an ordinary hard work washer! 
Think of that! A new market of millions of housewives! 
_ Hundreds right in your own neighborhood! 
And you, Mr. Bendix dealer, will be the man fo sell 
them what they want. 
A low-priced automatic washer. A Bendix! 


| - YEAR GUARANTEE | 
ON 

METEXALOY 

WONDERTUB 




















ONLY 


‘J 792° 


INCLUDING NORMAL INSTALLATION! 
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Supporting advertising that will 
bring in prospects by droves! 


Big space newspaper ads, hammering home the theme of 
“the washer that couldn’t happen!” 


Featuring “the first automatic washer every family can 
afford!” 


Telling the dramatic story of the Wondertub. What it is. 
How it works! 


And carefully integrated in each market with 
a hard-hitting radio spot announcement cam- 
paign that sharpens up the newspaper ads; tells 
more housewives about the Economat! 


Everything planned to impress upon Mrs. America the startling fact that 
here, at last, is the miracle washer she’s been waiting for—an automatic 
washer at the world’s lowest price! 


@ STRONG DIRECT MAIL! 

@ WINDOW STREAMERS! 

@ WINDOW DISPLAYS! 

@ STORE PENNANTS! 

@ FLOOR DISPLAYS! 

@ WALL BANNERS! 

@ BACKGROUND DISPLAYS! 

@ TABLOID NEWSPAPERS! 

@ SALES PRESENTATION CHART! 





And—the biggest sales-maker of all— 


THE PLEX-RAY DEMONSTRATOR! 


, are 





A washer with transparent panels. 


Your customers can actually see the Economat work. 
Watch the Wondertub in action! See for themselves 
what a startling new development in automatic wash- 
ing they’re witnessing! 


With this transparent demonstrator the Economat 
tells its own story! 





“aaa 
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WE THINK THE ECONOMAT WILL 
TURN THE APPLIANCE BUSINESS 
UPSIDE DOWN IN CALIFORNIA! 





































‘ ce x Fy j 
“ yt é 
A. H. MEYER 


President 
Leo J. Meyberg Company, Inc, 


LEO J. MEYBERG COMPANY, INC. 
San Francisco 1, California 


LEO J. MEYBERG COMPANY, INC. 
Los Angeles 7, California 














THE BIGGEST NEWS 
WE’VE HAD SINCE 
THE FIRST BENDIX! 



























ALAN STEINERT 


Presideni 
The Eastern Company 




















































THE EASTERN COMPANY 


Cambridge, Massachusetts 











WONDERFUL! 











MARION [MORROW 


UNIO! 


KNOX 








DELA. 


WARE! | ICKING 


FRANKLIN 


MADISON 





PICKAWAY 








FAYETTE 
ROSS 





¢ COLUMBUS 
FAIR. |PERRY 


FIEL 


ACKING 


SHOCTON 


MORGAN 


ATHENS 


VINTON 


GAIL L. THOMPSON 
Thompson & Hamilton, Inc. 


MUSKINGUM|GUERNSEY 


NOBLE 


THOMPSON & HAMILTON, INC. 
Columbus, Ohio 
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COMES JUST 
AT THE RIGHT 
TIME! 





SAMUEL ROSKIN 


President 
Roskin Distributors 


> em 
LITCHFIELD J ae® 
oo 









ROSKIN DISTRIBUTORS 
Hartford 5, Connecticut 








OPENS THE DOOR 
TO TREMENDOUS 
PROFITS FOR 
ALL OF US! 





MAURICE B. ISAACS 


President 
Mory Sales Corporation 





MORY SALES CORPORATION 
New Haven 11, Connecticut 





















THE BIGGEST, 
MOST COMPLETE 
HOME LAUNDRY LINE 
IN AMERICA! 








L. I. TAYLOR 
Taylor Distributing Company 























TAYLOR DISTRIBUTING COMPANY 
Billings, Montana 














EASY TO DEMONSTRATE 
—EASY TO SELL! 








BEN L. KULICK 


President 
Faysan Distributors, Inc. 





FAYSAN DISTRIBUTORS, INC. 
1669 Main Street, Buffalo 3, New York 
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FIRST AUTOMATIC WASHER THAT’S 
A “NATURAL” FOR APARTMENTS! 





IRVING SARNOFF 
Executive Vice President 
Bruno-New York, Inc. 





BRUNO-NEW YORK, INC. 
New York 1, New York 














MOST CONVINCING 
WASHER TO 
PERFECTLY TIMED “ ail DEMONSTRATE 

TO CATCH A ena _ WE EVER SAW! 
NEW MARKET! ‘he .* = 








2 PaPl, 


HENRY R. ROSEBRO = MAX LAITY 
President 
Roanoke Wholesalers, Inc. Tri-City Radio Supply, Inc. 





Manager 











ROANOKE WHOLESALERS, INC. TRI-CITY RADIO SUPPLY, INC. 
ROANOKE, VIRGINIA Rock Island, Illinois 
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COMPLETELY JUSTIFIES 
OUR FAITH IN 
BENDIX LEADERSHIP! 





J. B. POLLOCK 


President 
South Texas Appliance Corp. 





SOUTH TEXAS APPLIANCE CORP. 
San Antonio 4, Texas 















JUST GIVE US 
ECONOMATS— 
WE’LL MOVE 

‘EM FAST! 


A. S. DUNNING 


Vice President & General Manager 
Motor Power Equipment Company 








MOTOR POWER EQUIPMENT COMPANY 
Saint Paul, Minnesota 














NOW THE BENDIX 
LINE COVERS 
THE FIELD! 





STEPHEN SETH 


President 
Stephen Seth & Company, Inc. 





STEPHEN SETH & COMPANY, INC. 
876 Park Avenue, Baltimore 1, Maryland 

















A MORALE- 
BOOSTER FOR 
EVERY BENDIX 
DEALER! 


G. H. BOWERS 


President 
Bowers Wholesale Corp. 





BOWERS WHOLESALE CORP. 
1605-7-9 Granby Street, Norfolk 1, Virginia 
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- Dy 
E. S. CARTER NEAL E. SCHUMAN L. G. ALBERT 


President General Manager General Manager 
Harper-Meggee, Inc., Portland Harper-Meggee, Inc., Spokane 





BELIEVE US! WE'LL GET TRIPLE 
ACTION SALES WITH THAT 
TRIPLE ACTION WONDERTUB! 











HARPER-MEGGEE, INC. 
960 Republican Street, Seattle 9, Washington 


HARPER-MEGGEE, INC. 
Portland, Oregon 


HARPER-MEGGEE, INC. 
Spokane 8, Washington 

















OUR DEALERS 
CAN'T WAIT TO BENDIX AGAIN 


GET THEIR ie’ o . PROVES ITS 
HANDS ON THIS! om Vos LEADERSHIP AND 
FORESIGHT! 








C. A. SCHMIDT 


Sales Manager 
Broome Distributing Company 


DAVID SWAB 


President 
D & H Distributing Company 


BROOME DISTRIBUTING COMPANY D & H DISTRIBUTING COMPANY 
Syracuse 1, New York Wilkes-Barre, Pennsylvania 
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WHAT A WASHER! 
WHAT A MARKET! 








G. W. HENZEL 


President 
Henzel-Powers, Inc. 








HENZEL-POWERS, INC. 
Albany 1, New York 








BEST SELLING 
STORY WE'VE 
EVER HEARD! 







E. P. CAHILL 


Treasurer 


Western Mass. Distributors, Inc: 





WESTERN MASS. DISTRIBUTORS, INC. 
Springfield 8, Massachusetts 














SING 









1 KNOW IT'S HOT— ! 
1 TALKED TO ‘ 
THE WOMEN WHO rt, 
HOME TESTED IT! % 


C. J. LAUFERSWEILER 


President 
Northern Ohio Appliances, Inc. 










a 
& 


MAHONING 












































NORTHERN OHIO APPLIANCES, INC. 
Cleveland 15, Ohio 





WOW! THE TRUSTY 





AGITATOR IN 
A MIRACLE MACHINE! 
WE CAN SELL MIRACLES 














ANYTIME! 
L 





Secretary-Treasurer 


Walther Brothers Company 








WALTHER BROTHERS COMPANY 
New Orleans 13, Louisiana 





C. C. WALTHER 
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RAYMOND ROSEN 


President 
Raymond Rosen & Company 








NEVER SAW SO MUCH TRADE EXCITEMENT IN 
ALL MY YEARS IN THE APPLIANCE BUSINESS! 











RAYMOND ROSEN & COMPANY 
Philadelphia 4, Pennsylvania 








IT SEEMS IMPOSSIBLE! 
FROM ANYBODY 
BUT BENDIX WE 
WOULDN'T BELIEVE IT! 


B. E. DE GROOT 


President 
R. U. Lynch, Inc. 


ROV! 
DENCEL. 
a 


R. U. LYNCH, INC. 
Providence, Rhode Island 














THAT 5 YEAR 
GUARANTEE IS REALLY 
A SALES CLINCHER! 





MORRIS LEVEY 


President 
General Appliance Company 


GENERAL APPLIANCE COMPANY 
1001-03 Farnam Street, Omaha 8, Nebraska 
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i. BOON T0 


HOUSEWIVES, YES! 
BUT A BOOM FOR 
BENDIX DEALERS! 


YOU DID YOUR SHARE! 
NOW WATCH US GO! 












Riss 








a 4 
CHARLES S. MARTIN 


President 
C.S. Martin Distributing Co., Inc. 





C. A. BESTLE 
Sales Manager 
> Bendix Division 
IS a Radio Equipment Company 










































~ NOBLE JOE KALB 
4 KOSCI 
A USKO 
TLEY) ALLEN 
= ashe FeoragK FULTON - FT. WAYNE 
‘ 5 WA- 
i 5 CASS maw) BAS INTO ADA 
& 
. 4 wus) ff 
RADIO EQUIPMENT COMPANY C. S. MARTIN DISTRIBUTING CO., INC. 
South Bend 24, Indiana & Fort Wayne, Indiana Atlanta 3, Georgia 














THE ADVERTISING 
THEME IS AS TERRIFIC 
AS THE WASHER! 


OUR DEALERS ARE REALLY 
PLEASED THAT IT ONLY 
TAKES ONE MAN TO DELIVER 
AND INSTALL THE ECONOMAT! 














: 


CALVIN D. MITCHELL 





K. G. GILLESPIE 














President 
General Manager Southern Appliances, Inc. 
Jenkins Wholesale Division toatl — —-=2 — 
ek oes % nol apg « Ga. == 
e a) et ati ~ all — 
ealed oe Eo COPY, 
exon * CHARLOTTE ee Toot 
c cua Sea 5 4 ae <2 made ons 
- mts ‘tte orn ro aa beets 
o> se a 
. ~ a) round * 
NS “= 
| G oe 
WG 
JENKINS WHOLESALE DIVISION SOUTHERN APPLIANCES, INC. 
Kansas City 8, Missouri Charlotte 2, North Carolina 
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WHEN BENDIX CAN ane 
THAT WONDERTUB FOR S YEARS=— 
BROTHER, WHAT ELSE 

IS THERE TO SAY! S 
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BARNEY KRICH 


Vice President in charge of Bendix Division 
Krich-Radisco, Inc. 





KRICH-RADISCO, INC. 
Newark 8, New Jersey 


















HOW CAN IT Miss 

WITH THESE FEATURES 
AND A PRICE EVEN | CAN 
HARDLY BELIEVE! 





THAT WONDERTUB 
ISN'T JUST 
WONDERFUL— 
IT’S AMAZING! 

















S. V. ABRAMSON 


Vice President & General Manager 
State Distributing Company 


ALFRED P. DODGE 


Vice President in charge of Sales 
A. R. Tiller Corporation 














aE: 
oe 


a) 






































sale 
. Bs. J 

A. R. TILLER CORPORATION STATE DISTRIBUTING COMPANY 
959 Myers Street, Richmond 20, Virginia Milwaukee 4, Wisconsin 
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(ratx ABOUT 
FEATURES! BENDIX 
DEALERS WILL 
REALLY BE 

LOADED FOR BEAR! 











OTIS L. LARSON 


President 
Larson Distribu€ag Company 
~ 


Vv 



































LARSON DISTRIBUTING COMPANY 
Denver 3, Colorado 











WHAT A TERRIFIC 
BUSINESS-GETTER 
THIS WILL BE! 








L. MILTON LARSON 


President & Treasurer 
The Larson Company 


als 























THE LARSON COMPANY * 
Fargo, North Dakota 











(waar AN IDEA! 


AUTOMATIC 
WASHING FOR 
THE MILLIONS! 
en 








ARLIE SIEBERT 


Secretary & Treasurer 
Siebert & Willis, Inc. 


a P] | 



































SIEBERT & WILLIS, INC. 
149 North Rock Island, Wichita, Kansas 

















MILLIONS OF WOMEN 
WILL WANT IT... AND 
CAN AFFORD IT! 





HERMAN HOLLANDER 


tout Taos President 
i Hollander & Company, Inc. 








mcr law 



































mruty 


HOLLANDER & COMPANY, INC. 
3900 West Pine Boulevard, St. Louis 8, Missouri 














ELECTRICAL MERCHANDISING—JUNE, 1949 


PAGE 


29 

















BENDIX WAS HOT— 
NOW IT'S SIZZLING! 











>. 
CULT) 
at oe ROBERT E. SWEENEY 
Fon Vice President & General Manager 
Buhl Sons Company 
cr ARE RA 
Gaeta [wIOLAND 
TUSCOUA | SAMILAE 
Tigi | SAGINAW 
wESEE itl 
SAINT 
Qa 
ORAL AND 














WACKSON WASHTENAW | WAYNE 
DETROIT® 











PHL, SDALET LEMAwEE WONROE 








<8 
a futon | LUCAS@TOLE 


1 OD BUHL SONS COMPANY 





om hom Detroit 31, Michigan 
ae ar and Toledo, Ohio 








ian WER ‘wranpoll Cha 
min . 


HAROIN 










BENDIX DOES IT 
AGAIN... AND AGAIN 
... AND AGAIN! 











F 
HARRY P. BRIGHTMAN 


General Manager 
Mid-Atlantic Appliances 


MID-ATLANTIC APPLIANCES 
Washington 2, D. C. 
























COULDN'T 
BELIEVE IT ‘TIL 
WE SAW IT! 










ROBERT H. RYDER 


Manager 
Bendix Appliance Department 
Bohman-Warne, Inc. 


BENDIX APPLIANCE DEPARTMENT 
BOHMAN-WARNE, INC. 
Hagerstown, Maryland 




















































; sn La ome d eto ,; 4 


WE'LL GO TO TOWN 
IN FLORIDA WITH 
THE ECONOMAT! 











” FRED BULTMAN 
Cain & Bultman, Inc. 











CAIN & BULTMAN, INC. 
335 East Bay Street, Jacksonville 1, Florida 
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TO SELL UP-OR SELL 
DOWN—-NOW BENDIX 
is THE CINE! 








CONGRATULATIONS, 
BENDIX! YOU CAN 
COUNT ON US 100%! 








JACOB ROSKIN 


President 
Roskin Brothers, Inc. i 





R. R. CRUM 


General Manager 
Crum Distributing Company 





LOGAN | DF WITT 


= 
5 
17 


MACON 
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= rh § i * MIDDLETOWN 

€ 3B] Couts 

¢ ‘yg E> 

% CLARK _& 

A CUM ND a 
y el 
CRUM DISTRIBUTING COMPANY | ROSKIN BROTHERS, INC. 


Decatur 16, Illinois Middletown, New York 


A TRULY GREAT | 
ADVANCE IN WASHER 
DEVELOPMENT! 


NORMAN B. WILLIAMS 


President 
Williams, Incorporated 























PROVES BENDIX 
KNOW-HOW 
CAN’T BE BEAT! 





BEN COLLINS 


Vice President 
Straus-Frank Company 





| eee 


DAVIESS STEPHEN: 0 
SOM WINN 180 
s 





























STRAUS-FRANK COMPANY WILLIAMS, INCORPORATED 
Houston 1, Texas Peoria, Illinois 
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The only complete line of automatic washers! A model for every home! A price for 
every purse! e The famous Bendix automatic Dryer in either gas or electric models. © 
The Bendix automatic lroner, with its amazing new developments. e That’s why 
the Bendix franchise is the most valuable Home Laundry franchise in the world! 





The Economat—world’s Largest sellers in the 






































TO SELL UP 
BENDIX 


For more information, check your Bendix distributor 


BENDIX HOME APPLIANCES, INC. 
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newest, simplest washer at the 
world’s lowest price. Washes, 
rinses, squeeze-drys with the 
twist of a dial. This great new 
addition to the Bendix line. is 
a natural to crack a huge new 
market of millions who have 
wanted automatic washing at 
a rock-bottom price! 


The Bendix automatic 
Dryer (gas.or electric mod- 
els)—second step for the 
home laundry owner. Ban- 
ishes weather worries, fluff- 
drys clothes sweet and fresh 
in a jiffy. The Dryer opens 
up a brand new market for 
you—because women are 
just now discovering what a 
terrific work and time saver 
it is! 


business! Pioneered and 
perfected by Bendix, the 
Tumble-Action line is to- 
day more beautiful, more 
efficient, more popular 
than ever. No other auto- 
matic washers have done 
such mountains of wash, 
for so many millions of 
women, and saved so 
much soap and hot water. 


This Bendix automatic 
Ironer features the easi- 
er-to-use under-the-roll 
shoe! Bendix makes three 
models of this 
handy much- 
wanted appli- 
ance—enables Bendix 
dealers to compete in 
every price bracket. 


OR SELL DOWN 


iS THE LINE 


SOUTH BEND 24, INDIANA 
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Electrical refrigerators are owned by 68.3% of Country Gentleman families 
(more than the percentage for al/ U.S. families) . . . 


and no other kind of magazine reaches them effectively 























In a recent national farm survey, Crossley, Inc., found that: 


Nearly two-thirds of Country Gentleman’s women readers 
read none of the four leading monthly women’s magazines 
—and over three-fourths of them read none of the three 


leading weekly magazines. ... 


More than four-fifths of Country Gentleman’s men readers 


read none of the three leading weekly magazines. 


2,300,000 circulation concentrated among the 
“top-half” farm families who receive 90% of 
the nation’s entire farm income 








In over half of all U. S. coun- 
ties, Country Gentleman cir- 
culation exceeds that of the 
biggest general weekly and 
biggest monthly maga- 
zine. 
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READ COUNTRY GENTLEMAN 
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- America Wants Value... America Buys 


CHEVROLET ADVANCE-DESIGN TRUCKS 


America’s truck operators know that these 
all-star cargo carriers deliver the goods all 
along the line—in power, stability, stamina, 
handling ease, comfort and convenience. 
They know—and they buy and operate 
more Chevrolet trucks than any other 
make. And in owning the nation’s Number 
1 truck, they enjoy lower cost of operation, 
lower cost of upkeep and the lowest list 


prices in the entire truck field! 


CHEVROLET MOTOR DIVISION, General Motors 
Corporation, DETROIT 2, MICHIGAN 


Chevrolet’s the Only Truck 


New CHEVROLET 4-SPEED 
SYNCHRO-MESH TRUCK 
TRANSMISSION 
A special feature in Series 3800 and 
heavier duty models that assures new oper- 

ating ease and efficiency. 


THE CAB THAT “BREATHES” 
Here are the trucks with the famous cab 
that “breathes”! Outside air is drawn in 
and used air is forced out! Heated in cold 
weather. * 


FLEXI-MOUNTED CAB 
Chevrolet's Advance-Design Cab is mounted 
on rubber, cushioned against road shocks, 
torsion and vibration. 


IMPROVED 
VALVE-IN-HEAD ENGINE 
The world’s most economical engine for its 
size now has greater durability and oper- 
ating efficiency. 


cafiar 


With All These Features 


‘SPLINED REAR AXLE 
HUB CONNECTION 


Greater strength and durability in heavy- 
duty models with this exclusive Advance- 
Design feature. 


PLUS Uniweld, all-steel cab construction * 
New, heavier springs ¢ Full-floating hypoid 
rear axles on the 3600 Series and heavier 
duty models « All-round visibility with rear 
corner windows* e Specially designed 
brakes « Hydrovac power brakes on 
Series 5000 and 6000 models « Ball- 
bearing steering « Double-line pre-selective 


power shift in 2-speed axle at extra cot § 


on Series 5000 and 6000 models « Wide- 
base wheels ¢ Standard cab-to-axle-length 
dimensions ¢ Multiple color options. 


*Heating and ventilating system and rear corner wit 
dows with de luxe equipment optional at extra cot. 


CHOOSE CHEVROLET TRUCKS FOR TRANSPORTATION UNLIMITED! 
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RECORDS ON TAPE (#t RECORDS ON DISCS 
<A j ; 
RECORDS FROM ONE TO THE OTHER. 2 



























@ The new Tape-Disc RECORDIO offers 
recording facilities never before available for 
educational or business uses—and for 

the home, too. Using either microphone 

or radio, this versatile instrument 

makes full-hour recordings on tape—and 
then re-records from tape to disc. 

And it is just as simple to record from disc 
to tape. Yet, with these and other exclusive 
features, the new Tape-Disc 

RECORDIO is priced surprisingly low! 


note these... 


AMAZING FEATURES 


Records from microphone or radio on tape. 
Records from microphone or radio on discs. 
Records from discs to tape. 

Records from tape to discs. 

One hour recording time per reel. 


Can be used as public address system. 





» ee es 
te 


Gtab ll 


WEIGHS ONLY 27 POUNDS! — 
The new Tape-Disc RECORDIO can be carried 
anywhere. Weighs only 27 pounds. Comes com- 
plete with attractive two-tone brown leatherette 
carrying case. 


Case dimensions: 1814"’ x 1614" x 9%"’. 


TAPE-DISC 








FOR 
KEEP YOUR EYES OPEN 
tV by seg's newest WILCOX-GAY CORPORATION, CHARLOTTE, MICHIGAN 
“Tr crn eric 
y's on a wey teas In Canada: Canadian Marconi Company 
tele 
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You can 


‘DO IT 
“"“LEWYT 


© YOU CAN ao what a dealer in Lapeer, Mich. did—sell 
over 300 Lewyt Cleaners in one year—as many as 50 in one month! 


















e YOU CAN do what a dealer in Manitowac, Wisconsin 


did—sell over 340 Lewyts in a town of 15,000 population... and 
do it in 12 months! 


2 YOU CAN pack a new sales-wallop into your sales talk 
with truly sensational features—such as NO DUST BAG TO EMPTY... 
IT’S QUIET—NO ROAR... TRIPLE FILTER DUST CONTROL... THE NO. 80 
CARPET NOZZLE... CYCLONIC SUCTION .. . COMPACT STORAGE! 


bd YOU CAN set store-traffic records with the most success- 
ful local Promotions ever put behind any vacuum cleaner! 


° YOU CAN cash-in on the Industry’s most prospect- 
producing national advertising campaign. Thousands of leads 
already sent to Lewyt dealers—4 out of 5 leads resulting in sales ! 
© YOU CAN take advantage of revolutionary sales tech- 
niques, sensationally new merchandising ideas—a practical 
program that is moving Lewyts faster ToDAy, than ever before! 
e You CAN make more money selling the millions of 


women who want nothing else but the world’s most modern 
vacuum cleaner. 


© YOU CAN «ao iv” with Lewyt—and only Lewyt! 


ow 


VACUUM CLEANER 
Of course IT’S ELECTRIC 


LEWYT CORPORATION, Vacuum Cleaner Division, 76 Broadway, Brooklyn 1, N. ¥. 


Rhymes 
with 
“po iT’ 
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‘i green fields of the cash-buying market have 
been pretty well grazed over ... cropped to the roots. Com- 
petition now gets keener and tougher. 


We urge your active support 
in yourown community for the 
Action Program adopted by the But there’s a lush field all around you that has scarcely 
been touched. There are scores, hundreds maybe thousands 
of families who would like to buy-appliances from you, but 
who cannot pay cash. 


President’s Highway 
Safety Conference 


LET'S ORGANIZE 


TO SAVE LIVES! Why not make this business your 1949 target? 
Your local Commercial Credit representative can help you 
with valuable information on selling and handling the 


time-payment buyers. Give him a chance. Call him in, now. 


COMMERCIAL CREDIT CORPORATION 


A Subsidiary of 
Commercial Credit Company, Baltimore +» Capital and Surplus $95,000,000 


MORE THAN 300 OFFICES IN PRINCIPAL CITIES OF THE UNITED STATES AND CANADA 
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HERE'S YOUR LUCKY BY 


@ Lucky are the dealers who have this seven-fold ABC line to sell. 
Lucky, too, are the housewives who choose ABC to do their washing... 














quickly, effortlessly, economically. 


ABC franchised dealers, with this complete selection of home laundry 
equipment, can help any woman meet the particular needs of her own 
household. Large or small families, renters or home-owners, apartment 
dwellers or farm folks...each has its own particular home laundry 
problem. And, for every such problem there’s an answer... by ABC. 


Look over the line carefully. Note the new low priced, high quality 


with newly designed, one-piece, ultra-modern wringer... today’s best 
buy. Check the sales-flexibility of this “Lucky 7." We think you'll want 
to deal yourself in. If you think so, write to us for complete details on 





A Model 219...and the new deluxe, full-featured cabinet Model 409, 


the valuable ABC franchise. Your area may be available. 






ALTORFER BROS. COMPANY ¢ PEORIA, ILLINOIS 


See the ABC Line at the CHICAGO SUMMER MARKET 


FURNITURE MART . ROOM 541 
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ABC MODEL 409-P—Large capaci- 
ty, easy-to-clean, porcelain tub. Full- 
skirted, streamlined design. New one-piece 
ultra-modern wringer, with 4-coil spring 
equalized pressure, six-way safety re- 
lease. Timer control gives correct timing 
for all fabrics and degrees of dirt. 








washers, 


ABL Malic. WASHER 


Exclusive “Centric Agitation” and the Scum-Free 
“Waterfall” Rinse. Just put the clothes IN and take 
them out CLEAN! Makes whites whiter, colors 
brighter. Eliminates all hand rinsing. Requires no 
more water—hot or cold—than conventional 








ABC MODEL 251-S (Model 251-SP 
with Pump)—27-gallon tub, finished in 
durable porcelain inside and out. Safety 
wringer releases at finger-tip touch. 
Heavy-duty, non-tangling agitator. 
Heavy, pressed steel legs, equipped with 
large, easy rolling casters. 
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ABC MODEL 229 (Model 229-P 
with Pump)}—A big value at a low price. 
large capacity, procelain tub. Extra- 
large, non-tangling agitator. Adjustcble 
wringer, equipped with broad, base 
drain, locks in any desired position. Heavy- 
duty machine-cut gears. 








ABC MODEL 219 (Model 219-P with 
Pump)—A new ABC model with ample 
capacity tub. Exclusive, French-type agi- 
tator. Sturdy, heavy-duty wringer. One- 
piece steel, electrically-welded chassis. 
Precision built to give years of depend- 
able service. 





i ABL Te 
Continuous rotary ironing action; stationary pressing 
action; and exclusive to-and-fro finishing action. 


Roll stops on the dot. Knee and hand controls. Both 
ends and full length of roll open and usable. 


















tuxe \RONER 


ASC sPINNER—MODEL 177 
Washes, rinses, bives, and spins the clothes damp- 
dry—the complete washing action without needing 
additional equipment. Massive one-piece frame 
assures less wear, longer life. Automatic time control. 
Famous ABC positve-action agitator. 
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DUO-THERM ANNOUNCES REVOLUTIONARY NEW 


GAS HOME HEATERS 










Think OF IT! Duo-Therm engi- 
neering, fine furniture styling 
and matchless performance— 
in GAS! 


What does this mean to you? 
It means a Gas Home Heater 
that’s backed by consumer 
acceptance of the Duo-Therm 
name. It means a heater that’s 
easy to sell and easy to service. 
It means acompletely new profit 
opportunity for you in heating 
appliances! 


What makes this heater 
a profitable addition to 
any heating appliance line? 


This heater enlarges your mar- 
ket by enabling you to offer the 
completely new All-in-OneCon- 
trol. This amazing basic control 


YES that help You seff 
exclu. 
THE NEW 


DUO-THERM GAS HOME HEATERS! 


ALL-IN-ONE GAS CONTROL 


he 


can be easily and inexpensively 
converted to a fully automatic 
unit that delivers the kind of 
heating comfort ordinarily pos- 
sible only with expensive fur- 
nace type installations! 


In addition, this heater offers 
the famous fuel-saving Power- 
Air Blower made only by Duo- 
Therm. And it’s the first gas 
heater with the traditional 
beauty of fine period furniture 
styling! All models are AGA 
approved and suitable for use 
with any type gas. See them at— 


The Furniture Show—Space 517 


If you are not already a Duo- 
Therm dealer, contact your dis- 
tributor or write, wire or phone: 
Duo-Therm, Div. of Motor 
Wheel Corp., Lansing 3, Mich. 





The Hepplewhite—in magnificent mahogany 
finish and period furniture styling. Heats 
up to 5 rooms. 65,000 BTU input. Specify 
Model 1454. 





The Chippendale—in either gleaming walnut 
(Model 1455 illustrated) or trim, modern 
blond finish (Model 1453). Heats up to 5 
rooms. 65,000 BTU input. 


POWER-AIR BLOWER 





a new low. 





A package control for ai// types of gas. 
D> Reduces installation and service time to 


Manual control is complete with built- 
in gas pressure regulator, pilot filter, 
pilot adjustment screw and graduated 
heat control dial. A positive pilot shut- 
off with safety catch and button release 





NOW! A Duo-Therm Gas Home Heater 
with exclusive Power-Air Blower! The 
blower that saves up to 25% on fuel bills 
and insures constant, all-over, floor-to- 
ceiling comfort! The blower that fre- 
quently pays for itself in fuel savings alone 
in a single heating season! (What a sales 
point!) 

















prevents small children from turning pilot off or on. 
Available with or without fully automatic safety shut-off. 


Easily converted to automatic control at any time. 
Super-sensitive thermostat with exclusive Comfort 
Selector gives straight-line temperature control. 





AND as if that weren’t enough, wait till 
you see Duo-Therm’s High-Efficiency Equaflame Burner, 
exclusive new Flexible Draft Diverter, Extra- Large 
Heat Chamber with Double Economizer and many 
other superior features. 


Duo-Therm is a registered trademark of Motor Wheel Corp., Copyright 1949 
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Scene from Admiral training film “‘A Range of Appeal.’’ Ask for a showing before your sales people. 


Make the most of the huge new Admiral advertising cam- 
paign . . . in national magazines . . . network television . . . 
hundreds of newspapers. 

Make sure your store is listed in all-local newspaper 
tie-in ads. 

Let everybody know that— 


j 


| 


SALESMAN’S DREAM! 


EXCLUSIVE WITH ADMIRAL! 
It’s the amazing new automatic range barbecue—a 5 E L E C T R i C R a N ts E 4 


honey to demonstrate! Quick-searing, self-turning, 
self-basting. Fits right in the oven. Glorifies meat. 


Seals in natural juices. ADMIRAL CORP., Chicago 47, Ill., makers of Admiral Refrigerators, 
Ranges, Radios, Phonographs, and Admiral “Magic Mirror” Television 


make the best way to cook even better! 


L TELEVISION! "Stop the Music!” Thurs., 8-9 PM, EDT, ABC network! Also see and hear Admiral Television Show, Fri., 8-9 PM, EDT, NBC stations! 
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PORCELAIN IS BACK... 
IGIDAIRE HAS IT! 


Yes, Frigidaire is first again! Frigidaire was first to pioneer 
porcelain-finished refrigerators in 1924, and, before the war 
built hundreds of thousands of them. Now, porcelain is again 
back on refrigerators —and only Frigidaire has it. White as 
snow, smooth as glass, bonded on steel—it’s the finest 
cabinet finish known ! 

Frigidaire Lifetime Porcelain is made by Frigidaire in its 
own porcelain-finishing plant, the largest of its kind in the 
world. That’s assurance for Frigidaire customers that the 
wonderfully bright, glistening finish will bring lifetime 
beauty to their kitchens. And it’s assurance to Frigidaire 
dealers of the kind of quality built into Frigidaire products. 

No wonder more Frigidaires serve in more American 
homes than any other refrigerator —no wonder the Frigid- 
aire franchise is so valuable. 




















































Frigidaire Lifetime Porcelain can take it 


Cigarettes can’t scorch it 

Flames can’t burn it 

Fruit acids won’t hurt it 

Kicking, scuffing won't mar it 
lodine won't stain it 

Paint can be scraped off 

Scouring powders won't scratch it 
Cleans as easily as a china dish 
Stays snowy-white for life 





—and ONLY FRIGIDAIRE offers this great 
Lifetime Porcelain Family! 
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Depend on FRIGIDAIRE to do things Right! 
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NEW AND SENSATIONAL ! 








Colored Numerals 


MOLDED IN RELIEF, Yet it’s absolutely smooth ! 


Sessions “Third Dimension” wall clock 





nidida(| ——— 


Fluted 
Gold Band 


Etched Gold 


Molded 
Color Band 


Recessed Metal 
Dial and Hands 


Molded 
Color Case 








COLORFUL! 


Available in a range of 
bright, contrasting colors 
of case, band and 
numerals — combina- 
tions to please any 
customer] 








Here’s a housewife’s dream if there ever was one — 
a beautiful kitchen clock with “inside” etched nu- 
merals and decorations, but with a surface smooth 
as glass. 
Phere’s simply not a crevice to catch dust, yet 
every part has “third dimension” workmanship and 
beauty. And there are many bright color combina- 
tions to harmonize with kitchen color schemes. 
Sessions Clocks are advertised in The Saturday 
Evening Post, Life, Good Housekeeping, Cosmo- 
politan, House Beautiful and other national con- 
sumer magazines — a total of about 19 million 


Protected under the Fair Trade Act 
* SUBJECT TO FEDERAL EXCISE TAX 
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No. 476W 
Retails $5.95* 


advertising messages helping you to sell Sessions. 
Better hop on the bandwagon with this new 
Sessions beauty! 


weOT EVEN A Punae'” 


ei 
ae LD) Good Housekeeping 
SS Nora et 


S essions (locks 


SELF-STARTING « ELECTRIC 
THE SESSIONS CLOCK COMPANY, FORESTVILLE, CONNECTICUT 


In Chicago: The Merchandise Mart Plaza; In San Francisco: Western Mer- 
chandise Mart; In Canada: Northern Electric Company, Montreal, P.Q. 
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Built by fractional 


horsepower motor 


PACKAR D Specialists 
4 u a Li G # T Packard specializes exclusively in the 


manufacture of fractional horsepower 

motors. Our entire enlarged plant facil- 
MO T 0 od S ities . . . all of our engineering and 

manufacturing experience . . . are con- 
centrated in this single field. Manu- 
facturers of motor-driven appliances 
and equipment have long profited from 
this singleness of purpose. Packard 
Fractional Horsepower Motors are of 
outstandingly uniform quality . . . can 
be delivered in greater quantities in 
less time. For fast action on your 
fractional horsepower motor problem, 
specify Packard motors—engineered 
and built for lasting satisfaction. 


Packard Electric Division, General Motors Corporction 
Warren, Ohio 












GM 
PACKARD MOTORS for Eaan 
Compressors * Power-driven Bench 
Tools * lroners * Milking Machines ¢ 
Stokers ¢ Milk Separators © Washing 
Machines ¢ Furnace Blower * Water 
Pumps ¢ Oil Burners ¢* Ventilators 


and many other applications 











ORS FOR THIRTY-TWO YEARS 














GENERAL 
MOTORS 
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From a 73.0% lead in 1941 to a 199.6% 
lead in 1948 over the next Chicago 
newspaper... 











65 NAIR I SS A BES “0 
From a $604,421 lead in 1941 to a lead 
of $3,545,623 in 1948 over the next 
Chicago newspaper... 



















From $1,432,416 in advertising in 1941 Mal 
to a $5,321,567 volume in 1948... ut Ni 








From 41.1% of the total Chicago a 
newspaper promotion expenditure 
in 1941 to 53.1% in 1948... 














ars: 


Presented above are facts which reflect the conviction of manufacturers, 





distributors and retailers that the Tribune is the Chicago newspaper 

which reaches most effectively the people who buy the bulk of the radio 
and television sets, electrical appliances, housing equipment, 

home furnishings, building materials and musical instruments sold here. 


Here is evidence that the Tribune’s 
full-market circulation powers your 
promotion to take maximum advan- 
tage of the broader distribution of 
spendable income thruout Chicago 
and suburbs. Every day of the week, 
the Tribune reaches hundreds of 
thousands more families than other 
Chicago newspapers. 

In addition, the Tribune gives you 
regional coverage that builds con- 


sumer favor and dealer support thru- 
out the 242-county greater Chicago 
market. In this market, there are 
756 cities and towns of 1,000 or 
more population. On weekdays, the 
Tribune is read by better than one 
out of every three families in these 
756 communities. On Sundays, close 
to three out of five read the Tribune. 

Thruout the multi-billion dollar 
greater Chicago territory, the hard 


CHICAGO TRIBUNE 


lines which move fastest are those 
backed by adequate schedules in the 
Tribune. ° 

To make your Chicago promotion 
deliver more of what you want this 
year and to build solidly for the 
future, see that your Chicago Trib- 
une schedule is an adequate one. 
Rates per line per 100,000 circula- 
tion are among America’s lowest. 


March average net paid total circulation: 












h Daily, Over 960,000 — Sunday, Over 1,650,000 
WORLD'S GREATEST NEWSPAPER 


Chicago Tribune representatives: A. W. Dreier, 810 Tribune Tower, Chicago 11; E. P. Struhsacker, 220 East 42nd St., New York City 17; 
W. E. Bates, Penobscot Bidg., Detroit 26; Fitzpatrick & Chamberlin, 155 Montgomery St., San Francisco 4; also, 448 S. Hill St., Los Angeles 13. 
MEMBER: AMERICAN NEWSPAPER ADVERTISING NETWORK, INC., FIRST 3 MARKETS GROUP, AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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A MESSAGE TO AMERICAN INDUSTRY © 75th OF A SERIES 


“Give us the tools...” 


The 81st Congress Can 
Halt the Administration’s 


SOCIALIST PROGRAM 


I, his speech at Massachusetts Institute of Tech- 
nology, Winston Churchill said that America’s 
possession of the atomic bomb is all that has 
kept Soviet Russia from overrunning Europe and 
bombing London. 


Our State Department knows that there has 
been another deterrent to aggressive warfare by 
Russia and a deciding one. That deterrent is the 
superior industrial strength of the United States. 
But once Russia approaches our industrial 
strength, then watch out! For Stalin or no Stalin, 
there will be trouble. Therefore, the simple table 
below is worth every American’s careful reading. 
It shows in percentages what Russia did with 
her national income in 1948 and what we did 
with ours: 








USSR USA 
Cora WES occ cvcccdcevecens 60% 79% 
New capital equipment and 

public works .............. 21% 12% 
Foreign aid .....ccscccccecces 2% 
BD a vecdedvecesissnvcne 13% 5% 
Building of inventories and 

war stock-piling ............ 6% 2% 


These figures for Russia come from The (London) 
Economist, Britain's influential economic journal. 





These figures are estimates based on informa- 
tion from behind the Iron Curtain, and so can- 
not be checked directly. But they fit with what 
is known of Russian development. 


The table shows that Russia is straining every 
resource to build up its industrial strength. When 
Russia’s effort is measured in dollars, and com- 
pared to ours, the figures show: 


Where we spent $20 to $21 billion for new 
industrial plants and equipment last year, the 
Russians spent $12 to $14 billion. 


But while we used about $9 billion of this to 
replace old equipment, the Russians spent no 
more than $2 billion for replacing old equip- 
ment. The Russians had much less worn-out and 
obsolete equipment to replace. They could con- 
centrate their efforts on expanding their indus- 
tries and buying new equipment. 


So—we used only $11 to $12 billion to 
expand our industries. 


And the Russians used almost as much to 
expand theirs—$10 to $12 billion. 


Russia is gaining industrial strength as fast as 
we are—and may soon be gaining faster. The 
more she gains and the faster she gains on us, 
the greater is the danger of war. 
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American industry is pushing modernization 
and expansion hard. It is doing an heroic job. 
McGraw-Hill’s recent survey* shows that industry 
already has in hand plans to build plants and 
buy equipment in the next five years adding up 
to $55 billion. Industry plans that investment — 
and much more —if it can get the money. 


On those plans of industry depend our national 
security. 


If these plans of ours are cut back, the 
Russians will be years closer to their goal of 
industrial equality —the strength that they need 
to wage aggressive war successfully. 


But more and more our industry’s plans are be- 
ing menaced by socialist policies in Washington. 
The President continues to urge a further increase 
in the tax on corporate profits, even though 
federal taxes alone now take 38 cents of every 
dollar of profit. He wants $3 billion more in 
taxes on corporate profits now, plus added per- 
sonal taxes. 


Last year corporations spent almost two-thirds 
of their profits—about $13 billion—for new plant 
and equipment. This year corporation profits will 
be lower than last year’s $21 billion, perhaps by 
20 per cent. Subtract a fifth or more from last 
year’s profits. Then adopt the President’s pro- 
posal and take $3 billion more in corporate 
taxes and you raise havoc with planned ex- 
penditures for new plant and equipment. 


Approval by Congress of the President’s tax pro- 
gram would cut industry’s program of plant and 
equipment development by a third or more. That 
means a major blow to our prosperity as well as 
our national security. For as capital investment 
goes, so goes general prosperity. 


Further serious damage would be done by 
Congressional approval of the President’s indus- 
try-control bill. The so-called Stability Act of 





*A complete report on our national survey may be 
obtained by writing McGraw-Hill Publishing Co., 330 
West 42nd St., New York 18, N.Y. This is one of 
a special series of editorials on industry’s needs for 
new plants and equipment. 











1949 (the Spence Bill) would severely check 
industrial progress. That bill would put the fed- 
eral government in the business of providing the 
added industrial capacity which the tax program 
would prevent private industry from doing for 
itself. It would be hard to conceive a better and 
surer way to dry up private investment in new 
plant and equipment. For every dollar of govern- 
ment investment will scare away many times 
more dollars of private investment. People will 
not want to risk their money in businesses com- 
peting with the U.S. Treasury. At the same time 
it will attack private investment in another way. 
It means that government would spend your in- 
come for you instead of allowing you to spend 
or invest for yourself. That is the high and quick 
road to socialism. 


American industry needs right now great 
courage and incentives if it is to carry out its 
tremendous building program. It needs also a 
release from the program of a socialist admini- 
stration in Washington with its systematic dis- 
couragement of enterprise and risk taking. 


Above all, industry needs assurance by the 
actions of the 81st Congress itself that there is 
a future in this country for a system of dynamic 
capitalism, functioning in a free society. By acting 
now to strengthen the American people’s faith in 
their industrial system, by providing needed in- 
centives for management and investors, by pro- 
tecting industry’s capacity to buy new equipment, 
the 81st Congress can sustain American indus- 
trial. progress and keep us united and strong. 


But if we kill freedom of industrial planning and 
action by unneeded taxes and government con- 
trols we put ourselves—and our friends all over 
the world —in dire peril. 


Nothing would please the Communists more. 





President, McGraw-Hill Publishing Company, Inc. 
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Ana WHIRLPOOL is the automatic washer for me. 
It has exactly what I want — thrifty, sensible “Suds-Miser’’ to keep 
water heating and soap bills down — simple, non-bolt-down installation 
— gentle, thorough agitator action — convenient waist-high, top-loading. 
Then too, I want flexibility so I can wash everything just as I wish 
—and the convenience of work-free, worry-free washdays! 


Yes, if you want to sell me, you'd better sell WHIRLPOOL! 











take a tip from the one who buys. 


WRITE OR WIRE FOR NAME OF YOUR DISTRIBUTOR... 
GET COMPLETE STORY ON WHIRLPOOL—-THE AUTOMATIC 
WASHER THAT SELLS IN A BUYERS’ MARKET BECAUSE 





IT’S BUILT AS HOUSEWIVES ORDERED IT. 


WHIRLPOL 


For Over 50 Years Manufacturers of the World’s Finest Home Laundry Equipment 
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Little Thing 
: Sentedl 
: ~ Appliances! 








You know what a good name means on an appli- 
ance. If it carries a well-known brand label, part 
of your selling job is done. 

There’s another label, too, that can help you 
sell and help keep your customers sold on the 
electrical appliances and lamps you handle. I?’s 
the Flag Label.” On a lamp or appliance cord, 
or on a cord set, it indicates to your customers 






tance to pull; crushing and impact; abrasion, 
wear; and for general all-around fitness and 
quality. 

Through a national educational campaign in 
magazines and newspapers, direct mail, and 
through the cooperation of local school, fire 
department, and electric power company 
groups, your customers are being asked to look 


TIC that they’re buying a high quality product. They for the “Flag. Label.” 

are told that it has been tested and approved by Safety is a good selling point. It means repeat 
USE Underwriters’ Laboratories, Inc.—has passed business, steady sales and profits. 
I gruelling tests of electrical properties; for resis- SAFE ELECTRICAL CORD COMMITTEE - 155 E. 44th St., New York 17, N.Y. 








MARK YOUR ORDERS “ELECTRICAL CORDS MUST BEAR UNDERWRITERS’ FLAG LABEL” 





: 
; 
iS 





ver 


ING ELECTRICAL MERCHANDISING—JUNE, 1949 PAGE 49 . 




















It’s the greatest volume and profit builder ever offered in cents a day. That’s a “‘pay-for-itself”’ story that’s easy to 
the freezer field. A real ‘‘Family-Size” 10.3 Cu. Ft. Model tell—easy to prove—easy to sell. 

—deluxe featured from the finger-lift lid to the hermeti- From every angle Coolerator’s new 10.3 Cu. Ft. ‘‘Family- 
cally sealed unit—complete with 5-year Warranty—and Size” Freezer costs less—saves more—gives you more to 
Food Protection Policy. And it’s priced so you can sell it sell in a value conscious market. Feature, display and 
for under $40.00 down on terms that figure less than 50 demonstrate it for your biggest year in freezer sales. 


Long a leader in its size and price class, the big ‘““Family-Size’’ 
Coolerator now offers even greater opportunities as a natural step- 


ais AMERICA’S MOST POPULAR 15 CU. FT. Family-Sizesrerzi' 


up for more extra profit sales. 


ee ——— 
7 ioe coo | | | 
Deluxe Equipment—separate 60 lb. ‘““Quick-Freeze’’ compartment Ses ; ; = 
—money-saving, step-saving capacity—unequalled dependability Pals . zs r\ a 
and operating economy—are only a few of the many self-apparent : ‘ 
advantages which will continue to make the 15 cu. ft. Coolerator the “3 eS. @ age 7 \. 
choice of discriminating housewives. Display it with the new low- a or . 
priced 10.3 cu. ft. Coolerator for a constantly increasing share of aa 
the rich new freezer market. 


é 


Ig 


nO PROMOTE FOR FULL PROFITS! 


Big, color ads in national magazines will pre-sell your prospect on 
these two great freezers. And there’s a hard hitting selective selling 
program to help you close sales. There’s more profit for you, too, 
when you sell Coolerator’s ““Family-Size” Freezers. Get the full 


profit and promotion story from your Coolerator Distributor today . 
Copyright 1949, The Coolerator Co. 


THE COOLERATOR COMPANY, DULUTH 1, MINNESOTA 
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UNAFRAID OF THE FUTURE, but determined to meet it with sound merchandising policy, are the three equal owners of Davidson & Co., Inc., a family corporation 
consisting of son John C., founder C. M. and Mrs. C. M. Davidson. ‘We are,”’ says author Davidson, ‘’a small, independent appliance dealership.” 


NO, says the author, 
but confused and angry about price-cut- 
ting, parts shortages, time payment regu- 
lations, inflated trade-ins, and _ short 
discounts—all of which he analyzes with 
the knowledge of personal experience for 
their effect on today’s appliance market 


pal Lae Fe 


Per} 


Sal Bic i iad gail ibe sa iy 


By C. M. DAVIDSON 


President, Davidson and Co., Inc. 





First of a series 


| a f 
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UCH has been spoken and 
M written recently to the ef- 

fect that appliance retailers 
are scared. In my opinion, scared 
is not the correct description of the 
attitude and thinking of the independ- 
ent appliance dealers. True, there are 
a few who are scared, but these are 
mostly newcomers with limited re- 
sources. By and large the dealers 
are confused, irritated, or just plain 
angry. The dealers in the small towns 
have the least complaints, those in 
largest cities the most. Their prob- 
lems vary almost in direct proportion 
to the population of the community 
in which they operate. (It is impor- 
tant for the reader to realize that 
several months may elapse before the 
final article in this series is printed. 
In the meantime, conditions may 
change materially.) 

When you analyze the present ap- 
pliance market, one thing becomes ap- 
parent. There isn’t any one, single 
remedy which will cure its troubles. 


Are Appliance Dealers Scared ? 


Recovery will likely be long and te- 
dious and conditions may get worse 
before they start to improve. 

It seems to me that the best way 
to handle this subject is to make a re- 
port from the appliance retailers’ view- 
point. I will list the complaints of 
the retailers, distributors, and manu- 
facturers in the order of their impor- 
tance; discuss each briefly; and then 
approach the solutions to the prob- 
lems on a short term and long term 
basis. 

The principal complaints of the re- 
tailers were: (1) Price cutting, (2) 
lack of parts, (3) time payment regu- 
lations, (4) trade-ins, (5) too many 
dealers, (6) discounts. 

The distributors and/or manufac- 
turers complained that dealers were 
not: (1) Making “the proper selling 
effort”, (2) maintaining adequate or 
proper displays, (3) advertising 
enough, (4) keeping stores attractive 
and up-to-date. 

(Continued on next page) 
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Are Appliance Dealers Scared? (Continued) 


Price cutting was by far the chief 
complaint of the retailers but, before 
we start discussing price cutting, I 
think it is very important to get one 
thing straight: Price cutting and over- 
liberal allowances for trade-ins are 
one and the same thing. Dealers in 
several of the medium size and smaller 
cities told me there was no price cut- 
ting in their community but, when I 
mentioned trade-ins, they hit the 
ceiling. 

In the large cities where there was 
wide and deep price cutting, there was 
very little trouble with trade-ins. It 
stands to reason that retailers couldn’t 
do both and remain in business very 
long. ‘ 


Price Cutting Is Lesser Evil 


Both are bad practices. Both will 
have to be eliminated before we can 
have a stable market, but, in my 
opinion, price cutting is the lesser of 
the two evils. When a dealer cuts a 
price he knows just where he stands 
when the transaction is completed. 
When he gives $100 for a $50 refrig- 
erator, he still has to sell the used 
refrigerator before he can even get 
$50 back. The market is declining. 
If the trade-in isn’t sold quickly, it 
may depreciate to $35 or $25, or he 
may end up junking it. Moreover, he 
may invest considerable additional 
money in repairs and advertising and 
lose this money, too. It is well to 
keep this in mind, for it might help to 
explain why some concerns, which 
do not usually stoop to this sort of 
selling, are cutting prices. 

There is little doubt that price cut- 
ting is universal throughout the 
United States. In January, four well- 
known weekly business reports stated 
that discounts up to 20 percent could 
be obtained on most electrical ap- 
pliances. 

We can determine the firms which 
are cutting prices by simple investi- 
gation but when we seek to determine 
“why” we get a lot of complicated and 
contusing answers. 

The independent dealers all said 
they were cutting prices because their 
competitors were doing so and they 
couldn’t afford to let their competitors 
get all the business. I am in this 
category and have no other explana- 
tion to offer. 


Department Stores Guilty 


The most surprising thing I learned 
on my trip was that some of the largest 
and best department stores in the 
South were consistently cutting prices 
and these stores sold several of the 
best name-brand appliances. 

Mrs. Davidson found that she could 
get a substantial discount on name 
brands as well as private brands. In 
one of the large department stores 
they went so far as to place a large 
sales ticket on the front of a refrigera- 
tor. This sales ticket showed that 
this particular refrigerator was sold 
at the recommended price less a sub- 
stantial discount. This sales ticket 
fairly hit you right in the face as soon 
as you entered the appliance depart- 
ment. Just to make sure that this 
wasn’t some clerk’s mistake, we 
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checked this store three days running 
and the ticket was in evidence each 
day. 

These same stores, I was told, have 
advertised several “Floor Model” 
clearance sales. It was evident that 
they sold their floor models several 
times over. I was in a department 
store quite early one morning, just 
after it opened. I became interested 
when three salesmen crowded around 
a refrigerator that had just been put 
on the floor because it happened to 
be the brand I sell. I was somewhat 
startled to see one of the salesmen 
remove a coin from his pocket and 
deliberately make a small scratch on 
the side of the refrigerator. Then 
this salesman turned to the others 
and said, “I guess that qualifies it for 
a discount.” 

I think it is obvious that the inde- 


a profit. Otherwise sales will stop, 
period. 

Then, there is the point of too many 
dealers. Everyone knows that a large 
percentage of the present dealers are 
going to have to be squeezed out of 
business before the others can prosper. 
Maybe the department stores feel that 
the quicker we get it over with, the 
better and less costly it will be to all 
concerned. 


Loss Leader Pitfall 


There is the possibility that they 
are using major appliances as loss 
leaders to attract customers into their 
stores. If this is true, it won’t be long 
until the appliance business is unprofit- 
able to everyone. 

Of course, they could be over- 
stocked, but they are unlikely to be 
overstocked on all models and the 








About This Article 


In this article Mr. Davidson summarizes the 
complaints and troubles of over 50 merchants 
with whom he and his business-partner-wite 
talked during an extended trip through Florida, 
Alabama, Tennessee, and Georgia early this 
year. His contacts included small, medium and 
large dealers, including department stores, of 
all major lines. As a successful dealer of over 
20 years’ standing in his own Miami, Fla., com- 
munity, he speaks also from personal experience. 


—The Editors 








pendent dealer couldn’t maintain list 
prices against such competition. Even 
if it was important, which it isn’t, to 
try to determine who started the price 
cutting, we would merely get into an 
argument like “which came first, the 
chicken or the egg?” The really im- 
portant question is “Why?” 

Prior to the war department stores 
seldom engaged in price cutting or 
discount selling on major appliances. 
Not all of them are doing so now, or 
perhaps I should say, yet. The general 
assumption has been that their over- 
head was too high to permit this prac- 
tice and they paid little attention to 
what their smaller, independent com- 
petitors were doing. 

Why are large, well established de- 
partment stores giving discounts on 
major appliances? I couldn’t get a 
direct answer to this question. How- 
ever, there are _ several possible 
answers. 

Department store managers seem to 
fairly worship volume. It seems to be 
almost a crime not to do more volume 
this year than last year. Sales are 
falling off and some stores may be re- 
sorting to price cutting to maintain 
volume. It is important to keep sell- 
ing but it is equally important to make 


price cutting did not seem to be con- 
fined to any particular appliance or 
models. 

While price cutting was the chief 
complaint of all dealers, the end of 
price cutting does not seem to be 
in sight. Manufacturers and distribu- 
tors are making no effort to curb 
this practice. As a matter of fact, I 
don’t see how the manufacturers could 
do anything about it legally. But 
some manufacturers and distributors 
seem to welcome, if not encourage, 
price cutting by the retailers. Prices 
have risen to the point where there 
is considerable sales resistance. The 
retailers are very obligingly reducing 
the price to the consumer from 10 
percent to 20 percent and the distribu- 
tors and manufacturers are getting 
their full mark-up and profit. That is 
a pretty soft deal for the distributors 
and manufacturers as long as they 
can get it. 


Where Are the Parts? 


The lack of repair parts and espe- 
cially the long delays in securing in- 
warranty replacement was a universal 
complaint. Every dealer complained 
about the time lost due to his inability 
to secure repair parts. Distributors, 
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without exception, seem to have fallen 
flat on their respective noses in stock- 
ing even a fair supply of repair parts, 
It is hard to explain to customers why 
they have to wait weeks for a part 
when appliances are now so plentiful. 
It is also hard to understand why 
manufacturers and distributors have 
dilly-dallied so long on such an impor- 
tant consumer function. Many dealers 
stated that it was their opinion that 
the distributors were attempting to 
force on retailers the burden of carry- 
ing an adequate stock of repair parts, 

If manufacturers could only spare 
the time to thoroughly inspect 50 rep- 
resentative retail display rooms, they 
would quickly understand how this 
lack of parts has destroyed the effec- 
tiveness of the displays. I found this 
to be especially true on my recent 
visits to retailers and it is true in my 
own case. 

I have ranges on my display floor 
which have as many as four chipped 
panels and some parts missing. All 
of these parts have been ordered at 
least two to five months. Frankly, 
they look like hell but, if I didn’t do 
this, I would have thousands of dol- 
lars tied up in appliances for as long 
as six months awaiting parts. You 
can’t make money that way. 

On my trip I opened automatic 
washers on display and found them 
cluttered with loose bolts, nuts and 
washers—the result of parts stealing. 
I saw dozens of ranges much worse 
than mine. I saw refrigerators with 
parts of the interior robbed. Certainly, 
these appliances don’t give the pros- 
pective customer any sense of security. 

In every case it was the same old 
story. The retailer was trying to keep 
the customer satisfied. The parts were 
all in warranty, and the distributor 
or manufacturer couldn’t supply the 
parts they guaranteed to replace if de- 
fective, so the dealer robbed one of 
his own new appliances. I, personally, 
feel that the retailers are-due a vote of 
thanks from the distributors and man- 
ufacturers for making good the fac- 
tory warranty when the distributors 
and manufacturers failed, because this 
certainly is not the responsibility of 
the ‘dealer. There isn’t, never has 
been, and never will be any logical 
excuse for the deplorable lack of 
parts. We can only hope that the dis- 
tributors and manufacturers will rec- 
ognize their responsibility to the con- 
sumer and retailer and take immediate 
steps to correct this condition. 


Split Vote on “W” 


Next to price cutting and parts, the 
dealers are interested in the regulation 
of time payment sales. There is 4 
great deal of confused thinking about 
Regulation W. I think it is extremely 
important that dealers thoroughly un- 
derstand what Regulation W is and 
what it will and won’t do. I spent 
several hours with an officer of one 
of the Federal Reserve Banks, and 
here is what I learned: 

Regulation W is specifically an anti- 
inflation regulation. When inflationary 
trends disappear, it will automatically 
be cancelled. It cannot be used in 


(Continued on page 156) 
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Tie-In Merchandise 


Are you overlooking profit possibilities 
in these items of related equipment? 


By ANNA A. NOONE 


major electrical appliances on 

the market today goes a wide 
variety of non-electrical, related equip- 
ment items, which play an important 
part in the efficient operation of the 
electrical product. These low-ticket 
items bring greater satisfaction to the 
user in the operation of the appliance, 
and will bring added profit to the dealer 
who includes them in his line and who 
uses them in his demonstrations and 
sales talks. 

With laundry equipment, for in- 
stance, synthetic detergents and water 
softeners are important to the suc- 
cessful operation of automatic clothes 
washers and dishwashers, especially in 
hard water areas. 

Special non-sudsing chemical syn- 
thetics—All and Spin—have been de- 
veloped for use with the tumbler-type 
automatics ; and the all-purpose heavy 
duty sudsing synthetics such as Tide, 
Fab and Surf are considered better for 
the agitator-type automatics. Super- 
Fun, a blend of soap and synthetics is 
another popular product for automatic 
washing. These synthetics properly 
used save the automatic washer owner 
many a headache. 

Calgon, a new non-alkaline water 
soitener is in popular demand _by cus- 
tomers who prefer regular soaps for 
washing. Where the water is hard a 
chemical softening agent must be used 
in addition to the soap for good soil 
removal, 

Milder detergents such as Electro- 
Sol and Calgonite have been devised 
especially for use with automatic dish- 
washers, And Dreft, Vel, Swerl, Savex 
and Breeze are light duty synthetics 


| I AND in hand with many of the 


for dishwashing and for 
woolens, rayons 
fabrics. 

Many of these detergents are dis- 
tributed only through electrical out- 
lets. They are not available in grocery 
stores, and they represent a continuing 
source of revenue for the dealer who 
carries them. They also create desir- 
able store traffic. 

The general trend toward packaged 
and tie-in merchandising can be capi- 
talized on by an enterprising dealer by 
displaying and selling related laundry 
equipment as complete packaged mer- 
chandise. He can display complete 
laundry units and sell laundry pack- 
ages in an infinite variety of com- 
binations. They can include such 
items as a metal ironing board, spe- 
cially designed chairs and stools for 
sit-down ironing at the board or at 
the ironing machine. Ironing board 
manufacturers have finally accepted the 
fact that ironing by hand is no longer 
a haphazard operation, and they have 
designed boards with a variety of ad- 
justments to accommodate women of 
all heights. These boards are designed 
to help combat ironing fatigue and 
can also be adjusted low enough for 
sit-down ironing. The chairs have ad- 
justable raising and lowering features 
and adjustable back rests. 

With the sale of an automatic iron, 
ironing board pads of special lami- 
nated foil or of Fiberglas, covers of 
special materials, cord holders, iron 
stands and rests, can also be sold. 

Plastic clothes lines, clothes line 
reels, laundry carts and baskets, col- 
lapsible clothes drying racks are other 
related items than can be sold in a 


washing 
and other delicate 
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variety of tie-in combinations. And 
with the sale of small portable washers, 
a table or stand for convenience of 
operation can frequently be included. 


Sell Utensils With Ranges 


In a range demonstration and sale 
a variety of non-electric utensils is 
involved. In many instances the attrac- 
tive cooking utensils do as much as any 
of the range features to sell the cus- 
tomer. Pots and pans with straight 
sides and flat, element-hugging bot- 
toms, large pressure cooker-canners, 
glass and aluminum baking dishes, the 
proper cutlery for dishing up and serv- 
ing the demonstrated food, knife sets 
and carving sets, coffee pots of alumi- 
num and glass, are all used in range 
demonstrations and can frequently be 
included in a range sale without notice- 
able increase in the total sales price. 
Some of the handsome aluminum, stain- 
less steel and enamelware utensils are 
made up in starter sets of three, and 
make ideal gift merchandise that can 
be sold separately. The same holds 
true of the knife sets. 

Ice cube trays, refrigerator jugs, 
bowl covers, egg and fruit refrigerator 
baskets, non-electric wall type ice 
crushers, refrigerator deodorizers and 
odor filters, glass and plastic refriger- 
ator dishes, insulated ice cube holders, 
all tie in with refrigerator sales. The 
customer will buy them somewhere 
eventually, why not at the start with 
the purchase of the refrigerator ? 

Waxes and wax applicators, dispos- 
able paper cleaner bags, moth crystals 
for the cleaner’s demother attachment, 
and carpet sweepers of the non-electric 
variety belong in a complete floor 


cleaning department. 

With food freezers, locker paper, 
stockinette, cellophane and cartons for 
packaging the foods to be stored in 
the freezer should also be considered. 


Keep Kitchen Accessories 


And for the dealer who has an elec- 
tric kitchen display in his store, to 
make it practical and workable as well 
as beautiful, such non-electric items as 
the combination step stool which does 
duty as a step ladder and a stool for use 
at the preparation center, kitchen and 
bathroom scales, step-on garbage cans, 
kitchen cutlery, range mats and serving 
trays are good traffic builders and be- 
long in a modern kitchen setup. 

In the food preparation center along 
with the mixer, a non-electric juicer 
for juicing whole or half oranges also 
fits. Pressure cookers in a variety of 
sizes have a rightful place in a modern 
kitchen’s food preparation center for 
cooking economical cuts of meat and 
for many other uses. Steam cookery 
‘has become recognized as a means of 
good nutritional cookery. 

One of the several faucet type dish- 
washers can be included for customers 
who particularly dislike dishwashing, 
but cannot afford to invest in an auto- 
matic dishwasher. 

A chrome dinette table and chair 
set is as much a part of a modern all- 
electric kitchen, as the sink and the 
kitchen cabinetry. 

These are only a few items that come 
to mind quickly. Related equipment 
«an be found for practically every elec- 
trical appliance on the market. It’s up 
to the dealer’s ingenuity, and the type 
of clientele he caters to. End 
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The lead is recorded in duplicate, one copy for With his day’s work route on his knee, a sales- 4 In the prospect’s home the salesman attempts 


the store, one for a salesman. man plans to call on the ironer prospect. sell her an ironer; notes her other appliance needs 
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WOK PLAN FOR SALESME 


Every salesman for the Arthur F. Schultz 


Co., Erie, Pa., knows where he will be and 


what he will be doing every minute of his 


day—thanks to a simple system devised by 


the store for recording and following up 


both floor and user leads. 


By WALTER RUDOLPH 


N Arthur F. Schultz Co. sales- 
Am recently described his work 
like this: 

“A salesman shouldn’t have to get 
up in the morning with the thought, 
‘How am I going to sell today?’ 

“That approach is entirely wrong. 
He should know how to sell an appli- 
ance. He should say, ‘I know where 
I’m going to sell today!’ 

“Basically, that sums up our work 
at the Arthur F. Schultz Co. We 
plan our work, and work the plan. It 
never fails to produce results.” 

You gather that it produces results, 
when you look at this firm’s record. 


* 


® etre Autos 


- ; \sher-Drye 











5 Back at the store, salesman makes 
out a full report on his day’s calls. 


ELECTRICAL MERCHANDISING—JUNE, 


It bears the name of its founder, 
Arthur F. Schultz, who started out 
some 35 years ago driving a horse 
and wagon, knocking on doors. 

Today he heads one of the largest, 
most efficient plants and sales organi- 
zations in the Erie, Pa., area. Per- 
sonnel numbers around 65. Ten serv- 
icemen drive company cars in their 
work, and altogether the firm operates 
26 vehicles. Some 125,000 sq. ft. of 
floor space display and warehouse ap- 
pliances of every description (and 
commercial food service lines) and 
include one of the most modern store 
outlets in the country, opened last 
September in downtown Erie. 

In major domestic appliances, the 
Arthur F. Schultz Co. handles the 
General Electric line exclusively. Two 
men are employed full-time at the job 
of laying out complete kitchens. Sev- 
eral persons work at sales promotion 
activities, mailing out some 21,000 
direct mail advertisements monthly, 
including 6,000 commercial pieces. 


Regular Sales Meetings 


But we're interested primarily here 
in salesmanship. Briefly, the firm 
policy might be outlined as follows: 

Domestic sales personnel’ meet 
briefly daily and have a general sales 
meeting every Friday morning. A 
General Electric sales instruction film 
is shown, on some one appliance, and 
sales questions and instructions follow. 
At this time, two salesmen are chosen 
to serve as a potential customer and 
salesman, on the appliance being re- 
viewed, for the next week’s meeting. 

Then the meeting takes up the sub- 
ject of the previous week’s instruction, 
with the two persons chosen at that 
time taking the lead, selling and being 
sold, This procedure fixes in sales 
personnel minds all details of the sales 
problem on any particular appliance. 
Product presentation is a big thing 
here. 

In actual selling, every step of the 
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FOUNDER ARTHUR SCHULTZ got his start selling door-to-door with a 
horse and wagon 35 years ago. 


way is carefully planned and executed. 

Every store salesperson is trained 
to account for every prospect that 
enters the store. Daily sheets record 
what is transacted with everyone who 
enters the store, what product was in- 
volved and the final result. After an 
initial sales contact, if the sale is not 
closed, a floor lead is made out in 
duplicate, half of which goes to an 
outside salesman. 


Floor and User Leads 


The outside salesmen use these floor 
leads for follow-up appointments, as 
well as following through on user 
leads. 

This work is meticulously planned: 

The salesman we visited with uses 
a lap board on which he clips daily 
sales records and a small calendar 
pad. On the former, he carefully lays 
out the first, second, etc., stops of his 
day’s work—he knows where he'll be 
practically any moment of the day, 
and the carbon will show the office 
the same. He also records results of 
each call. 

The calendar pad is a nice touch. If 
a prospect mentions that she wishes 
to have the salesman call on a certain 
day and time in the future, he leafs 
through the calendar (single sheet for 
every day) and marks the future en- 
gagement. When that particular day 
comes around, and he lays out the 
day’s route, he refers to his calendar 
pad and knows exactly where he 
should go. 

“Many a salesman loses out on that 
sort of follow-up,” we were told. “He 
either fails to note down that he should 
return at a specific time, or he scribbles 
the date on a scrap of paper, stuffs 
it in a pocket, and promptly forgets 
it and probably throws it away.” 

When a sale is closed and the in- 
stallation made the salesman calls 
again. He makes sure satisfaction is 
achieved for the customer. Then he 
hands the customer a merchandise 


credit card and suggests that she can 
profit while giving him names of pros- 
pects. The customer is usually pleased 
with the idea, and thus many good 
leads are obtained from the user. 
On some of the new automatic ap- 
pliances, when the salesman calls for 
his follow-up contact, a serviceman 
goes along to make sure everything is 
functioning satisfactorily. This pro- 
cedure always impresses the customer 
favorably. ‘ 
In its user file, the Arthur F. 
Schultz Co. lists every major appli- 
ance bought since 1935. Thus when 
something breaks or wears out on an 
old appliance, and the customer calls 
about the part, the file affords the 
service department an instant check 
and speeds issuance of the needed 
part. Of course this file is very useful 
to salesmen, too. Four employees work 
in the vast Schultz parts department. 


Blanket Advertising 


Aiding the sales force is a blanket 
advertising policy. In addition to the 
direct mailings, this firm advertises 
four or five times weekly in two local 
dailies, and also in a weekly of the 
area. Billboards get their share, too, 
and daily radio advertising as well 
as use of the recently opened Erie 
television station give excellent back- 
ing to the firm’s sales policy. When 
the new retail store opened last Sep- 
tember, special 16-page sections were 
run in both local dailies. 

Rounding out organizational activi- 
ties is the company’s liberal attitude 
toward all personnel. Group insur- 
ance, Employee Mutual Benefit Assn. 
(entire families benefit), and a two- 
weeks’ vacation, one with pay, after 
a year’s service are some of features 
of company policy. All store merchan- 
dise is sold to them at a liberal dis- 
count and no charge is made for 
financing purchases. The company 
sponsors a savings plan, too, with a 
local building and loan firm. End 
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GLASS SHELVES on the glass wall of the vestibule hold small appliances which 


are first to meet the customer's eye. Here, Levon Kassabian sells a coffee 
grinder to a woman who was attracted by the display. 
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EVON KASSABIAN is a quiet 
young man with a strong aver- 
sion to ulcers who has quietly 

built himself an outstanding retail 
business in Meriden, Conn., without 
acquiring the ulcers. 

When he first went into business 
for himself in the early thirties he was 
able to afford space in one small show 
window and an upstairs office. When 
he really wanted to make a display 
splash he moved his appliances out on 
to, the sidewalk. After army service in 
the war ‘he opened up his present store, 
buying a whole building at 69 East 
Main St. and devoting most of the 
first floor and basement to Kassabian’s 
Appliance Department Store. 

Organization, he claims, is the key 
to both his success and his avoidance 
of a chronically troublesome stomach. 
With the exception of his building 
purchase and the extensive and ex- 
pensive remodeling of the space for 
his appliance store, there has been 
nothing spectacular about his success 
—which is one reason why it is sur- 
prising. 


JUNE, 
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“My policy throughout,” he says, 
“has been not to spread myself ,too 
thin. When I opened my own business 
my experience had been built around 
wholesale selling of stoves and kero- 
sene appliances. So I specialized in 
stoves. We early developed a reputa- 
tion for having any and every type of 
wick. That was a small thing, perhaps, 
but we became known for it and peo- 
ple sought us out. We got into the 
appliance business through stoves and 
our motto still is ‘If it’s a stove, we 
have it.’” 


One Thing at a Time 


As Kassabian’s stove business be- 
came solidly entrenched he took on 
other lines of merchandise, washers, 
refrigerators, small appliances. “We've 
developed our business one thing at 
a time,” he says, “yet our 1948 vol- 
ume was 500 percent over 1947—and 
we didn’t take on television and other 
new things and try and become cham- 
pions at everything at once.” 

Even today, with a widely diversi- 
fied line, Kassabian avoids rushing off 
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TWO WASHERS are hooked up side by side to facilitate demonstrations. One 
holds the dishwashing bowl, the other is ready for a load of clothes. 


| ....HE HAS IT 


Levon Kassabian started selling stoves from 


an upstairs office. When he became a recog- 


nized expert on sales and service he added 
another line. This bit-by-bit policy has given 
him consumer confidence and one of the big- 


gest appliance businesses in Meriden, Conn. 


By ROBERT W. ARMSTRONG 


in all directions. Last year, for exam- 
ple, he put his primary sales emphasis 
on washers. This year he intends to 
thunder refrigeration and as a start 
has rented five local billboards to tell 
Meriden citizens that Kassabian’s has 
lots of refrigerators. 

According to him, this method 
“builds up a lot of momentum” which 
carries an appliance along until he 
gets around to pushing it again. Stoves 
and space heaters, he says, are riding 
along on a high sales level because of 
past pressure. 
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This momentum owes its existence 
not only to promotional pressure, but 
also to the care with which a reputa- 
tion has been built. “When we started 
in business we adopted a policy of 
never selling anything we couldn’t 
service ourselves. And we worked 
only with those suppliers that would 
work with us.” The present staff of 
six servicemen are servicing every- 
thing the firm handles. They are able 
to devote their energy to service, too, 
because all appliance delivery is 
farmed out. “Servicemen are not 
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MASS DISPLAY of appliances is one of Kassabian’s sales principles. 





On one 


wall there are stoves, on the other, a long line of refrigerators. 





LEVON KASSABIAN (left), doesn’t like ulcers, but still manages to 
do a live-wire promotional job. Here he plans an “Advertised in Life’’ 
campaign with a representative of the magazine. 


roustabouts,” says Kassabian. “Like 
anyone else they like to feel that they 
are specialists in their line and they 
wouldn’t feel that way if they were 
called upon to wrestle with heavy 
equipment.” 


Sweetshop Labor 


One statement of Kassabian’s re- 
veals the core of an employee policy 
upon which he has built an organiza- 
tion that makes few if any demands 
upon him for the handling of petty 
detail. “I think,” he says, “that I have 


reached the point where I can appre- 
ciate a good employee.” 

Apparently his 15 employees appre- 
ciate him, too. Seven of them came 
to. work for him “for as much as $25 
a week less than they received in their 
previous jobs. They came here be- 
cause they figured they’d do better.” 
Among the immediate benefits which 
they receive are a two weeks vacation 
with pay, medical insurance, 12 days 
of sick leave a year with pay, the 
privilege of buying store merchandise 

(Continued on page 158) 
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EXPERT KNOWLEDGE of soaps and detergents is shown by Miss Marian 
Chamberlain (left), saleswoman for the Miller firm, in her talks with house- 


wives during washer demonstrations. 








SERVICE IS a big factor in the Miller dishwasher selling program. Specialists 
in servicing and repairing such equipment work in a shop which is well equipped 


to handle almost any service problem. 


COMFORT APPROACH SELLS DISHWASHERS 


James B. Miller, Louisville, Ky., believes everyone is naturally lazy— 
so he built a seven-step dishwasher sales plan to take advantage of it 


EOPLE are lazy by nature— 
Pp and there’s something wrong 
with the man who isn’t—reasons 
James B. Miller, appliance dealer of 
1905 Bardstown Rd., Louisville, Ky. 
“In selling dishwashers, we take 
this fact as a starter and go on from 
there,” says Mr. Miller. “A _ dish- 
washer is a luxury—yes—but it’s the 
kind of luxury that everybody wants 
and almost anybody can afford. We 
have been very successful in selling on 
that basis. 

“We arrived at the idea of selling 
comfort and convenience a long time 
ago. It seemed to us that the idea 
of selling dishwashers from a health 
standpoint was all wrong, even though 
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By A. B. WINDHAM 


the proposition is a sound one. You 
just can’t go into a lady’s kitchen and 
tell her that her sink is dirty, or that 
her dishes are dirty, or for that matter, 
that they ever get dirty. It might be 
true and it probably is but no house- 
wife likes to hear it and you won’t 
find a very receptive attitude on the 
part of your customer if you play up 
that angle. So we based our plan of 
selling dishwashers on the labor saving 
factor—the idea of easing the house- 
wife’s burden.” 


Seven Point Plan Used 


There are seven definite ways util- 
ized by the Miller organization to sell 
dishwashers, none of them radically 


new but when combined into a single 
selling program, all of them effective. 
As outlined by Mr. Miller, they break 
down into a series of steps which re- 
veal careful planning and a shrewd 
insight into the buying habits of his 
customers. 

“The best way to sell dishwashers, of 
course, is by the demonstration meth- 
od,” he says, “and you can’t beat a 
home demonstration. The trick is to 
get the machine into the prospect’s 
home. This can be done by cold can- 
vass, by newspaper or radio adver- 
tising or by any other means, such 
as the telephone, which will bring 
you into direct contact with the pros- 
pect. Once we get the demonstration 
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underway in a home, our sales talk 
is beamed at the idea of taking the 
dishwashing job out of the housewife’s 
life and making her job easier. We 
find it a good plan to leave the ma- 
chine with her, and results show that 
we have to go back and get very few 
of them.” 

If the housewife finds it inconvenient 
to have a demonstration in her own 
home, Mr. Miller is prepared for that 
too. His own home is part of his 
shop and simply by stepping upstairs 
one may enter his own kitchen where 
Mrs. Miller is prepared to give a dem- 
onstration on her own electric dish- 
washer. In such cases, the salesman 
makes every effort to get the prospect 
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SEVEN-POINT PLAN 
1 


DEMONSTRATE. Conduct the 
demonstration in the prospect's 
home whenever you can; otherwise, 
find a setting as homelike as pos- 


sible. 
2 


USE THE HUSBAND. Husbands 
don’t like to dry dishes. Besides, 
they want their wives to have the 
convenience of a dishwasher. 


3 


AVOID TECHNICAL TERMS. 
Don’t bury the prospect in a mass 
of detail. Incidentally, don’t imply 
that she must “keep up with the 
Joneses.” 

4 


PROVIDE A LAYOUT DESIGN. 
A dishwasher on paper, as part 
of an overall design, is easier to 
sell than an individual unit. 


) 


HELP MEET INSTALLATION 
COSTS. One way to help the cus- 
tomer defray the cost of installa- 
tion is to keep a plumber on the 
payroll. 

6 


EMPLOY A SERVICE SPECIALIST. 
Every customer likes to know that 
she can get satisfaction promptly 
if the machine needs repairs. 


7 


FOLLOW UP THE SALE. Make 
sure the customer gets proper in- 
Struction just after the sale, and 


check the operation a week or 
two later. 


to come into the store and frequently, 
will lend himself as her chauffeur on 
a shopping trip if she agrees to stop 
by a few minutes for the demonstra- 
tion. 

“There’s one angle in selling dish- 
washers that we never overlook,” says 
Mr. Miller, listing his second selling 
point. “That’s the husband angle. 
Husbands, we find, take more satis- 
faction and pride in keeping up with 
the Joneses than wives do. The hus- 
band knows the dishwasher is some- 
thing special for his wife’s kitchen, 
but he wants her to have “it. Then 
too, many husbands dry the dishes for 
their wives. We have yet to find one 
who likes it. Usually, we just work 
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HOW TO GET OUT of a lot of hard work in washing dishes is demonstrated to a housewife by James B. Miller. He admits to 
her that a dishwasher is a luxury, but it’s a luxury which almost anyone can afford. 


on him by selling the dishwasher as 
a straight luxury and he likes the idea 
fine. Never neglect the husband angle 
—he makes a potent asset in selling.” 


Technical Terms Avoided 


Mr. Miller’s third point in dish- 
washer selling is to avoid the use of 
technical terms or hackneyed phrases 
which may rub the prospect the wrong 
way. For example, that phrase “keep- 
ing up with the Joneses” should not 
even be implied; let alone used, he 
advises. Perhaps the underlying rea- 
son why a prospect buys a dishwasher 
is because there is one in his neigh- 
bor’s kitchen, but he doesn’t like to be 
thought of as buying it in this light. 
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Mr. Miller finds it advisable therefore 
to avoid such phrases as “All your 
neighbors have them.” or “We're in- 
stalling a lot of them in the Highland 
section.” 

The technicalities used in dishwasher 
terms are sometimes either confusing 
or offensive, also, the Louisville dealer 
points out. He avoids getting involved 
in explanations or arguments on hard 
and soft water, detergents, soaps, germ 
killing, etc. His major talking point is 
that the dishwasher is a fine way to 
get out of a lot of hard work and is 
comfortable and convenient for the 
customers. 

The fourth selling point in the Miller 
plan is a real aid to the buyer. Mr. 


Miller maintains his own drawing and 
layout room and does his own designs 
and layouts for proposed kitchens. 
Naturally, the dishwasher occupies an 
important place in his designs for re- 
modeled kitchens and is played up as a 
vital part of the design. A dishwasher 
on paper, as part of the overall design, 
is easier to sell than an individual unit 
itself, and can be fitted attractively into 
almost any. kitchen arrangement. 

This design-layout arrangement fits 
into Mr. Miller’s operating schedule 
nicely since the firm has on its own pay- 
roll carpenters, electricians and paint- 
ers, and jobs can be quoted as a pack- 
age deal with estimates and prices 

(Continued on page 164) 
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FREE MEALS... 





SMILING AND WELL FED, these residents of the Beaumont area are ready to listen to the demonstration program which 
followed the frozen food dinner. The event was highly successful in providing plenty of prospects for future sales. 


.... for FREEZER PROSPECTS 





aeons 





FROZEN FOOD FORUM led by Mrs. Mary Snow, food consultant of the Whiting Corp., brings forth many questions and 
interested observations from attendants at the dinner meetings held by the Mid-County Appliance Co. 





The three partners of the 
Mid-County Appliance Co., 
Beaumont, Texas, reasoned 
that prospects can’t know 
how good _ freezer-stored 
food is until they eat it. So 
now they demonstrate by in- 
viting groups of 50 or more 
to dinner—and sales follow 
after the proof 


HE best way to sell a home 

freezer, according to the three 

wise men of Beaumont, is to 
serve the prospect a meal right out 
of the freezer itself. If it’s proof he 
wants, what better than to provide 
graphic evidence of every claim the 
dealer makes? ; 

The three wise men of Beaumont, 
Ray Gay, E. j. Mikulik and Floyd 
Smith, are partners and operators of 
the Mid-County Appliance Co., 2010 
Park Street, Beaumont, Tex. When 
they decided to popularize the home 
freezer in Jefferson County, their sales 
area, they cast about for the best pos- 
sible method of accomplishing this 
purpose. These aggressive appliance 
retailers asked themselves, “If we were 
thinking of buying a home freezer, 
what would be the most appealing 
way for a dealer to help us make up 
our minds?” The answer, of course, 
was the proof of the pudding. 

“And the proof of the pudding lies 
in the eating,” says Mr. Gay, as spokes- 
man for the partnership. “We figured 
that if anything could finally and ab- 
solutely prove our claims to our cus- 
tomers it was to show the freezer, 
demonstrate it thoroughly, put it 
through the actual paces for which it 
was made, then present the customer 
with the finished product. We followed 
that line of reasoning exactly and feel 
that we can state without hesitation 
that the system is a sure-fire one. An 
increase in freezer sales of almost 
double our previous mark is pretty 
good proof, isn’t it?” 


Feeding Project Launched 


After a conference with their Hous- 
ton distributor and with representatives 
of the Whiting Corp., of Chicago, 
makers of the freezer handled by the 
firm, the partners launched their 
“feed ’em and sell ’em” project. 
Whiting agreed to provide expert 
demonstrators, literature, speakers and 
other aids if the Beaumont firm would 
provide the dinner site, service, food 
and the prospects. The partners went 
to work. 

The bustling little town of Port 
Neches, a short 20 miles from Beat- 
mont, was selected for the first dinner. 
The reason for the selection, according 
to Mr. Gay, was that the firm and the 
product were well known there and 
the population of that area was typical 
of the clientele which the appliance 

(Continued on page 94) 
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MRS. HARTWELL DOES her own cooking despite her social activities. And she COOKIES for Dorothy’s boy friend give Mrs. Hartwell another opportunity to 


feeds a big, active family of six. 


A Marshall-Wells executive 
insists that dealers have 
their families use freezers; 
and does it himself 


vention held by the Marshall 

Wells Co. in Duluth last winter. 
Representatives from 600 affiliated 
stores and retailers from all over the 
firm’s northwest territory opened their 
mouths in astonishment. 

There on the stage hung sides of 
frozen beef, venison, pork, fruits, pas- 
tries, bread and everything that goes 
into a home freezer. The whole stage 
was filled with food. 

Warren Hartwell, merchandise man- 
ager of appliances, leaped forward to 
tell the home freezer story. 

“In the case of the home freezer,” 
he said, “it replaces nothing; it per- 
forms a brand new service. Therefore 
it will take the same kind and form of 
specialty selling to get freezers into a 
large number of homes that it did in 
the early 30’s to sell electrical refriger- 
ators. Home freezers provide a new 
service for the housewife with which 
she is entirely unfamiliar. Mother’s 
housekeeping habits have never in- 
volved the long time cold storage of 
food and her unfamiliarity and inex- 
perience with home freezing form one 
of the biggest obstacles you will have 
to overcome. 


. CURTAIN rang up at the con- 


Locker Plants Prove It Can be Done 


“The growth of locker plants in rural 
areas is visual proof of the acceptance 
of the frozen food storage idea. Ten 
years ago there were only 250 locker 
plants in operation throughout the 
country—today there are more than 
8,000 individual plants with over 24 
million lockers serving approximately 
10 million people. The state of Wash- 

(Continued on page 100) 


use the freezer. Those not eaten will be frozen for future use. 


Ask The Man Who Owns A Freezer 





THE HARTWELLS ENCOURAGE their kids to entertain. Mary, 10, Stubby, 4, and Mitzi, the kitten, are having ice cream cups. 
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CHIEF WARMBED concludes tour of audience at stage where MC Lee 


Scofield, LA.Dept.. of Water. .and Power,-.continues.. sales -talk -on electric 
bedding. Sampson Electric sold 50 electric blankets as result of above promotion. 


ROMINENT clubwomen wear- 

ing coffeemaker hats, electric- 

blanketed “Indians”, movie stars 
swapping “ham” notes over a TV 
chassis with neighborhood mechanics 
—it sounds like scenes from the mental 
wanderings of an appliance salesman 
with the DT’s. Actually they are but 
highlights from unusual promotions 
designed to build the appliance sales 
of the Sampson Electric Sales Co., 
Los Angeles. 

It seems logical from the biblical 
significance of its name, and the first 
name of its president, Sampson Wein- 
shenk, that this company would go 
about its operations in a big way—and 
it certainly tries to, both with an elec- 
trical contracting business that grosses 
well over a million dollars a year, and 
in promoting sales for its full lines of 
General Electric, Westinghouse, RCA- 
Victor, and other brands of appliances, 
radio and television. 

Illustrative of the 


way sales man- 


PAGE 62 


ager Al Rea has put punch into Samp- 
son Electric’s promotions are three 
recently developed sales building ideas 
—one just completed, one underway 
and another in the formative stage. 


New Drawing Card Needed 


The first, a “Style Show in Elec- 
tricity”, resulted when Rea decided 
that the usual type of cooking school 
and appliance demonstrations, in which 
Sampson had been active, were losing 
some of their pulling power. He felt 
that the small crowds that came to 
these demonstrations became bored 
easily by the sameness of the presenta- 
tions. So he decided to surround the 
basic fundamentals of appliance dis- 
play and product demonstration with 
a touch of showmanship. The idea 
was not new—it has served medicine 
shows for generations—but it was dif- 
ferent when Rea got through with it. 

Drawing on the principle of the 
seasonal style shows for a method of 


DEMONSTRATIONS WITH PUNCH were possible when models took appliances 
into the audience. This clubwoman-model shows off-the-shoulder model porta- 
ble cleaner. She connected it to wall plugs to give under seat demonstrations. 


presenting the products, and adding 
the radio-proven audience participa- 
tion idea, Rea filled in a home freezer 
demonstration, a talk on electric cook- 
ery, an appliance display that took six 
men to handle, musical selections, re- 
freshments and a drawing for prizes. 
To run the show he engineered the 
services of men from the distributors 
and from the local utility. As a result, 
Rea pulled an audience of 600 Los 
Angeles clubwomen, held them for a 
five hour show, and is still getting 
profitable orders from them after three 
months. The store received such 
wide-spread publicity that for more 
than a week Rea received 2 or 3 calls 
a day from other clubs and organiza- 
tions asking that Sampson Electric put 
on the same type of show for them. 
Few groups could have been better 
chosen than the Institute of Religious 
Sciences to receive the initial presenta- 
tion of Rea’s “Style Show in Elec- 
tricity.” This is an inter-faith organ- 
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ization made up of representatives of 
a large number of church groups in- 
cluding all religious. As a result, each 
member went back to her or his own 
group and became a walking advertise- 
ment for Sampson Electric and its 
array of appliances. This is what they 
would have described: 

At 11 a.m., about 600 members of 
the Institute, mostly women, met at 
the Institute’s auditorium to witness a 
“Style Show in Electricity” which had 
been arranged between the organiza- 
tion’s secretary and Al Rea of Samp- 
son Electric Sales Co. In the lobby 
outside the hall, Sampson’s distribu- 
tors had arranged a complete display 
of appliances flanking the entrance. 
On the stage were a General Electric 
home freezer and a Westinghouse 
electric range and a work table. 

Mr. Lee Scofield of the Los Angeles 
Dept. of Water and Power acted as 
master of ceremonies, tying together 

(Continued on page 162) 
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STYLE SHOW TECHNIQUE, using members of audience as models, sets the THE WINNER IN THE CONTEST for modeling appliances receives an electric 
pace. Brewing interest and later sales, is above model with flower-covered sheet. Audience participation and prizes were part of successful punch -added 
glass coffeemaker hat, and portable radio against background of tea apron. to style show by Sampson Electric’s salesmanager, Al Reo. 


@ @ @ by Sampson Electric, Los Angeles, brings the new and different to 


appliance demonstrations, illustrates the company’s policy of doing the unusual—effectively 























PROMOTION HEADQUARTERS, the stately building of contractor-dealer Sampson Electric. Area from sidewalk, foreground, to building, will be used for 
40-car drive-in television theatre in near future, using projection on 6 x 7 ft. screen. 
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NEW HAVEN’S CAMPAIGN to resell the public on television by bringing them 
low cost sets and demonstrating the quality of the local broadcast station got its 


Consumers in New Haven, Conn. 


COULDN'T SEE TELEVISION... . 


AD1LO-appliance dealers in met- 
R ropolitan areas without tele- 
vision broadcasting stations 
their 
statements, gladly give a right arm for 
just such an installation. They fret 


would, if you can believe own 


and fidget and daydream about big 
stocks telesets and biger crowds 
coming in to buy them. And they 
aren’t particular about the physical 


properties of such a broadcasting sta- 
tion. They just want a station and it 
should have been operating six months 


ago 


The mere existence of a station, 
however, will not solve the dealer’s 
television sales problems, as events in 
New Haven, Conn., have proved. The 


local outlet went on the aff June 15, 
1948, and, as was entirely understand- 
able at that early stage, did not present 
television programs of either artistic 
or technical eminence. An always 
over-optimistic public was disappoint- 
ed and interest in local television died 
a quick and unhappy death. 

Under the circumstances, it was only 
natural for New Haven dealers to sell 
receivers with the aim of getting pro- 
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from New York.: It could be 
done; all that was needed was a $125 
antenna on a 40-foot tower and a 
$37.50 booster per set. This added 
expense, of raised consumer 
prices to the $500 neighborhood—and 
completely eliminated many potential 
customers, 

Television sales began to die and 
New Haven, despite the fact that it 
had a television station of its own, was 
almost as badly off as areas with no 
television at all. 


grams 


course, 


Pincus the Pulmotor 


Time and Al Pincus, president of 
the Electronic Sales Co., New Haven 
distributor for Tele-tone radios and 
teleceivers, cooperated in bringing 
sales back to life. Time was essential 
to the gradual but consistent improve- 
ment in the quality of WNHC-TV’s 
local television programs. But most of 
the local citizenry was unaware of this 
improvement and most dealers were 
still trying to sell television on a “You- 
can-get-New-York-Programs” basis. 

“It is difficult for those in large met- 
ropolitan centers to visualize the tech- 








start at Shartenberg’s department store, where salesmen R. F. Rice and Morton 
Magee went to town on “no installation charge, free antenna’”’ Tele-tone sets. 


. . . until the Electronic Sales Co. showed 
dealers how to sell both low-cost sets and 


the local broadcasting station 


nical problems, as well as the poor 
quality of reception received in fringe 
areas,” says Pincus. “In the case of 
New Haven it is still more difficult, 
because we are on the fringe of. the 
fringe. I didn’t see how we could go 
anywhere with television in this city 
at $500 and up. It was just killing the 
goose that laid the golden egg. Some- 
how we had to get low cost television 
into the hands of consumers. So we 
at Electronic Sales started on a word- 
of-mouth campaign to convince retail- 
ers that they could and should over- 
come consumer sales resistance by 
offering low-cost television which 
would provide quality reception of the 
vastly improved local programs. We 
told them they ought to tell the public 
how good the local shows had become. 
For a while we made no headway, 


JUNE, 


then Shartenberg’s Department Store 
agreed to give our idea a try.” 

Shartenberg’s cooperation took the 
from of a quarter-page ad on Decem- 
ber 6, offering a 10-inch Tele-tone re- 
ceiver at $249.95, including an indoor 
antenna, no installation cost, and fea- 
turing a free trial. The store backed up 
the ad with effective display on its 
show room floor. According to Pincus, 
it caught on, and within 48 hours other 
dealers picked up the promotion and 
carried it along. One dealer, the Radio 
Centre, devoted a whole big window to 
six operating Tele-tone sets, all carry- 
ing WNHC-TV programs. Customers 
could see for themselves that local 
shows were worth getting. 

Prior to the promotion, Pincus had 
been shipping some 30 to 40, Tele 

(Continued on page 96) 
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HOW NOT TO SELL is graphically demonstrated by students at the Earl school 


of television selling who act out the parts of blundering Salesman Sam and a 


| Fertilizing the 
| Video Sales Crop 


recalcitrant customer from prepared scripts. 


Distributor Glenn Earl of Salt Lake City has 


ploughed television sales profits back into promo- 


tion and dealer education to insure continued 


good sales harvests when TV really has to be sold 


LENN Earl, now president and 

general manager of Glenn Earl, 

Inc., appliance distributors in 
Salt Lake City, Utah, vividly remem- 
bers the struggles of his farmer father 
before he learned to strip-farm his 
acres and let some of them lie fallow 
during the summer. When he learned 
to put some of his profits back into 
the ground, he prospered. 

Earl has applied that lesson to his 
own sales operations. 

For every profit that comes out of 
the wholesale business, he lays aside 
a portion for summer fallowing. To 
him sales promotion and advertising 
constitute the summer fallowing of 
the appliance business and mean con- 
tinued strength in sales. 

One of his recent projects was in 
television husbandry—plowing back 
into the new industry part of the 
profits of six-months’ selling in the 
Salt Lake City area. 

Not many people knew: about tele- 
vision in Salt Lake City even when 
Station W6XIS had been on the air 
tor six months. The sales personnel 
in the dealers’ stores were making 
sales only on the public’s curiosity 
toward this new form of entertain- 
ment. In fact, many of the dealers’ 
salesmen themselves were not sold on 
I'V, sometimes even discouraging an 
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interested prospect with, “Why don’t 
you wait until the programming has 
improved ?” 


Two Plans to Educate 


So Glenn Earl moved in with two 
plans for educating the retail men to 
the exciting new field. First of all, the 
salesmen must realize the value of a 
television set in the home .. . and 
secondly, they must become aware of 
the sales future in television. 

A sales incentive plan was initiated 
whereby each retail salesman could 
own a television set at no cost to him. 
The set was installed immediately in 
the salesman’s home on receipt of 
proof that he had sold two instru- 
ments, so that he could begin interest- 
ing prospects in his own home. There- 
after, whenever a sale was made, the 
salesman was credited with cash pay- 
ment towards the ownership of the 
set. 

Secondly, Don Lyman was ap- 
pointed television sales training man- 
ager for the area. Lyman, aggressive 
and persuasive, was perfectly equipped 
for the new position through years of 
experience with Elmer Wheeler 
courses in salesmanship. 

His first efforts began through a 
selling course in television. Dealers 
were notified of the school held in a 
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FARMER’S SON Glenn Earl, president of the distributing firm that bears his 
name, early learned the importance of plowing profits back into the ground and 
carried it into action by turning some television sales profits into a seven weeks 
school on video selling for dealers and salesmen. 


local hotel, and invited to be present 
and bring their floor salesmen to learn 
how to increase their volume in the 
new market. The course was given 
over a seven weeks period—a total of 
thirty hours of intensive training su- 
pervised by an expert. 


Know the Product 


RCA Victor television models were 
kept at the hotel during the entire 
course and the students spent time 
before and after the sessions experi- 
menting with them. The constantly 
stressed theme was, “Know what 
your product will do for you and then 
you will be better prepared to tell 
others what it will do for them”. 

Many who were attempting to sell 
TV on the floor found that they had 
a difficult time tuning the set, with 
the result that the customer became 
discouraged, deciding that “the pic- 
ture isn’t clear” or “I'll wait until 
improvements make the operation 
easier”. Contests were held nightly 
and small prizes given to the salesman 
who received the clearest picture in 
the least amount of time. At the end 
of the course, every salesman attend- 
ing could accurately tune the set in 15 
seconds or less. 

Students were encouraged to keep 
abreast of the new programs added 


weekly to the W6XIS schedule. By 
knowing the shows available, the sales- 
man can point out how much the chil- 
dren of the family will enjoy “Howdy 
Doody” or that wrestling matches are 
available on TV every Thursday. 
“All of this knowledge, too, will 
generate excitement in you... and 
excitement sells. If you are not yet 
enthusiastic about this wonderful in- 
novation in the appliance business, act 
enthusiastic and the actual feeling will 
follow,” Mr. Lyman told the group. 


Ready to Answer Questions 


By comparing their experiences, 
salesmen found that the retail cus- 
tomer’s questions and comments fol- 
lowed a pattern that could be prepared 
for: 

Q: Television seems awfully expen- 
sive to me! 

A: Perhaps it does seem expensive 
now; you’re making an investment for 
years to come rather than spending 
the money for the same thing in small 
amounts. For instance, two tickets to 
a good sporting event once a week 
would cost $20 a month and that 
would soon pay for your set. 

Q. Are the sets really good now? 
I’ve heard that the sets are not really 
developed yet. 

(Continued on page 84) 
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HE secret of getting plenty of 

publicity on the local level is to 

make it as easy as possible for 
the editors of your local newspapers 
to print news of your firm. 

City editors are busy men. The pub- 
lishing of a daily newspaper is an 
exacting, nerve-wracking and second- 
splitting business. Sometimes it is 
impossible for a city editor and his 
staff to spend precious minutes before 
a deadline to work over some publicity 
releases from a local electrical appli- 
ance business. 

They’d like to, but there just isn’t 
time. 

Still, there is a vital need for pub- 
licity on the local level for electrical 
appliance dealers. 

So, the best way to garner your 
share of this publicity and free adver- 
tising is to write your publicity re- 
leases in a brief, terse, “journalese” 
style. Releases written in a profes- 
sional manner have a much better 
chance of publication. 

So, the secret of getting this all- 
important publicity in local newspa- 
pers lies in good preparation. Prepare 
the press material from your establish- 
ment so that the story can be set in 
type with the minimum of editing. 

If you do this, you'll find your story 
in print in the news columns of the 
local newspapers instead of in the city 
editor’s well-filled wastebasket. 


News, Not Puffs 


Of course, these press releases of 
yours must have legitimate local news 
interest, and they must not contain any 
out-and-out advertising for your firm. 

Well, you ask, how do I go about 
preparing these local-level press re- 
leases. How shall I write them, what 
format should I use? 

Your local-level publicity releases 
will probably limit themselves to a 
few major subjects—new employes, 
trade trends, new building, inovations, 
leaving for conventions, etc. 

So, we'll simply write some sample 
press releases from the local level. 
Keep these model press release forms 
on file and use them when you want 
to cash in on some local-level publicity. 

For the sake of continuity, let’s sup- 
pose that this series of sample press 
releases deal with John Jones who 
owns the Jones Appliance Shop in 
Smithville. 

You can use these releases prac- 
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EASES 


Most local publicity releases that 

_ never get printed fail because they 
are poorly prepared or they have no 
news value. Here’s a short course on 
how to be your own reporter. 





tically word for word in your own 
home town, substituting, of course, 


the proper names, datelines and gen-. 


eral information. 

Slug your press releases with a large 
“PRESS RELEASE” stamp on the 
front page. This will immediately ear- 
mark your item as news, and it will 
give the release a more professional 
look. 

Here are the various categories and 
the sample press releases: 


PERSONNEL APPOINTMENTS 


Smithville, June 1—A veteran sales- 
man in the electrical appliance field 
has been named head of the home 
appliance department in the Jones 
Appliance Shop here, it was an- 
nounced today by John Jones, owner. 

H. B. Marks, who will arrive here 
to take over the new position, recently 
resigned his position as sales manager 
in the Rothrock store in Chicago. 

In making the announcement of the 
appointment of Mr. Marks, Mr. Jones 
explained that the new appointment is 
in keeping with the expansion plans 
for the local firm. 


SOCIAL AFFAIRS 


Smithville, June 1—Sunday will be 
a special holiday for the employees of 
the Jones Appliance Shop as the firm 
plays host to its workers at the annual 
spring picnic. 

John Jones, owner of the firm, in- 
augurated the idea of annual em- 
ployee picnics for his workers more 
than a decade ago. Since then, they 
have become a tradition among the 
firm’s workers. 

The picnic, to be held at Swallow 
lake, will be highlighted by games, 
contests and special entertainment for 
the firm’s employees and their fami- 
lies. 


TRAVEL AND CONVENTIONS 


Smithville, June 1—John Jones, 
owner and manager of the Jones Ap- 
pliance Shop, First and Main Streets, 
left today for Chicago to attend the 
annual electrical appliance trade show 
in the Windy City. 

Before returning to Smithville, Mr. 
Jones plans to make an inspection tour 
through several of the large electrical 
appliance manufacturing plants in the 
Midwest. 


BUILDING, REMODELING 


Smithville, June 1—The Jones Ap- 
pliance Shop—for the past decade 
located at the corner of First and 
Main streets—will soon have a new, 
modern home. 

The announcement was made today 
by John Jones, owner of the firm, that 
final plans have been completed for a 
new showroom and storehouse on 
Maple Street. The new building will 
feature all the newest developments 
in appliance store construction, he 
said. Work will start on the new 
structure immediately. It is expected 
that the new building will be ready for 
occupancy by Sept. 1. 


NEW DEPARTMENTS 


Smithville, June 1—Something new 
has been added to the Jones Appliance 
Shop, First and Main Streets—a 
model farm home kitchen featuring 
rural electrical appliances. 

John Jones, owner of the firm, an- 
nounced today that the firm will hold 
a special open house for farm cus- 
tomers to inaugurate the new depart- 
ment. 

“We feel that Smithville is essen- 
tially the center of a rich rural area 
that will grow steadily in the years to 
come,” Mr. Jones stated in his an- 
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nouncement. “We want to keep pace 
with the tremendous strides being 
made in rural electrification, and our 
new rural appliance department is de- 
signed to foster greater interest in 
electrical appliances on the modern- 
day farms.” 

The new model farm kitchen boasts 
Ai ccceecccveccesese . 


ELECTION TO OFFICE 


Smithville, June 1—John Jones, 
owner-manager of the Jones Appli- 
ance Shop, has been named to the 
board of directors of the National 
Association of Electrical Appliance 
Dealers, it was learned today. 

Mr. Jones recently returned from 
the annual convention of the group in 
Chicago. 

Always a leader in the electrical 
appliance industry, Mr. Jones has 
been a Smithville busimessman for 
the past 22 years. A pioneer in the 
appliance field, Mr. Jones said ...... 


TRADE COMMENTS 


Smithville, June 1—A steady in- 
crease in the use of electrical appli- 
ances in the Smithville area was 
forecast today by John Jones, owner; 
manager of the Jones Appliance Shop. 
Recently returned from the annual 
appliance trade show in Chicago, Mr. 
Jones said that the advance in the 
electrical appliance field “is simply 
amazing.” 


“Within the next 10 years,” he pre- [ 


dicted, “the duties of the average 
Smithville housewife will be cut toa 
minimum with the help of the new 
electrical appliances now on the market 
and in the research stage in the labora- 
tories of the large electrical appliance 
manufacturers.” 

He explained that the newest inova- 
tion in appliances..............+++ 


Well, the.e they are—actual news- 
paper releases written from the local 
level. They can be used by your firm 
as the occasion demands. 


These releases are written in strict | 


newspaper style. They’re ready’ to g0 
in the newspaper. 

So, next time you have some news 
for the local papers, pattern your ft 
leases after these models. 


If you do, your firm will profit by § 


hundreds of extra inches of free 
vertising—publicity. 
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SELF SERVICE, a section of the parts display at Electric Appliance Service Corp., 
Los Angeles. A dealer, right foreground, has picked up his parts in box, now has 
them entered on invoice at counter. Another, right rear, with invoice, pays the 
cashier. Another, at display left, seeking help, gets services of experienced parts 
counterman. All 27 tables are labeled, all parts segregated, priced, numbered. 


PANTS CAFETERIA 


A self-service display of washer, ironer and small appli- 
ance parts has cut in half the shopping time of 


Los Angeles appliance repairmen, but it is only one fea- 


ture of the Electrical Appliance Service Corp. 


By HOWARD J. EMERSON 


OMETHING new has been added 
to the appliance repair business 
of more than 4,800- dealers in 

Southern California. The tedious, time 
and money-consuming job of shopping 
for washer, ironer and small appliance 
parts has been speeded up with a num- 
ber of savings to the dealers and an 
increase in dollar volume to the parts 
supplier, through the development of 
a self-service parts “cafeteria” by the 
Electrical Appliance Service Corp., 
Los Angeles. But this innovation is 
only one of the developments made 
during the firm’s 24-year history of 


devoting itself to the service needs of 
appliance dealers and manufacturers. 
As developed by pioneer Wm. Vogel, 
and continued now by his son, W. K. 
Vogel, EAS incorporates many func- 
tions: washer, ironer and small appli- 
ance parts supply; traffic appliance 
repair and warranty service for 15 
manufacturers; electric motor repair 
and exchange, wringer and agitator 
repair ; washer and ironer repair serv- 
ice; and transportation damage repair. 

The newest feature at EAS is an 
attempt, says sales manager Ernie 

(Continued on next page) 
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SMALL PARTS and slower moving of EAS’ 100,000 different parts are stored 
in seven two-wall stockrooms as above. Catalogs on counter relate serial number 
to bin number. Dealer can serve himself, or request to have his order filled by 
counterman, as illustrated above. 


PAGE 67 











PARTS CAFETERIA (continued) 


MOTOR REPAIR DEPARTMENT is larger than many independent shops, has 


eight employees. 


Walsh, left. 


Hodas, 


themselves,” by providing the facilities 


“to help the dealers to help 
their 
minutes 
ich mean dollars to them.” To ac- 
\ ppli- 
Service has arranged the main 
West 


repair parts 


and 
“save the 


through which dealers 
servicemen can 
wh 


complish this end, Electrical 


ince 
floor of its headquarters on 
Venice Blvd. so that the 
of 68 brands of washers are stocked on 


) 


27 tables where dealers may serve 


themselves either visually or through 
reference to stock In addi- 
parts, the 
very small parts and hardware, which 


numbers. 
tion, the slower moving 
are stored in bins along the walls of 
an adjacent 
to the wish to 
stock locate the 
make their own selections. 


stockroom, are accessible 
dealer S look up 


bins 


who 
numbers, and 


As a result, 
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EAS keeps all types washer motors ready for exchange, has coils 
and armatures ready for quick replacement. 


Experienced motor worker is Hazel 


Right is department manager Don Galassini. 


nearly 100,000 different washer parts 
are within arm’s reach of the dealer, 
who thus can select the parts he needs 
for current jobs, replenish his own 
reserve stock of parts, as well as get 
ideas for further merchandising of his 
repair business—all without waiting in 
line for the services of a clerk and 
without waiting for the clerk to fill 
his order. The dealer’s only contact 
with EAS need be the filling out 
of an invoice and the paying of the 
cashier. 


First Step—A Counter 


The development of the cafeteria 
system came slowly. It started with a 
long counter on which Electric Appli- 
ance Service placed some of the more 
bulky but fastest moving items which 


PRECISION WORK for the washer-repairing dealer is handled in Electric Appliance 
Service Corp.’s special department where experts concentrate their efforts on 
repairing wringer heads and re-bushing agitators. 


FULL LINE of parts for 68 brands of washers makes up bulk of EAS self service 
salesroom display. Bulkier parts, replacement units, are displayed on wall; more 
compact items, such as laundry accessories, detergents, ironer covers, etc., are 


promoted on adjacent shelves. 


the visiting dealer or serviceman could 
pick up and take over to the service 
counter where he placed the rest of 
his order with a counterman. The 
success of this self-service counter 
led EAS to split it into tables about 
6x6 ft., with each table divided into 
sections to suit the size of the parts 
displayed. As the dealer-customers 
showed that they approved this method, 
the company increased to 27 the num- 
ber of tables. Of course, such an ar- 
rangement of thousands of parts would 
have been a madhouse without group- 
ing the types of parts and giving 
proper labeling both to the tables and 
to the individual parts sections. As it 
operates now, tables at the front of 
the room contain the parts for small 
appliances—those brands for which 
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EAS is the official service and parts 
headquarters. The center of the room 
contains the bulk of the parts display, 
that for washer repair. On the walls 


on both sides of these tables, large | 


washer replacement items, wringers, 
agitators and washer lids, are dis- 
played on shelves or hung on the wall. 
At the rear of the room, the tables are 
devoted to parts for ironers. 

Each table is identified by a small 


sign, raised three feet above the table, 
so the dealer may at a glance tell which | 
table contains the Maytag, Horton, § 


Easy, or other washer parts which he 
seeks. 


accurate identification in those mamy 
cases in which there are only small 
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ON SMALL APPLIANCE REPAIRS, company is service station for 15 national 
brands. Making use of an extensive stock, experts work on supplying parts for 
warranty replacement, handling complete service for non-servicing dealers. 





EXTRA BUSINESS for EAS, easier work for washer servicemen, comes from this 
display of special washer servicing tools being examined by; |. to r., EAS president 
Wm. K. Vogel; executive vice-president L. A. Ellison; salesmanager Ernie Hodas; 
and general manager C. D. Littleton. 


changes in the dimensions or design 
of the parts for various models of the 
same appliance. Another and very im- 
portant identification mark on each 
section is the factory price of the re- 
pair part—this saves argument and 
serves to let dealers know that the 
price is the same for all customers. In 
the adjacent stockroom for the smaller 
or slower moving parts, a catalog on 
the shelf enables the dealer to check 
the location of the bin containing the 
part he is seeking. 


Allied Items 


As a result of demand from dealers, 
as well as a means of building its own 
sales volume, Electrical Appliance 
Service has used some of the tables for 
goods other than parts, but which are 
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service department items. One table 
contains ironer supplies—roll covers, 
ironer dust covers, etc. Another fea- 
tures a complete stock of supplies for 
the washer repairman—hose fittings, 
packing, shims, taper pins, etc. An- 
other contains special tools for washer 
repair, a line of tools designed spe- 
cially to simplify the repair of wash- 
ers. These tools, made by Oberwegner 
Tool Co., Los Angeles, have been a 
steady, profitable sideline for EAS. 
Just as with the several other com- 
panies throughout the country, partic- 
ularly in the radio parts field, who 
have made use of self service, Elec- 
trical Appliance Service has experi- 
enced countermen available to help any 
customer locate and select the parts 
he needs. Although, after some ex- 


1949 








WASHER REPAIR, a complete service for dealers who do not service major 
appliances, is function of affiliated Ven Corp. Ironers, rapidly becoming standard 
home equipment, are now part of this operation. 





: 


TRANSPORTATION DAMAGE REPAIR is another Ven Corp. operation. Both 


dealers and distributors have damaged appliances repaired or rebuilt by these 
experts, while Ven Corp. assumes job of filing claims, waiting for payment from 
transportation company. Procedure has been simplified through experience. 


perience, few dealers require help, it 
comes in handy when the dealer is 
trying to locate a part with which he 
is not too familiar, or when a dealer 
or serviceman sends a messenger with 
an order for parts. 

EAS maintains no facilities for the 
delivery of parts by its own personnel, 
but it has shipping clerks to handle the 
packaging and labeling of those mail 
orders which will be sent either by 
United Parcel or Parcel Post to dealers 
in outlying communities. 


Savings to the Dealers 


While Ernie Hodas promotes the 
cafeteria plan to the long list of EAS 
customers—1,000 regular, 3,800 occa- 
sional—through the suggestion to 
“Help Us Help You Help Yourself’, 


his strongest selling point is the fact 
that he knows the cafeteria plan en- 
ables the dealer to cut his parts-shop- 
ping time in half. As the EAS records 
show that the peak volume each day 
is between 11 A.M. and 1 P.M., and 
that, on the average day, EAS sells 
1,000 parts, it is obvious that with the 
regular counter service system there 
would be either a discouraging wait- 
ing period for the dealer-customers or 
EAS costs would rise out of hand try- 
ing to supply sufficient countermen 
for this peak period. 

The self-service system results in 
the dealer being reminded of other 
parts which he may have neglected to 
put on his list, but which if needed 
during the week would require an extra 

(Continued on page 86) 
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FULLY 80% of the attic fan installations in the Chicago area have been standard procedure, with few 
unusual details. Usually, says Roy Braun of Chicago, the fan goes into the hall. 


Rill 


THIS RECIPROCATING SAW, operated over a vacuum 


cleaner, keeps homes tidy while attic fans are installed. 


Package Installation of Attic Fans 


Roy Braun, Chicago installer, asks for more out-of-season sales so crews may be broken in 


By TOM F. BLACKBURN 


NUMBER of gentlemen hit the 
ceiling last year when ELEcTRI- 


CAL MERCHANDISING published 
a story on an attic fan campaign in Chi- 
cago, where the utility sponsored sales 
featured by a flat charge for installa- 
tions. 

They claimed it couldn’t be done, 
that there many variables. 

Roy C. Braun, of Tempco Co., 1111 
W. Jackson, who handles these instal- 
lations, reported recently at the Hol- 
comb & Hoke convention that this 
belief that houses vary greatly was 
much exaggerated. 

“Fully 80 percent of the installations 
we have made have gone into the hall. 
In about 50 percent of the jobs you 
have had to add a penthouse or dormer 
because of the low roof. 


were too 


These jobs, 
being tailormade, cost the customer up 
to $250. About 25 percent have bought 


the control clock 


Truck Carries Everything 
rempco operates by 
truck 


sending out a 
containing that is 
The have a plan, 
ind the fan. In this truck are several 
drop cloths, one 6x6, another 8x10, an- 
14x16. In these are 


everything 


needed. workmen 


othe suit boxes, 
which are used to carry out any debris 
that turns up. 

In the truck are BX, 


about a dozen switches, a dozen june 


the necessary 


tion boxes and some lengths of lumber 
such as 1x12, 1x6, 2x4’s, and the like. 
Plastic plaster is carried. 

“We anticipate that the woman of 
the house is going to be at home and 
watch the job,” says Mr. Braun, “so 
the first thing we do is to spread the 
drop cloths where we are going to be 
operating. 

“Our first procedure is to ask the 
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housewife to move the bric-a-brac out 
of the way so that nothing can be dam- 
aged. Then, after spreading our drop 
cloths, the man we have left on the 
job goes up the stepladder and marks 
off the pattern of the ceiling shutter. 
We use an electric drill to find the 
joist, and never catch three joists 
within our pattern. If this happens we 
move the pattern slightly. 

“We call attention of the owner if 
the plaster is already badly cracked. 
That sometimes is marked on the esti- 


mate, so that wé will not be held re- 
sponsible for its condition.” 

The workman takes in on the job 
a Skilsaw, an electric hand saw, and an 
electric reciprocating saw, as well as a 
drill. 


A Clean Job 


A vacuum cleaner is started going to 
catch the plaster as it falls. In fact 
the hose is tied to the drill so it is 
grabbed as quickly as it comes loose. 
\s a result, there is no untidiness, and 





Installation No. 1 


made in ceiling. 
obtained from nearest outlet. 


proceeding with the installation. 


necessary. 


Installation No. 2 


Additional louver installed 


Installation No. 3 


Installation No. 4 


Air vents—each 


has been made 


Extension cord or outlet not included. 





TEMPCO SUPPLY COMPANY 
ATTIC FAN INSTALLATION PRICE SCHEDULE 


Installation of attic fan, suction chamber and ceiling shutter with opening 
Electric wiring and switch included when current can be 
If a separate line has to be run from the 
panel or the moving of electrical conduit, connection box or fixture located 
in the part of ceiling to be cut is necessary, an additional charge will have 
to be made. Necessary repairs to opening made in ceiling also included. .. .$50.00 


In cases of homes having loose or cracked plaster where the cut in ceiling 
is to be made, the contractor will notify the customer for authority before 
The installation prices above include 
repairs to opening on solid ceilings where no extensive plastering is 


Same as Installation No. 1 but includes an outside opening made and louver 
installed in homes of frame or frame and stucco construction. 
tile or brick are not included........ 


Store installation—install fan in present opening or window. Boxing in 
or framing and electric wiring included.. 


Store installation where air vents are required in partition............... 


Prices for installations other than the above will be furnished by us after a survey 


Additional louvers furnished but not installed—each..... Sekar alacee alain ee 
Electrical wiring included the installation only of a Comfortrol in place of a switch. 
The above prices also include the Horizontal Fans. 

Delivery and installation Sprouse 24 in. window fans..... 


Stucco on 


45.00 
18.00 


8.00 


5.00 
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the job goes in as slick as a whistle. 

Mr. Braun hooks on to the nearest 
attic outlet. At the start they used 
to catch a basement outlet but there 
is more of a load on these circuits 
than elsewhere. BX is dropped down 
the wall for a switch, and to this the 
control clock is added if it proves to 
be necessary. 

Getting the air out of the house is 
more of a job. In old homes with 
plenty of attic windows, this is usually 
no trick at all. In the modern, short 
timbered roof very frequently pent- 
houses or dormers have to be added. 
These are sketched to be in propor- 
tion to the rest of the house. If com- 
plicated they are frequently built in 
the shop and brought along. A hole is 
broken through the roof, flashing put 
in, and the dormer shingled over with 
matching shingles. Flashing is carried 
in the truck along with roofing cement, 
and the job is quickly made water- 
tight. 


Building Season Interferes 


The toughtest part of the job, points 
out Roy C. Braun, is the fact that the 
volume of business comes during the 
height of the building season, when 








eet ate 


PN takes 





| 


carpenters are busy, and as a result | 
it is difficult to recruit and train crews. | 


Putting in attic fans is a hot job, and 
very frequently carpenters prefer the 
easier work of housebuilding. 

Therefore, Mr. Braun suggests, it is 
highly advisable that future campaigns | 
offer inducements to close as mafy 
sales as possible before or after the 
season, to spread out the work. Ap- 
parently dating of the sale is not 
enough, and this will remain a problem 
that looms for the future to find a solu- 
tion. 

Contemplated Chicago prices for the 
1949 season by Tempco are shown i 
accompanying box. . End 





1949—ELECTRICAL MERCHANDISING 











~~ oe 





“uum 


alled, 


iistle. 
arest 

used 
there 
rcuits 
down 
is the 
yes to 


use is 

with 
sually 
short 

pent- 
added. 
ropor- 
f com- 
uilt in 
hole is 
ng put 
sr with 
carried 
sement, 





— 





—— 


water- 


, points 
hat the 
ing the 
, when 
. result 
| crews. 
ob, and 


fer the | 


sts, it is : 


npaigns 
5 many 
fter the 
k. Ap 
is not 
problem 
1a solu- 


; for the 
hown in § 


End 


DISING 









TT | 


Pioneered in the world’s busiest \—=— 
fl v6 


- packed NOW with - 


kitchens... 
































Here’s the automatic home dishwasher that has everything! Here’s the 
KitchenAid home dishwasher—sales-powered by principles long-tested by 
big Hobart commercial machines—as performance-proud, long-lasting and 
complaint-proof as you’ve learned to expect from other KitchenAid products. 
Check those features common to the finest dishwashers on the market now, 
then check the future features that KitchenAid brings you now. There’s your 

story ! For the most in sales—for the best in customer relationships—feature 
KitchenAid, built by Hobart, the world’s largest manufacturer of dish- 
washing, food and kitchen machines, See your distributor. 


FOR THE HOME 


Front-Opening, compact, counter- 
height, with top free work-surface. 


Capacity, complete service for ye / 

eight people. LLL é 

Drying. Separately-powered 
blower fan forces electrically 


heated air through entire 
chamber. 


feature | 
Quick, Easy Loading. 2 
independent racks (on 
separate roller tracks) 
give easiest, unobstructed 
dish-handling. Cups and 
glasses rest on angle for 
draining without inside 
“teardrops.” Silver,loaded 
vertically, receives thor- 
ough scrubbing. 


Time Cycle. Complete 
washing, double rinsing 
and drying cycle, 35 min- 
utes. Cycle may be short- 
ened with manual control. 
Opening door shuts off unit, 
suspends operation without 
interrupting time cycle. 





Completely Automatic in 
all cycles—wash, 2 power- 
rinses, circulated hot-air 
drying. Auxiliary manual 
control to advance cycles, 


“ ‘ , 4 % rs 
oe featulé 


Wash. Centrifugal pump 
circulates water through 
revolving wash arm as 
in Hobart commercial 
models. Six openings in 
arm provide most com- 
plete, most powerful, 
most effective coverage 
of entire area. 


one 
. j 
ra ve betsy 


Rinse. Two separate 
power rinses through 
revolving arm (not 
waterline pressure) 
rinses most thoroughly. 











Motor. Self-lubricating, Hobart- 
built. Guaranteed with entire unit. 


MODEL KD-20 (Cabinet Unit) Other Models: KD-10 {under counter, 
built-in unit); KD-30 (cabinet-sink-dishwasher 


combination), 
KitchenAid Mixers and Coffee Mills are outstanding in 


i CL CG, 1 
their fields, too, Plan a profitable future with this quality ie 


line of Food Mixers with popular attachments, Coffee Mills. the FINEST made 


KitchenAid Division * THE HOBART MANUFACTURING CO. © TROY, OHIO 
World’s Oldest and Largest Manufacturer of Dishwashing, Food and Kitchen Machines 
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“We are 


ae 50 YEARS YOUNG” 


Y ANNIVERSARY \ 


> Armstrong 
Products 
Corporation 


For half a century Armstrong craftsmen 
have given full-time attention to qual- 
ity materials that go into their products, 
to workmanship and to finish. 


When you show an Armstrong, its 
worth is immediately apparent to your 
customer—it practically sells itself. The 
only come-backs are compliments. 


Yes—when it’s an Armstrong... 
depend on it... you're selling 
the best of its kind! 





ARMSTRONG 
PORTABLE 
IRONER 








Gleaming chrome and white enamel finish. It’s the low priced qual- 
ity ironer with a 21-inch roll. Elbow control leaves both hands free | 


to guide clothes. Thermostatic heat control. AC current. Weighs 
30 pounds. Retails for around *$49.95. 


ARMSTRONG 920-V HEATER 


For natural, manufactured or LP gases. 
A real gem—a circulating heater that 
is fully vented. Gives off no gas fumes 
or unpleasant odors. AGA approved. 
Porcelain enamel—the lifetime finish. 
Color, brown. 19” high. 20,000 B.T.U. 
Retails around *$33.00. 


ARMSTRONG ELECTRIC 
No. 514 HEATER 


A sturdy little fellow made of 24-gauge 
iron in walnut or white porcelain 
enamel finish. AC or DC, 1320 watts. 
Only 15” high. Weighs 6% pounds. 
Retails for *$6.95 plus tax. 


ARMSTRONG LAWN SPRINKLERS 


Come in 3 different styles: the popular Aero-Mist, Original Foun. 
tain, Half Fountain and Special Fountain. All well made for long 
service. All made of brass except the Special Fountain which has 
brass top and zinc-plated steel bottom. 


We invite dealers to celebrate our 50th Anniversary 
with us—send for literature on any of above products, 
and get in on Armstrong profits. 


ARMSTRONG PRODUCTS CORP. 


Quality Appliances since 1899 
Huntington 12, W. Va. 


* Slightly higher West of Rockies & in Canada. 
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CHAIRMAN W. R. DABNEY, ironer division, AW & IMA, watches Mrs. Thomas C. 
Grimes, winner of first prize in the letter writing contest, demonstrate why she would 
like an ironer. 





Troner Drive 


Two-week test campaign in Decatur, IIlI., 
proves good selling and demonstration 
will move ironing machines in quantity 


HE results of the recent test pro- 

motion campaign -on household 
ironers in Decatur, IIl., has given con- 
clusive proof that there is nothing 
wrong with the appliance business to- 
day that can’t be corrected by good 
selling and hard work, according to 
W. R. Dabney, chairman, ironer di- 
vision, American Washer & Ironer 
Mfrs. Assn., and vice-president, Iron- 
rite Ironer Co. Leaders in the industry 
concurred with Mr. Dabney at the con- 
clusion of the two week joint drive 
which found most local retailers well 
satisfied with the outcome. 


Favorable Results 


One dealer stated that he had sold 
as many ironers in the two weeks as he 
had in the preceding year while others 
remarked that they expected to be 
closing sales for as long as six months 


to a year as a result of prospect lists 
developed during. the drive. Eighteen 
of the association’s 34 members here 
are retailers of household ironers. 

The Decatur drive was set up as a 
mass test of their various sales promo- 
tion methods and was based on a letter- 
writing contest which required wit- 
nessing an ironing demonstration in 
the store or home. Industry represent- 
atives said that the campaign was one 
which could be conducted with equally 
good results by any cooperative group 
of dealers in any community, or even 
on a smaller scale by one enterprising 
dealer. 


Different Sales Methods 


While it is not generally known, 


ironer manufacturers have had two 
theories on selling ironers. One 


(Continued on page 74) 





FIRST PRIZE of $50 was won by this window display in the hardware store of 
Morehouse & Wells. Exhibit typified advantages of automatic ironing over the hand .process 
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HERE’S WHY THE DUCHESS 
IS EASY TO SELL 


GUARANTEED FOR LIFE to original owner, 
against defective materials and workmanship. 


TRIPLE FLEX SPIRAL AGITATOR — Sturdy cast 
aluminum with bronze bearings for long 
wear. Washes ALL the clothes ALL the time — 
faster, cleaner and easier. Longer life for 
clothes. 


CONTROLS — Handy, separate operating con- 
trols for agitator, drain, wringer pressure, 
wringer safety release and wringer position. 


SILENT TRANSMISSION — Extra heavy gears. 
Precision machined. Ball bearing worm thrust 
and silent mesh clutch. Sealed in oil for life. 


WRINGER— Powerful Lovell Pressure 
Cleanser with balloon rolls, adjustable pres- 
sure for every fabric and instant safety release. 


MOTOR — 14 H.P., cushioned in rubber and 
mounted directly to transmission for positive 
alignment of the motor and worm shafts. 


LUBRICATED FOR LIFE— Permanently lubri- 
cated, in every part, at the factory. 


HI-BAKE FINISH— Gleaming white enamel 
baked hard and smooth in huge, gas ovens. 


UNDERWRITERS’ LABORATORY APPROVED. 


Meet the 
Duchess at 
Chicago 
July 5th-16th 


In Space S10A 
American Furn. Mart 


9 i Rees 
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WASHERS 
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Make every week 
National Home Laundry Week 
with the Big Value Duchess 


& 


iN 


The three BIG Duchess models are a triple threat 
in any market. Competitive in price—packed with 
selling features and extra values and with better 


vi \ 
i 
\ \ discounts to you, the Duchess line is a gold mine 
’ on today’s highly selective market. You'd better 


date the Duchess ¢oo/ 


Lift the Lid 
and Sell a Duchess 


The Duchess Triple Flex Aluminum Spiral 
Agitator is the most convincing and easily 
demonstrated selling feature you have. Women 
see it, and understand instantly, why the 
Duchess washes ALL the clothes ALL the time. 
Uniform agitation of the entire load means 
cleaner, faster washing—easier on clothes— 
up to 25% more clothes per hour. It’s a sure- 
fire sales maker. 










APPLIANCE MANUFACTURING CO. 
ALLIANCE, OHIO 
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CONSIDER THE ELECTRIC 
WATER HEATER SERVICE ANGLE 


.. and you have another BIG REASON why 


Sepco Electric Water Heater dealers pocket their profits 
instead of paying them out for a lot of costly service 
calls! 


e LESS SERVICE REQUIRED .. as proved 
by 1264 case histories! 

Records kept by a leading dealer show that, of 1264 
electric water heaters of various brands sold by him 
over a period of years, Sepco heaters required the least 
service by a wide margin. The experience of dozens of 
other dealers has been similar. 


e 12 MINUTES FOR A PLUMBER'S HELPER 


When trouble does develop, Sepco design makes it easy 
to fix. Even the thermostats and hot center convector 
heating element can be replaced in 12 minutes by a 
plumber’s helper. You don’t have to drain the tank to 
make these replacements, hence you don’t have to wait 
for it to refill to make certain there are no leaks. 

You save, valuable time! 


i OP OER, 
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Sepco Heaters are easier and more profitable to sell 





(above) 
Protected thermostats—immersed but 
quickly replaceable without draining 
the tank. 


(below) 

Famous flexible Sepco hot center con- 
vector element “out and in” in a jiffy— 
again without draining the tank. 



















EXCLUSIVE! 


4-foot hot cen 
ter convector 
for faster, 
more econom- 


ical heating- 





FAMOUS 
FIRST NAME IN 
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In short, Sepco makes your selling easier by giving you 
exclusive features for downright heating efficiency that 
no other heaters can match. And, in addition, Sepco 
service features protect your profits—doubly assure 
customer satisfaction. 


Write today for details of a profitable Sepco dealership 


AUTOMATIC ELECTRIC HEATER CO., 
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ELECTRIC WATER HEATERS 


JUNE, 


Pottstown, Pa. 
Specialists in Electric Water Heaters exclusively ...FOR OVER A THIRD OF A CENTURY 
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Ironer Drive 
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method is to move the merchandise off 
the dealer’s floor by store demonstra- 
tions; the other is getting the ironer 
into the housewife’s home and teaching 
her how to use it. 

As a consequence, it was decided to 
hold a test in Decatur, population 
65,000, to discover which method sells 
most effectively. Decatur was chosen 
because it is evenly balanced between 
rural and manufacturing resources, 
according to Hary E. Chamblin, Iil- 
nois Power Co. The town has approx- 
imately 10 percent saturation on iron- 
ers. Oddly enough, more cabinet-type 
ironers were sold last year than port- 
ables. There are approximately 70 
dealers in town today, a drop from 
135 in 1945, and a gain from 45 before 
the war. 


Dinner Starts It Off 


This was the kind of market in 
which the ironer committee of the asso- 
ciation decided to work and in which 
Mr. Dabney, Joseph Groshans of Sim- 
plex, and Hoy McConnell of Horton 
put on the campaign. Retailers were 
given a boost at a “kick-off” dinner 
as teaser advertising began at once in 
the city’s two newspapers, the theme 
of which was a cryptic statement, “It 
Will Take You Off Your Feet.” Then 
newspaper advertising broke with full 
pages carrying the names of all dealers. 
Radio station WSOY made frequent 
daily announcements; prize contests 
for the best display windows, salesmen 
booking and completing the most home 
demonstrations and making the most 
ironer sales were designed to enlist 
full dealer cooperation. 


Husbands Buy Too 


Mrs. Prudence Wilson Scott, home 
economist, Crum Distributing Co., 
Bendix wholesaler, who has worked 
with dealers all over the Decatur area, 
said that 50 percent of the ironers 
today are bought by husbands. “Tf 
there were some way to discover the 
names of expectant mothers in the 
community, an amazing ironer business 
could be done. For at this time, hus- 
bands are extremely considerate of 
their wives and will buy anything that 
will make housekeeping easier; and 
ironers are bought to save strength.” 
She said that some 33 percent of the 
ironer sales in Decatur are being made 
by telephone. 

Mrs. Scott has discovered that any 
woman with physical trouble such as 
arthritis is particularly susceptible to 
an ironer presentation. Her best sales 
argument on ironers is as follows: 
“Owning an ironer is like having a 
maid. It does your work and you 
supervise.” She thinks the income 
level of ironer owners is about $250 
a month up. If a salesman gets a 
peek at a home, the presence of arti- 
cles such as Dresden china and grand- 
father clocks would seem to indicate 
wealth and the ability to buy one 

Scott Baulos, whose window won 4 
$25 prize, had two salesmen out work- 
ing the ironer territory on leads de- 
veloped by girls. Mrs. Helen Baulos, 

(Continued on page 76) 
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NESCO BROILER-GRIDDLES 


Nesco Broiler-Griddle No. 3012A (above) is for both Model 
109 and 126 roasters, fits into the cover hinge bracket. 
Fries bacon, eggs, wheat cakes on top. For broiling, meat 
is placed beneath the element, on the roaster’s adjustable 
rack, Griddle plate removable for washing. Broiler-Griddle 
No. 3013 (not shown) fits Model 125 roaster. 
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PORTABLE ELECTRIC TIME CLOCK 


Model No. 128. Turns any 
appliance on and off at pre- 
set times. May be moved or 
placed in any convenient spot. 
It is also a regular electric 
kitchen clock. 
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The Broadest 
e for the Largest 
Profits! 





NESCO OVAL 6-QT. ROASTERS 


Model 7015 (above) has te th tat with sig- 
nal light. Stainless steel cover, removable black porcelain 
enameled cooking well, white baked enamel finish. with 
contrasting black trim, U. L. approved cord set, food rack 
and recipe book. Model 7014 is identical except that it has 
HI-LO heat control and white p lai led cover, 














NESCO ROUND CASSEROLES 


Model 4212 (above) has thermostatic control, 27/4 -qt. 
capacity, white baked enamel finish with black trim, white 
porcelain enameled cover, removable black porcelain enam- 
eled cooking well, U. L. approved cord set, recipe book. 
Ideal for cooking casserole dishes and small roasts. Model 
4211 is identical except that it has HI-LO heat control. 


NATIONAL ENAMELING AND STAMPING COMPANY 


Executive Offices: 270 North 12th Street, Milwaukee 1, Wisconsin 


Sales Offices: Merchandise Mart, Chicago ¢ 200 Fifth Avenue, New York 
Candler Building, Atlanta « Ambassador Bldg., St. Louis 
Western Merchandise Mart, San Francisco 
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(eminion AppLiANCES 


Here are gifts worthy of “all out” promotion! The 
season is here—in fact, every month is opportunity 
month in the bridal market when promoting these out- 


standing appliances! 


THE “GRID-O-MATIC” (above left) - Breath taking, modern 


styling . .. every day utility. Makes huge, tempting waffles with 
uniformly good results. Or, quickly turn the same grids (no extra 
set of grids to store) and you have a spacious grilling surface that 
becomes invaluable. So handy, so dependable and so many uses! 
No wonder the “Grid-o-matic” is winning praise everywhere! 


THE “POP-O-MATIC” TOASTER - Another new member of the 
Dominion line of “Family Favorites” which has also won imme- 
diate acceptance. Superb styling, mirror-like chrome finish, ap- 
petizing toast, shaded to taste, combine to provide a toaster that 
would delight any bride—young or old! 


Makers of a full line of table appliances—avail- 
able through reputable distributors across the nation. 


DOMINION ELECTRIC CORPORATION 


MANSFIELD - OHIO 


See the DOMINION line at 
Booths No. 464-466 


Housewares Show - - Atlantic City | ' 
July Hl to 15, 1949 ae 
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his wife, does the demonstrating in 
the store at 905 Wood St. Mr. Baulos 
puts his effort behind console ironers 
as they justify sending out a home 
economist to follow up sales and teach 
the owner actually how to use it. His 
aim is to have one sale lead to another. 
It is only when the ironer is. appre- 
ciated that he feels the chain of sales 
will continue. 

Paul Fiock, Morehouse & Wells, 
won $50 for completing the largest 
number of ironer demonstrations in 
homes in the campaign. The firm also 
received a prize of $50 for having the 
best contest display window. 


Toy Irons Attract 


Morehouse & Wells is a hardware 
store with a separate appliance divi- 
sion headed by Harold C. Vandervort. 
Besides the use of displays, all sales- 
men on the floor wore toy irons 
around their necks which attracted 
customers and led to ironer questions. 
All company delivery trucks had ban- 
ners, and demonstrations were con- 
ducted every day both on the floor and 
at the power company. Any salesman 
steering a prospect over to the ironer 
demonstration received a $1 award. 
If the customer bought, the salesman 
got another dollar. The seven people 
actually selling ironers were divided 
into two teams with the winners en- 
joying a steak dinner and the losers 
beans. Morehouse & Wells reported 
putting out 114 ironers on demonstra- 
tions resulting in 30 sales. The com- 
pany feels that it will continue rotating 
at least 30 ironers on a trial basis. 


Contest Winners 


First prize in the contest “I want a 
1949 ironer because. . . .” went to 
Mrs. Thomas Grimes. Baulos Ap- 
pliances and Decatur Dry Goods Co. 
both won $25 awards for window dis- 
plays. 

The success of the campaign may 
best be summed up perhaps by the 
remark of a Decatur housewife who 
said, “I've heard more about ironers in 
the past four days than I did in ten 
years before then.” End 
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“HERE’S SOMETHING NEW—AN ELECTRIC 
HOTFOOT!” 
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APPLIANCES and UTENSILS 


Ba @ ( _ SOIUOS......... {0 Ul SUTOOWS......... $0 tt SOULS 


and heres how tts done: 
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a A table broiler cooks on the spot 


a New fans keep you cooler 


Se S 


a Time-saving tools—there’s a 


—_ 


faster way for each job 


_— 


= Your kitchen isn’t any older than what’s in it 


= Make your old kitchen look like new 


ee ee 


a The electric drill 


a Electric night stand 


a ae ee - eee 


Look at the article titles above. They all tell how to improve home 
living. 


nia a oa io 


Then notice the list of advertisers at the right. Their messages in 
Better Homes & Gardens follow through on the articles — and tell 
what to buy to bring about the improvements. | 





Here’s another example of BH&G 100% service. If the article or ad | 
isn’t about better living, it isn’t in BH&G. Let the other magazines | 
run fiction and confessions! 


Is this no-nonsense content popular? Evidently it is—because it screens in more 
than 3,000,000 readers who pore over every issue from cover to back page. 


They’re people with above-average incomes who are eager for new ideas, new 
products, new facts, pertaining to the home. And they don’t care whether the 
information comes from an article or an ad; the two go hand-in-hand here! 


29 aE a. 








Is it any wonder that so many advertisers in your field use Better Homes & 
Gardens so regularly? 
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These products are advertised 


APPLIANCES 


DISPOSAL UNITS & 
DISHWASHERS 


American Kitchens 
General Electric 
Hotpoint 


DRYERS 


Hamilton 


HOME FREEZERS 


Amana 

Coolerator 
Deepfreeze 
Frigidaire 

Gibson 

Harvester 

Tyler HarderFreez 


IRONS & IRONERS 
Arvin 
Knapp-Monarch 
Speed Queen 
Sunbeam 

Thor Gladiron 


MIXERS 


Dormeyer 

Hamilton Beach 
KitchenAid 

Sunbeam Mixmaster 


RADIOS & TELEVISION 
Admiral 

General Electric 
Magnavox 

Motorola 


Stromberg-Carlson 
Zenith 


RANGES 
Admiral 
American Gas 
Caloric 

Estate 
Florence 
Frigidaire 
General Electric 
Gibson 

Grand 
Hardwick 
Hotpoint 
L&H 





Magie Chef 
Norge 
Presteline 
Roper 
Tappan 
Universal 
Westinghouse 


REFRIGERATORS 


Admiral 
Coolerator 
Crosley 
Frigidaire 
General Electric 
Gibson 
Harvester 
Kelvinator 
Philco 

Servel 
Westinghouse 


TOASTERS & WAFFLE IRONS 
Knapp-Monarch Waffle Iron 


Toastmaster Toaster 


VACUUMS 
Air-Way Sanitizor 
Cadillac 

Hoover 

Lewyt 

Rexair 

Universal 
Westinghouse 


WASHING MACHINES 


Dexter 

Easy 

Frigidaire 

Maytag 

Speed Queen 

Thor Automagic 
Universal 

Westinghouse Laundromat 


OTHER APPLIANCES 


Arvin Grill 

Arvin Lectric Cook 

Bissell Sweeper 

GE Lamps 

General Floor Polisher 
Kampkold Portable Refrigerator 
K-M Corn Popper 

K-M Liquidizer 

Majestic Incinerator 

Nesco Roaster 
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in the April, May and June issues 


Seth Thomas Time 
Westclox Time 
Westinghouse Appliances 


HOUSEHOLD SUPPLIES & 
UTENSILS 

Aristo-Mats 

Ball Canning Equipment 
Briddell Knives 

Dazey Kitchen Helps 
Edlund Can Openers 

Edlund Egg Beaters 
Ekcoware 

Everedy Ovenola 

Flint Knives 

Guardian Service 

Kerr Canning Equipment 
Kwicky Juicer 

Met-L-Top Ironing Table 
Mirro Aluminum 
Mirro-Matic Pressure Pan 
Nesco Pressure Pan 

Nichols Aluminum Clothesline 
Paper Plates 

Presto Cooker 

Revereware 

Rubbermaid Housewares 
Sealright Containers 

Taylor Cooking Thermometer 








of Better Homes & Gardens 


C-E Heatmaster Water Heater 
Coleman Water Heater 
Deming Water System 
Emerson Fans 

Fairbanks, Morse Water System 
Frigidaire Water Heater 
General Electric Water Heater 
Goulds Water Heater 

Goulds Water Pumps 

Home Utility Tools 

Honeywell Controls 

Myers Water System 

Palmer Sno-Breze Fans 
Penberthy Sump Pumps 
Readylite Flashlights 


heller Homes 


and Gardens 


Mitts list Strate Mayasie 


Tel-Tru Meat Thermometer 
West Bend Aluminum 


WIRING & TELEPHONE 


Autosonic Electric Eye 

Bell System 

Burgess Batteries 
Cutler-Hammer Multi-Breaker 
Davis Ironing Cord 

Delta Lanterns 


‘Edwards Door Chimes 


Kirlin System Lighting 
Lightolier Fixtures 

Onan Power Plants 

West Dodd Lightning Rods 


MISCELLANEOUS 
ELECTRICAL 


Aeropel Fans 


SCIUOS 


$0 tl SCIOCHS 


50 tt Sells 


Rheem Water Heater 
Robertshaw-Fulton Controls 
Ruud Water Heater 
Smithway Water Heater 
Stewart Exhaust Fans 
Toastmaster Water Heater 
Torrington Fans 

Universal Water Heater 
Vornadofan 

Westinghouse Fans 


White Water Heater 
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Dymisg lomic 


Everhot gives you brand new items, designed, styled—and priced—for 
today’s market. Here are new numbers that will pep up your whole appli- 
ance operation, renew and stimulate the interest of the housewife and 
squarely meet the increasing accent on thrift. 






No. 858 
EVERHOT ROASTERETTE 


Couldn't be a better deal for both dealer, cus- 
tomer—a roaster, a cooker, a baker, a casserole 
all in a single beautiful unit. Inset pan. 3-Quart 
capacity. 2-Heat control. With inset pan $9.95, 
with inset pan and trivet $10.45. Inset only 
$1.89. Trivet only 50c. Both fit Everhot No. 851 
Roasterette. Many dealers are making thousands 
of No. 851 owners happy by telling them. 














No. 927 EVERHOT 
ELECTRIC TIMER CLOCK 


Here is the up-to-date Timer Clock—one the dealer can sell 
—one the housewife can use. Gives double value to every 
appliance. Makes possible many profitable “automatic cooke 
ing” promotions. And only $10.95. _ 





Enclosed, Tuttle and Kift tubular heating unit. Fast heat—boils in 62% of time required 
by standard unit. Unit swivels up for easy cleaning. Top deck remains cooler. Only $41.95. 
(On full size ranges T & K units command an extra charge.) 


No. 940 
EVERHOT OVEN 


Embossed aluminum. Stylish hammered finish. 
Plenty of room for fowl, or large roast, 2 pies or 2 cake layers. 
Especially designed for the new 828 Rangette. Also fits all 
Models 820 and 821. Priced at only $10.00. 


SPECIAL— 
$67.04 FOR JUNE BRIDES 


Everhot 905 Roaster, 901 Cabinet, 927 
Timer. All for $67.04 (including dealers 
tax on the Timer). Compare this for qual- 
ity, quantity and price. 


sPECIAL— 
$13.95 THE HEATER BARGAIN 


Right in the groove is Everhot 915 Air-Flo 
Fan and Heater. Two-fold utility—double 
value. Refreshing coolness for hot days and 
nights, quick warmth for chilly rooms, raw 
days. All in one beautiful compact unit for 
only $13.95. Air-Flo Fan Heater only$11.95. 





Continuously Featured 
in Everhot 
National Consumer 


Advertising. 








Immediate Delivery. Phone—Wire—Write 


THE SWARTZBAUGH MFG. COMPANY 
TOLEDO 6, OHIO 


EVERHOT PRODUCTS 


ROASTERS - HEATERS - BLANKETS +» APPLIANCES 
PAGE 80 

















TV as a Load-Builder 


Much depends on whether the cus- 
tomer learns to look at TV with the 
light on, or off, Detroit Edison finds 








ITH television sales reported 

in Detroit to be running as much 
as 50 percent of the major appli- 
ance department, Fred A. Compton, 
general sales manager, Detroit Edison 
Co., declared recently that it behooves 
the utility to make a study of what tele- 
vision means in the way of power con- 
sumption. 

Speaking at the 15th annual sales 
conference of the Edison Electric Insti- 
tute recently, Mr. Compton sketched a 
picture of what he found. Taking a 
sample of the 25,160 sets then in use 
in Detroit (today there are 34,800) 
Detroit Edison installed recording de- 
mand meters and kw.-hr. meters ap- 
paratus that weighed 55 lb.—to keep 
tab on possibilities. Here is the sum- 
up: 

1. Average television wattage, 255 
watts, 

2. Demand factor—91 percent of the 
city’s television sets were in use si- 
multaneously. Peak reached at 9 pm. 

3. The average television receiver 
is in use 22 percent of a 24-hr. day. 


They Turn Off the Radio 


4. Assuming television owners 
would be using radios if the television 
set were not operating, Detroit Edi- 
son estimated that the increase in net 
load is the difference between tele- 
vision and radio wattage, approxi- 
mately 150 watts per set. 

5. With 25,660 sets in use at the 
time the study was made, at 150 watts 
per set it would increase the load 3,849 
kw. 

6. Television customers’ monthly 
bills increased 18.3 percent, of which 
11.2 percent is due to television and 
7.1 percent to additional lighting and 
other appliance use. Average residen- 
tial customer bill increased 6.8 percent 
during the same period, indicating a 
close correlation between the sample 
and all residential customers. 

7. Average television set uses 9.944 
kw. hr. per day. 

At the start, television had its bap- 
tism in the tavern, but at the present 
moment about 93 percent of the De- 
troit television sets are in residences, 
7 percent in commercial establishments. 
Owners in the upper income group 
comprise 11 to 12 percent; in the upper 
middle, middle, and lower middle 
groups, 79 percent: lower, 10 percent. 
In Detroit purchases in the lower in- 
come group are increasing. 

Television was introduced in Detroit 
June 3, 1947. The first station, WWJ- 
TV, started running 30 hours a week. 
Today it operates from 45 hours a 
week to 70. The second station, 
WXYZ-TV, opened Oct. 9, 1948 with 
19 hours of programs. Today it is on 
the air from 30 to 35 hours. The third 
station, WJBK-TV, began Oct. 24, 
1948, with 9 to 12 hours daily. This 
has increased from 21 to 24 hours. 
The network came into Detroit Sep- 


JUNE, 


tember, 1948. The radius of television 
owners extends out 50 miles, it is esti- 
mated. 

The number of television sets in use 
throughout the U. S. increased by 
460 percent in 1948, Mr. Compton said, 
with its total of 858,200 receivers in 
service at the end of the year. “It is 
estimated there will be 3 million sets 
operating by the end of 1949, and 18 
million by 1953,” he declared. 


Wide Acceptance 


Stressing the wide public acceptance 
of television, Mr. Compton said there 
are 50,000 sets installed in areas where 
transmitters are in the construction 
stage and sets have been purchased 
in anticipation of the completion of 
construction. About 45 percent of the 
American people are located in areas 
now served by television, with net- 
works having a potential audience of 
30.3 percent of the total population and 
local transmitters covering 14 percent. 
During 1949 the number of stations in 
operation is expected to increase from 
the present 51 stations in 31 cities to 
131 stations in 69 cities. 

One of the moot questions bothering 
utilities is the amount of house light- 
ing there will be employed while a 
television set is operating. So up in the 
air is the question of combining house 
lighting and television operation that 
E. W. Commery of General Electric 
Co., Nela Park, declares that his firm 
will release nothing until September, 
when studies will be presented at 
French Lick. 

At the present moment, due to the 
movie-mindedness of the public, house 
lights are usually shut off when a 
television program is in progress, ex- 
perts say. 


Not Like the Movies 


This carryover is due to a lack of 
understanding of the difference be- 
tween the commercial movie house and 
television. Reason for darkness in 
theaters is due to the fact that there 
actually is very little light on the 
screen and darkness permits this scant 
light to create the effect of hot tropical 
sunshine or mellow moonshine. 

Most home owners under-estimate 
the amount of light in their television 
projector. Here is a device that per- 
mits increasing the intensity of light, 
or altering the contrast of the picture. 
People who have taken photographs of 
television screens are amazed at how 
it burns up their film unless properly 
metered. It is sufficient to compete, 
light-wise, with ordinary room lighting 
or even daylight. 

However, the experts are slow in 
making pronouncements on room light- 
ing because future dramatic values may 
enter in just as they have in the theater, 
and this may result in new concepts on 
how to present the television a 

En 
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Wlew! MORTON ELECTRO-DRAIN 
An automatic sanitary garbage dis- 
poser. Shreds refuse and flushes it 
away. Fits sinks with 342” to 4” drain 
openings. 











@ They're ail new... the Rotashelf, the Electro-Drain, the Space- 
User. They're outstanding examples of progressive Morton design- 
ing and engineering ... aimed at giving Morton dealers the line to 
interest women who want the utmost in kitchen convenience and 
appearance. 

They make Morton “Work Centers” —range, refrigerator, and sink 
—more practical than ever. They increase the usefulness of Morton 
Cabinet Sinks, Base Cabinets, and Pantryettest. They fit right into 


the Morton Unit Sale plan, which enables the purchaser to modernize 
her kitchen a step at a time. 

And they are available now, with the complete Morton line, thanks 
to the steady brightening of the production picture. Investigate! Write 
us, and we'll immediately put you in touch with the Kelvinator dis- 
tributor who handles Morton products in your territory. 


tTrade mark reg. 


Morton. 





MORTON MANUFACTURING COMPANY 
General Offices: 5125 W. Lake Street . Chicago 44, Illinois 
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Wlew! MORTON ROTASHELF* 
A corner base cabinet with slide- 
back door. Three revolving shelves 
give easy access to ample storage 
capacity. *Patent applied for 


iere are 3 HEW TEASOWS 


Vewl 
MORTON SPACE-USER 


Utilizes leftover space. 
Has hard-maple cutting- 
board top and divided 
space for large 
trays and slide- 
out towel rack, 
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Titidchocrs will enjoy the quality of tone, unusual 

y, and “different” note of RCA Victor’s remarkable 
new radio. They'll hear their favorite standard 

. programs through the “Golden Throat” on either 
AC-DC current . . . or with the self-contained battery. 


The 9BX56, like all RCA Victor instruments, has 
faster turnover because it offers your customers 
highest possible quality at a fair price. Give it a 
good spot on your display floor. 





ONLY RCA VICTOR 
HAS THE “GOLDEN THROAT” 








Fil 
ROA fICTOR @® 


ONLY RCA VICTOR MAKES THE VICTROLA Victrola”—T, A. Reg. U. S. Pat. Off DIVISION OF RADIO CORPORATION OF AMERICA 
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Here's why your profits 
are greater with this 


RCA VICTOR | 


Higher qualiy and oulstonding selling points of” 
ALL RCA VICTOR insTrumenis keep Tenover high / 


features tor faster QEXO6 summer sales! 





lalk up These va big 
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Indoors or Outdoors .. . in the den, 
on the porch, in the garden. Here’s a 
table set which plays on AC or DC 


current, or on a self-contained battery. 


 QN 
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Plays while it Travels . . . from indoors Comfortable Swinging Handle ... 
to outdoors, from one table to another. It’s that recesses in the case when the set is not 
a well-balanced set, too, for easy carry- being carried. It’s a sturdy handle, too— 
ing—and there are no protruding parts. made of gold-colored forged aluminum. 


RCA Victor developed and 
marketed the first portable radio. 
Then they led the field in the 
presentation of the first personal 
type radio. Now—RCA Victor is 
first again with a sensational new 
indoor-outdoor radio. Added 
proof that you'll always be first 
with the RCA Victor line! 


It§ another 
example of 


RCA Victor 
leadership 














Striking Design . . . with inset case 
3 ends and wide center strip in rich simu- 
) lated alligator plastic. Large airplane type 
dial is concealed with alligator effect plas- 
H tic drop door. Interior design of clear 
plastic with gold-colored background. 





se 


[CA 


RCA VIC TOR—World Leader in Radio... First in Recorded Music 
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You are cordially invited to visit us at the N. A. M. M. Show 
Hotel New Yorker, July 25—28 - East Room and Booths 1, 2 and 3 











... First in Television 
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MODERN 


tutomatic ELECTRIC 
WATER HEATERS 





Design 
Built @ 


Lowest-priced top-quality 
heaters on the market! 
+» with NEW Black Heat Band Type Surface Elements 


Talk about competition beaters in electric water heaters— 
here they are! The new model MODERN’S—jam-packed with 
the fast-selling, profit-making features your customers want. 


Ever see a better looking job? That’s sure to catch the 
shopper’s eye! But what's inside is what really counts. 
Black heat band type surface heating elements—heat scrubs 
entire tank sidewall, providing hot water quick. Scientifi- 
cally designed cold water baffle—over 95% of tank capacity 
can be drawn without appreciably dropping temperature. 
Surface type super-sensitive snap action thermostats— 
easily adjusted to any temperature. Built-in heat trap pre- 
vents back circulation on hot water line. Extra heavy 
blanket type insulation covers entire tank. Magnesium 
anode and 10-year warranty available on all models. 


And look at these low retail list prices:* Full 55-gal. 
capacity models from $123.50 to $139.50; 82-gal. models 
from $162.50 to $179.50! 


it all adds up: MODERN’S the line for sales and profits. 
See your jobber—or write for full details. 


*F.0.B. factory —Fed. and State taxes additional 


5%5 Gal. Spot Purpose Heater 
With magnesium anode and 10-year tank warranty! 
Model A-5—provides 12 to 15 gallons of usable hot 
water when tempered with cold. Big seller for cot- 
tages, tourist cabins, service stations, offices, etc. 
Plug-in type—110-v. A.C. Adjustable automatic ther- 
mostat. Priced to retail at $49.50.* 


MODERT 


WATER EQUIPMENT COMPANY, WEST CHICAGO, ILLINOIS 


WATER SOFTENERS * FILTERS * WATER HEATERS 
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New, long-life, high-efficiency black heat band 
type elements * Adjustable snap action thermo- 
stats * Extra heavy steel tanks, electrically 


hot dip galvanized * Heavy insulation « 


Magnesium anode and 10-year warranty at slight 
extra cost * Heavy steel jacket * White Dulux 
finish baked on for long life * Actual 55-gal. 
and 82-gal. sizes. 


®© 


All models tested and approved by Underwriters’ 
Laboratories, Inc., and carry U.L. label. 








COMPLETE LINE OF WATER SOFTENERS 





Paced by the outstand- 
ing Model MXR-A—the 
only softener with RE- 
GENETROL Dial-Con- 
trol Valve, MODERNEX 
triple-action high ca- 
pacity synthetic zeolite, 
SIGNALARM timer, and 
BRINE HYDROMETER. 
Sizes and models for 
all family requirements, 
and for any hardness 
of water. See your job- 
ber now —or write for 
catalog and price list. 
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Video Sales Crop 


CONTINUED FROM PAGE 65 comms 





A: Television is new here but many 
sets have been in use for 10 years in the 
East. There will be improvements in 
RCA Victor TV as in every im- 
portant thing we use, but if you wait 


| each year for the new model to come 


out, you will never have a set and 
you will miss all the enjoyment that 
TV could bring you and your family 
right now. 


Get the Customer to Handle the Set 


Showing the customer how to oper- 
ate a television set and then getting 
him to tune it for himself is a big step 


| towards closing the sale, according to 


Lyman’s teaching. After the customer 
has satisfied himself as to the worth 
of the instrument, offer him a choice 
of two good things, “Do you want the 
set in walnut or mahogany?” or 
“Which evening could we make a 
demonstration in your home, Tuesday 
or Thursday?” 

Embarrassingly realistic skits were 
prepared by Lyman and dramatized 
by the students who saw themselves 
killing sales by a slovenly approach or 
poor follow-up. Salesman Sam _ re- 
minded the customer to look him up 
if he decided to buy “because my kids 
all need new shoes.” Another au- 
thoritative fellow spoke of coming new 
developments in TV “which will 
probably obsolete everything we have 
on the floor.” 


The Right Answers 


The final skit which was developed 
in the class group was made from the 
suggestions of each individual mem- 
ber. The strong approach, the clear 
explanation, the questions likely to 
arise and the positive follow-up were 
produced from each salesman’s experi- 
ence and ideas and coordinated into 
a pattern for sales action. 

Today Glenn Earl is satisfied that 
his dealers and their salesmen are 
prepared to sell television to a ready 
public. The summer fallowing is done 
and the harvest will follow. End 

















“COME IN, YOU OLD BATTLE-AXE, AND BUY 
SOMETHING BESIDES A COUPLE OF FUSES!” 
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ped She can’t wait... she has a mil- _ resistant service and sparkling good 
the ) lion and one things to do...she looks. And you can tell them 
— wants your story in a hurry. Ani DULUX is rigidly pre-tested, too! 
‘’ there’s no better way to give a If your manufacturer supplies 
ere speedy sales talk on the finish than 


y Si you ‘“Dulux’’-finished appliances 
by pointing tothe DuPont “Dulux” = jthout the seal, ask him to in- 
seal. 


eri- 


7” clude it in the future. It’s an ideal 


that USE THE DU PONT SEAL With that one gesture, even the way to establish quality . . . helps 
re TO CLOSE THE DEAL most difficult prospect begins to Win more sales for you! 
ady | 



































td pay attention. For quality-wise HERE'S SELLING MADE EASIER! Free 
End ‘ customers the nation over recog- new informative booklet gives you 
It, identifies poe Ss * nize the name “Du Pont.” The profitable “selling points” for ap- 
i seal is their assurance of a finish pliances finished with ‘‘Dulux.” 
leading home appliance finish “\ that gives years of washable, mar- Send coupon today for your copy. 
wl ay \ 
a] / 1 ~ 
Al og 
= | 
‘| ] | ia. ~~ CCC 
, a t . (Inc.) 
fi — r¥ | Finishes Division, Dept. E.M. 96 ™ 

















| Wilmington 98, Delaware 


= | Please send, free of charge, your new illustrated booklet, ‘‘Inside 
| Information on the Outside.” 




















| 








| Name : _Title _ ae 
| Firm en i * i 
» 4 I ———— —— in 
BETTER THINGS FOR BETTER LIVING | 
ei i celtict Met. it hes of REG. U. 8. PAT. OFF | City . i ‘a 
: 
Pc ee ee ce EE ES Se ce 





ING © ELECTRICAL MERCHANDISING—JUNE, 1949 PAGE 85 





































































AUTOMATIC HEATING 


VY WITHOUT ELECTRICITY 
¥ WITHOUT HAND DIALING 


give you these powerful 
sales advantages 


TODAY buyers demand automatic heat. Only Gopher 
gives that under all conditions. Today, buyers demand 
economy of operation. Gopher Oil Heaters are the most 
economical on the market—because Gopher patented 
pilot flames burn only 6/10s of a gallon of oil in 24 hours. 
Most heaters burn 2 gallons in the same period. Today, 
buyers demand even heat 24 hours a day. Gopher Oil 
Heaters, due to exclusive “‘modulating control’’, give 
that. Room temperatures can 
vary less than 2 degrees no 
matter how suddenly or to 
what extent outside tempera- 
tures rise or fall. 





A Gopher Oil Heater with 
modulating control was in- 
stalled in a small home of 
light construction. A mechan- 
ically operated temperature 
recorder was set up in the 
home. The time was mid- 
winter, and the outside tem- 
perature ranged from 15 
degrees below zero to 20 
degrees above. Above is the 

aph the machine recorded 

or a period of 72 hours— 
note that room temperatures 
varied less than 2 degrees! Jag 
at left. of graph resulted when 
sunlight struck the recorder. 
Gopher Heaters with modu- 
lating control give even heat. 


GOPHER 


OIL HEATERS 


AMERICAN GAS 
MACHINE CO. 


Albert Lea 
Minnesota 
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Only the GOPHER Oil Heaters 
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Parts Cafeteria 





trip. It helps him remember certain 
parts which he seldom carries but 
which he may have intended sometime 
to stock. While these factors help the 
dealer-servicemen save time and 
money, they serve also to increase the 
size of each order for Electrical Ap- 
pliance Service. 

But, while this parts cafeteria is fea- 
tured here because it is the latest fea- 
ture at EAS, the company has built 
its facilities for the servicing appliance 
dealer to the point where it can adver- 
tise itself as “A One Stop Source of 
Supply”. Supplementing the supply of 
parts, EAS fits into the appliance 
dealer’s service business to any degree 
he needs. The dealer with complete 
facilities for all types of washer, ironer 
and small appliance repair, may make 
use of Electrical Appliance Service 
only for a periodic replenishing of its 
own stockroom. As the dealer has less 
and less facilities—even none at all— 
here are the ways in which EAS sees 
that he can meet his appliance buyers 
with the guarantee of good service, and 
at a profit to himself. 


Wringers, Agitators and Motors 


The many, medium size washer re- 
pair shops have no facilities for han- 


| dling the jobs which require heavy 


machinery, precision tools or highly- 
skilled techniques. For these shops, 
EAS has two departments, one which 


repairs wringer heads and handles agi- 


tator re-bushing, the other a complete 
electric motor department. 

The latter sells, repairs and ex- 
changes electric motors for all washers, 
ironers and refrigerators, as well as 
doing contract repair work on motors 
up to 74 hp. As large and well equipped 
as many independent motor winding 
shops, this department boasts a staff 
of eight with a combined total of 200 
years’ experience on electric motors, 
plus a manager, Don Galassini, who 
has designed much of the special equip- 
ment used in the work. Dealers who 
come into EAS with a washer motor 
can make an exchange and return to 





CONTINUED FROM PAGE 69 





their service work with a rebuilt motor 
—one trip, one cost, no delay in re- 
pairing the washer. If the dealer 
wishes, he may leave the motor, have 
it repaired for later pickup, but the 
cost is the same as for an exchange, 
The dealer with some motor repair 
facilities can buy from EAS motor 
department the motor bearings, 
brushes, switches, etc., which he needs. 

The non-servicing dealer can use 
Electric Appliance Service as his 
source of complete service for washers, 
ironers, and small appliances, vacuums 
and floor polishers. As the Electric 
Appliance Service Corp., the company 
operates as factory service station for 
the appliances of Artic-Air, Camfield, 
Dover, Johnson Polishers, Knapp- 
Monarch, Kwik-Way, Monitor, Nesco, 
Proctor, Royal Vacuums, Sioux, 
Sparklett, Stern Brown, and Superior. 
Operating like similar service stations 
throughout the country, EAS serves 
the manufacturer in two ways, as well 
as backing up the retailer with com- 
petent service on guarantees. Servic- 
ing dealers for the above lines, find in 
EAS an immediate source of parts 
which they may obtain in exchange 
for the faulty part during the guarantee 
period. Non-servicing dealers have 
in EAS a source of both parts and re- 
pair work, for which they pay the labor 
charge when the parts are covered 
on the guarantee. As handy as they 
may be, and as essential as they are to 
national distribution of appliances, 
these service stations are a mystery to 
many dealers. Few dealers would be 
caustic and critical of slight delays, 
etc., if they realized that, for instance, 
in the case of Electric Appliance Serv- 
ice, that concern receives no compen- 
sation for making the exchange of 
parts for the dealer, and gets a total of 
$.75, only in case of advance replace- 
ment, for the handling, packing and 
two-way freight—all for the privilege 
of being able to handle those same parts 
for regular sale to dealers at usually 
a fixed price. EAS maintains a sep- 

(Continued on page 88) 
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THE RELAXED gentleman you see here 
is Joe—a retailer who has always con- 
centrated on “Toastmaster” Toasters. 


NOW, JOE has plenty of “hustle.” He 
doesn’t make a habit of lounging 
around. But, as he says, he has no in- 
ventory problem on toasters. So on 
this particular point, he feels free and 
easy. 

THE TRUTH IS, the “Toastmaster” 
Toaster has never been an inventory 
risk—not even during the years when 
it was in plentiful supply. 


YES, THE “Toastmaster” Toaster is a 
product that moves! It gives you turn- 
over as only the leader can. It always 
has. It always will. 














WE'RE PRETTY SURE of that for many 
reasons. First, the ‘“Toastmaster”’ 
Toaster is widely known to be quality 
through and through. When you sell 
it...it stays sold. And, as you know, 
there’s no more enthusiastic salesman 
thana satisfied customer. Then, too, the 
“Toastmaster” Toaster is backed by 
the largest demand-creating promotion 
in the industry. 

ON THAT SCORE, watch for the full- 
color, full-page “Toastmaster” ad ap- 
pearing in The Saturday Evening Post, 
May 21, and in Collier’s, June 11. It 
tops off a consistent, full-color adver- 
tising campaign that has been running 
all spring in twelve big national mag- 
azines. 





GETTING BACK to our friend Joe. He’s 
doing okay. Backed up by our aggres- 
sive advertising program and alert 
merchandising on Joe’s part, “Toast- 
master” Toasters keep right on mov- 
ing out of his store. And every sale he 
makes is a quick, clean transaction. 
When you mention toaster-inventory, 
Joe grins and his feet go up on the desk. 


MORAL: Look for the ““Toastmaster”’* 
name on the toasters you sell... your 
customers will! 


TOASTMASTER 


Automatie Pop-Up Toaster 


**ToasTMASTER” is a registered trademark of McGraw Electric Company, makers of ‘““Toastmaster’’ Toasters, ““Toastmaster’’ Electric Water 
Heaters and other ‘“Toastmaster’’ Products. Copr. 1949, Toastmaster Propucrs Division, McGraw Electric Company, Elgin, Illinois 


@eeeeeseseeeseeseeecese ee eeeeeeeeeeeeeeeeeeeeeeceeeseeeeeeeoseeeseesseeseeeeeeeeesvr? 


People prefer the TOASTMASTER TOASTER 5 10 I over the next leading brand!* 


eccccccccce Source: New York Times survey of toaster brand preferences among women readers. ecoeeeeeeee® 
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. Les Air Equipment’s new 
| 1949 line of Nitecool* and Koolmaster* 
TER ' Attic Fans . .. Window Fans. . . Vertical 

KOOLMAS Fans. A complete line for more sale . . 

and more profits. 
OL 

NITECO A better rafige of sizes, better quality con- 
K OOLM ASTER struction. Standard G E Motors, Torring- 


ton Fan Blades, Standard Bronze Bearings, 
Standard V-Belt Drive, Certified ASH&VE 
Ratings, underwriters’ Label. 


Learn more about this quality line of fans. 
Clip out the coupon below and mail it 
today. 


* Registered Trademark 








Nitecooi Artic 


Kooimatter Nitecool and Commercial 
Window Fan Vertical Fans Belt-Driven Fans 
e@eee@€ 6260670 06077 @2@04@2808 6868 468488 828060 62 6 62 82 62 & @ © 


AIR EQUIPMENT CO., 1713 Carroll Ave., Chicago 12, Illinois 


Please send me without obligation, complete information on 


your 1949 line of Koolmaster and Nitecool Fans. I am a 
dealer, agent, distributor. 
Name _ > oe a 
Address - . ices 
City _ Zone __ State 


AIR EQUIPMENT CO. 
1713 W. CARROLL AVE., CHICAGO 12, ILL. * WAREHOUSE, 630 S. MILLER ST. 
55 Years of Experience and Progressive Management 
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arate department to handle the parts 
that have to be shipped back to fac- 
tories on warranty replacement, and in 
many months the value of the parts re- 
placed runs to more than $5,000. 

For the non-servicing electrical ap- 
pliance dealer (of which Los Angeles 
has as large or a larger percentage 
than any other metropolitan area) 
Electrical Appliance Service Corp. sup- 
plies complete service for washers, 
ironers, small appliances, vacuums and 
floor polishers. Operating under the 
direct supervision of EAS president, 
Wm. K. Vogel, an affiliated concern, 
The Ven Corp., maintains separate 
facilities at another location to pro- 
vide a variety of appliance service 
functions for dealers, distributors and 
manufacturers. 

The Ven Corp.’s busiest function is 
the supplying of washer and ironer 
service, whereby the dealer delivers a 
washer, receives the necessary service, 
and then delivers it to the customer 
as if he had been slaving over it all 


| week. Ven handles 300 to 400 washer 


and ironer repair jobs each month for 
dealers. But, probably the most im- 
portant to everyone in the industry is 
the damaged goods department. A full 
building is devoted to the repair of 
major appliances, which have been 
damaged in transit to Los Angeles. As 
a result of more than 10 years’ ex- 
perience in handling this type of work, 
The Ven Corp. has developed tech- 
niques which have speeded transpor- 
tation damage claims settlements so 
they are now cleared up in 30 to 90 
days, in comparison to times when 6 
mos. to 1 year was the normal. This 
part of the Ven operation takes care of 
about 150 transportation damage units 
each month. 


Two Types of Claim 
Ven handles these claims for both 
the obvious damage which distributors 
find on receipt of the carload, and for 
the concealed damage which shows 


| up only after the dealer has removed 





the carton. The procedure for either 
party is simple, according to Ven 
Corp’s statement of “policy on hand- 
ling repairs on transportation dam- 
age”, which states that the distributor 
will “1, Call freight inspector for pre- 
liminary inspection; 2. furnish freight 
inspector with, a. date merchandise 
was received, b. freight car number 
and initial, c. freight bill number and 
date; 3. arrange with Ven Corp. for 
delivery to it of damaged merchandise 
and crate, together with preliminary 
inspection report; 4. bill The Ven 
Corp. for all cartage charges and all 
in-and-out charges.” On receipt of the 
damaged merchandise, Ven uses its up- 
to-date repair facilities to put the 
appliance into perfect condition, 
drawing if necessary on the large stock 
of parts at Electrical Appliance Serv- 
ice Corp. As soon as the appliance is 
repaired, it is returned to the distribu- 
tor, and the latter can go ahead with 
delivery to a dealer without worrying 
about the repair cost. The Ven Co. 
assumes responsibility for collecting 
all charges from the transportation 
company. 
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The dealer, seeking return for con- 
cealed damage, is instructed to: “1. 
Get from the distributor the name of 
carrier, date damaged merchandise 
was received from carrier, freight bill 
date and number, freight car number 
and initial; 2. Have preliminary in- 
spection by freight inspector on deal- 
er’s floor; 3. Furnish Ven Corp. with 
freight bill of last carrier; 4. Arrange 
with Ven Corp. for delivery of mer- 
chandise and crate with duplicate 
copies of preliminary inspection report 
(which will not be accepted if report 
contains qualifying statements, such as 
‘looks like factory defect,’ or ‘doesn’t 
look like carrier damage’. ” 

At this point, working for the dealer, 
The Ven Corp. arranges final inspec- 
tion by the carrier, obtains authoriza- 
tion to repair or rebuild the damaged 
merchandise, recrate it and return to 
the dealer. All charges will be billed 
to the transportation company. As 
this system has worked out, the dis- 
tributor and dealer are put in the 
favorable positions of not being re- 
quired to handle the large amount of 
work involved in filing claims, they get 
the merchandise in a very short time 
ready to sell, and at no time do they 
have more than local hauling costs 
invested in the repair of the appliances. 


Good Will and Simplification 


The Ven Co. can operate in that 
fashion because of its long experience 
which has enabled it to develop both 
the good will and respect of the trans- 
portation companies (whose own work 
and expense is less by working with 
one company, lower repair costs, less 
paper work, etc.) and by its ability to 
simplify much of the claim work. Spe- 
cial forms developed by the Ven Corp. 
designed for use in appliance damage 
claims have been accepted by the major 
transportations serving that area, thus 
simplifying the procedure for all par- 
ties. 

There are many sections of the 
country where dealers would say that 
just to have the above variety of facili- 
ties available would mean a larger 
profit from service work and from 
their general appliance selling opera- 
tion, and enable them to do a much 
more satisfactory job for their cus- 

(Continued on page 92) 
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USE VALUE IS 
: PROOF VALUE in the 
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spec- R E-MARK REG. U. S. PAT. OFF 
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“¢ HOME FREEZER 
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ience “Free Trial Offers are back at 
both | 
rans- Ashburn’s in Alhambra, California 
work 
= ...and with real sales results,” 
. less 
ty to States ORVILLE F. MILLER 
Spe- 
Corp. ; 
mage ™ ° ° 
najor | Return to hard-selling at Ashburn’s is paying-off . . . “And Once They Try ’em, They BUY ’EM!’’ 
os with salesmen and promotion stressing USE VALUE. ‘Yes, if you let your customers try Deepfreeze home freezers 
ae According to Mr. Miller, “Customers are keeping in — — —" — uit ag Foy a back. It’s 
| ° . im a quality line of merchandise that stands on its own 
the Deepfreeze home freezers installed on free trial offers. a ca Mr Miller 
that N ’ dl 4 
anil? ot one Deepfreeze home freezer was ever returned 
cil 99 . SALES QUOTA ASSURED WITH TIE-INS! 
arger to the store.’ The savings . ; , ate 
from . ; Sales are assured by newspaper and direct mail advertising 
-_ and convenience story is Pee eora ange na % 
pera- , tieing-in with the Deepfreeze national advertising program, 
much self-evident proof to every says Mr. Will J. Lavelle, Advertising Manager of Ashburn’s. 
cus- | prospect that a Deepfreeze The national campaign with its tremendous selling impact 
eee: Games te on eannaiiel and sales aids supplied by Sherman-Swenson and Associates, 
Deepfreeze distributor, are thoroughly utilized by Ashburn’s. 
part of every modern home. ws ; 
DO N T D E LAY it See your Deepfreeze distributor or write 
; @ direct today for the number I franchise! 
: i ae 
: —< - - —— 7 FROSTAIR 
“ig Duplex. 7 cubic 
ft. refrigerator 
32 cubic fit 
home freezer 
combined in 
= one beautiful 
DeLuxe Model ’C-10 DeLuxe Model C-6 Model B-10 Model B-6 DeLuxe Model C-18 cabinet 
Holds more than 350 Holds more than 210 Holds more than 350 Holds more than 210 Holds more than 612 $588.00 in 
a a Pounds of assorted pounds of assorted pounds of assorted pounds of assorted pounds of assorted Zone | 
food. Price, delivered food. Price, delivered food. Price, delivered food. Price, delivered food. Price, delivered vi $e oe 
and installed —$449.50 and installed —$269.95 and installed—$389.50 and installed—$239.95 and installed—$599.50 nee 
SING 
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The QUAKER 3210 
With QUAKER.- 
TROL ... meters oil 
aod air flow for per- 
fect combustion at all 
times. 


THE QUAKER 
CHALLENGERS 
3 sizes to heat pee 
home. Optional d 
booster and heat cir- 
culation step up 
profits! 


THE QUAKER 3308 
Does a BIG heating 
job in a small space. 
Automaticmechanical 
draft can be added 
quickly. 








MAKE UP TO TWICE THE PROFIT ON CH SALE! 


Customers want quality... “branded” merchan- 
dise they know and ane Now QUAKER ... 


the first name in oil heaters . . . brings you a line 


that’s red-hot with the most sensational profit 
possibilities in heater history. 


dap > ge be ogee 
eee QUAKER “3210"!. 


our usual profit on each sale! The 

AKER 3210 is producing more dollar 

volumé than any heater made. Fuel-saving 

UAKERTROL makes this heater the least ex- 

co heater your customer can own. Write 
r full details. 





THE QUAKER CHALLENGERS. . . 
OPPORTUNITY FOR 40% MORE PROFIT 


Low in price .. . tops in quality in a natural 
draft heater. Only the QUAKER Challengers are 
engineered for quick, easy addition of profit- 
boosting automatic heat circulator and auto- 
matic mechanical draft booster. 


THE QUAKER 3308 . . . WITH FEATURES GALORE 


A compact heater with features of the larger, 

more expensive models. Note the front door for 

quick, easy servicing. What’s more, even this 

small heater can be equipped quickly with fuel- 

aun profit-boosting automatic mechanical 
raft. 


Aere are Your Profit Goosters! 


Optional equipment you can add to any 
QUAKER Challenger with just a screwdriver. 
You carry a minimum in- 
ventory of 4 models that 
convert into the customer’s 
choice of 14 heaters. And 
when you sell either the auto- 
matic heat circulation, auto- 
matic draft booster, or both 
- you increase your dollar 


“profit on each sale as much 


as 40%! 
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at Ars a Fastest Money-Maker Tue Ever Used 

a ae Says N. Niederman, Neiderman Furniture & Carpet Co., Chicago. 
an Te 
TO ar ; ' 
Pa | Here’s the quick, easy way to become the leading 
itt space heater dealer in your community—a heating 

CTT re “ 

i —— a avi expert! Here’s the way to get your share of the 120 
Sa million dollar oil space heater market! This sensa- 
tional QUAKER demonstration is easy to learn... 


Ty : convinces your prospects ... sells QUAKER heaters! 
















hh, 
a! 4 
WN VO ie AS MUCH AS 40% MORE PROFIT 


(UIT ; 
oe WITH EVERY HEATER SALE! 


Tom J. 
ate You can stage this simple demonstration in 5 minutes 
TT or less! Your floor salesmen can prove to prospécts 
- a that it’s good common sense to buy a QUAKER and 

Dy MT —— even better sense to install optional fuel-saving ac- 
Tae cessories. You increase your dollar ‘profits as much as 
40% on each sale! No other line of space heaters offers 


you this amazing profit opportunity! 











WITH 
Oil 
SPACE 


SEE FOR YOURSELF HOW THIS BOOKLET i 
HEATERS 


UNLOCKS PROSPECTS’ PURSES FOR YOU 


Here’s the booklet that tells all! It’s yours! Just tear 
out and mail the coupon below. QUAKER’S booklet 
showing you how to stage a quick, easy demonstra- 
Minn tion will be sent by return mail. Find out the. facts 
id for yourself. 


or 


<u 


Ane a ac lili. ta 






AT THIS POINT, show the 
QUAKER demonstration burn- 
er. Illustrate how it meters the 
flow of air to the flow of oil 
.. . how it gets every bit of 
heat from every drop of oil 
at every flame stage. Explain 
that this efficiency is the re- 
sult of Quakertrol and that 
the QUAKER 3210 is the only 
heater made that has Quaker- 








trol. 


Show the QUAKER Challenger 
with automatic mechanical 
draft booster and explain how 
it supplies needed draft at 


high fire automatically. 





A standard refrigerator door is faced 
with clear plastic so you can see the in- 
sulation inside. Then it is slammed, by 
machine, up to 150,000 times ! The re- 
silient Fiberglas* Insulation shows no 
sign of settling or breaking down. Dra- 
matic proof of its lasting effectiveness. 

















ADD SHOWMANSHIP 
TO 








Dramatic advertising like this continues to make 
Fiberglas Insulation recognized and accepted 
by your customers as “tops in insulation’. 























YOUR SALESMANSHIP! 


Better than a million words, demon- 
strations of dramatic product fea- 
tures prove your point. By setting up 
demonstrations and talking in terms 
of demonstrations, you add power 
to your selling. 

Fiberglas Thermal Insulation, 
long a selling feature in many of the 
appliances you handle, now gives 
you new, dramatic things to talk 
The 


stration shown above 


about. “door-slam’”’ demon- 
is one of 
several featured currently in Fiber- 
glas national magazine ads. Take 
advantage of this potent advertising 
—tie in your sales talk by describing 
this demonstration to your appli- 
ance customers. 

More than ever, Fiberglas Insu- 
lation is “‘a swell feature to have... 
a swell feature to sell’. 

Owens-Corning Fiberglas Cor- 
poration, Dept. 853, Toledo 1, Ohio. 
In Canada: Fiberglas Canada Ltd., 
Toronto, Ontario. 





OWENS-CORNING 








e £96 Us Pat Ore 





*FIBERGLAS is the trade-mark (Reg. U. S. Pat. Off.) of Owens-Corning Fiberglas Corporation for a variety of products made of or with glass fibers. 
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tomers. However, Electric Appliance 
Service Corp.’s president Wm. kK, 
Vogel and salesmanager Ernie Hodas 
believe that they cannot rest on their 
present laurels, any more than the 
founder Wm. Vogel—now retired on a 
consulting basis—could ever relax 
when he pioneered this type of service 
work over a quarter of a century. These 
men believe that their future depends 
on the financial success of the service 
departments of the dealers they serve. 
They feel, too, that all the facilities 
in the world won’t create profits for 
the dealer that doesn’t know how to 
sell, service and manage an efficient 
and aggressive appliance service de- 
-partment. So they have set up a so- 
called sales department which actually 
is devoted to improving the service 
departments of each of the appliance 
dealers the company serves. Typical 
of the “salesmen” is Willard Mann, 
who had 20 years experience in appli- 
ance servcie before he came with EAS 
five years ago. Says Mann: “My job 
is to help the dealers make more money 
in appliance servicing. Obviously, the 
more service business they do, the 
more appliance parts they will buy 
from us, but our approach is toward 
improving the profit end of their busi- 
ness. For example, among the many 
things we try to help dealers improve 
is the amount of parts inventory to 
handle to keep their service depart- 
ment efficient but without too high an 
overhead. We use our experience to 
help them decide how to base their 
charges for service work—a-very im- 
portant factor that can make or break 
the service end of a business. We 
help them determine a method of esti- 
mating service work, so they can have 
the correct profit above the full cost. 
We go to a great deal of work to help 
the servicing dealer promote his serv- 
ice business through advertising and 
promotion, so that he brings the vol- 
ume of business above the volume that 
represents the cost of being in business. 
Many servicemen need much help in 
how to deal with customers. Well, any 
way you look at it, our whole purpose 
is to help the servicing dealers make 
more money.” End 





“IT’S INGENIOUS, JOHN HENRY—BUT JUST 
THE SAME | WANT AN ELECTRIC WASHING 
MACHINE!” 
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Die pressing enables AlSiMag to produce 
many shapes and sizes in large quantity... 


speedily, and at low cost 
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SALES OFFICES: ST. LOUIS, MO., 1123 Washington Ave., Tel: Garfield 4959 @ NEWARK, N. J., 671 Broad St., Tel: Mitchell 2-8159 @ CAMBRIDGE, Mass., 38-B Brattle St., 
Tel: Kirkland 4498 @ CHICAGO, 9 S. Clinton St., Tel: Central 1721 @ LOS ANGELES, 324 N. San Pedro St., Tel: Mutual 9079 @ PHILADELPHIA, 1649 N. Broad St. 
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KUSTOM! 


= 
ZED TOPS 


FIRST for 


feel 


/ KITCHENS 


STEEL 


To BOTTOM 


, WATERTIGHT * 
‘From TOP 


~ 


Kustomized Tops are the answer to the annoying problem of cracks 
and crevices between floor cabinets in the kitchen. Kustomized Tops can be 
permanently sealed together with a joint that is absolutely watertight from 
the top of the back riser to the bottom of the front edge, leaving only a thin 
seam where tops are bolted together. Kustomized Tops give a kitchen that 
“custom look” but at less cost to the buyer and greater profits to the dealer. 


% No dirt catching gaps 
3% No caps or T strips 
* “Custom” appearance 


% Easily installed 
%& Lengths up to 144” 
% Distinctive styling 





PLASTIC END PIECES on both sides of 
a Kustomized Top provide a surface 
that can be sealed together on the site 
of installation. Where end of top is 
exposed, a special stainless steel trim 
is mounted and screwed into position. 


DOWEL PINS assure perfect alignment 
where two sections are to be joined 
together. These metal pins are sup- 
plied with tops. Finest grade of Arm- 
strong’s linoleum is bonded to a steel 
base with a water-proof cement. 








WATERPROOF SEALER, a special plastic 


compound, is applied between the 


plastic end pieces. Sections are then 
bolted together into a smooth, contin- 
uous, unbroken unit. No other top can 


match Kustomized Tops for beauty, 


strength, service and efficiency. 
arraeete ef 


ALITY | | a merchandising basis 
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OPEN STOCK. Kustomized Tops are 
available in a wide choice of stock 
sizes up to 72” in length. These stock 
sizes will fit practically any kitchen 
and are delivered with Kitchen-Kraft 
cabinets. Dealers may order from dis- 
tributors’ warehouse supply as needed. 
Special Kustomized Tops are available 
in any lengths, with or without sink 


cut-outs, up to 144” for special jobs. 





%& Kustomized Tops put complete custom-type kitchens on 


for fast turnover, greater sales, maximum 


profits. Still in production is the standard counter top for the 
“package kitchen” customer. The market is wide open for both 
types of kitchens. Kitchen-Kraft is advertised and 
distributed nationally. For complete details, see your 


distributor, or write Sales Department. 


MIDWEST MFG. COMPANY, Galesburg, Illinois 











| firm hoped to reach. 


* 


GO-GETTERS who stage the successful frozen food dinners are, left to right, 
Floyd Smith and Ray Gay, of the Mid-County Appliance Co., Beaumont; Mrs. 


Mary Snow, food consultant of the Whiting Corp., Chicago; Mr. 


sales manager, 
Corp. sales representative. 


Burquist, 


Marvin Distributing Corp., Houston, and Al Root, Whiting 


Free Meals for Freezer Prospects 





Too, it provided 
a sort of “dress rehearsal” for dinners 
to be staged in Beaumont and larger 
cities. In addition, the firm had a lot 
of home freezer prospects in Port 
Neches ready for a solid demonstra- 
tion. 

About 25 families in the chosen area 
received a letter from Mid-County 
Appliance Co., which read: 

“Dear Homemaker: You and your husband 
are cordially invited to be our guests at the 
Frozen Food Dinner meeting which will be 
held on November 2, at the Woodcrest 
Recreation Hall, 7:30 p. m., Port Neches, 
Texas. 

The subject to be discussed will be “The 
Proper Packaging, Preparation and Cooking 
of Frosted Foods.” 

You cannot afford to miss this all-important, 
educational dinner meeting as it is an aid to 
better living. 

The enclosed invitation is your admission.” 


Plenty of Space Provided 


hall was 
project, 


The 


suited 


recreation 
for the 


ideally 
providing 


| plenty of space for tables, extra dis- 


| the hearts of Texans. 


plays and the elbow room so dear to 
The invitation 
list was a carefully selected one, com- 
posed of persons the firm expected 
or desired to sell, with a liberal sprink- 
ling of local big-wigs such as the 
mayor, a minister and the dignitaries. 
The invitations were followed up and 
emphasized by telephone. 

Additional attractions included the 
giving away of three door prizes—an 
electric iron, a toaster and a heating 
pad. Tables were set up in “U” shape 
so that vision was unhampered for the 
demonstration by Mrs. Mary Snow, 
food consultant for the Whiting Corp., 
who handled this phase of the pro- 
gram, assisted by Al Root, the manu- 
facturer’s sales representative. Menu 
for the frozen food dinner consisted 
of appetizers, steaks, a variety of 
vegetables, salads, side dishes, ice 
cream and frozen sweets for dessert. 
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The frozen food dinner was a great 
success, according to Mr. Smith, who 
acted as master of ceremonies and in- 
troduced Mrs. Snow and Mr. Root. 
Every course served to the guests— 
numbering approximately 60— was 
taken directly from the home freezers 
on display and prepared before the 
eyes of the diners. In order that the 
meal might be enjoyed. thoroughly, 
the demonstration program was not 
put on until after the dinner had been 
eaten. 


Questions Are Numerous 


The demonstration by Mrs. Snow 
was a thorough one, designed to an- 
swer almost any question the guests 
might raise. Frequent queries such as, 
“Can you freeze tomatoes ?” and “How 
long will it keep?” provided material 
for the forum and fodder for the 
demonstration. Cards passed out to 
be filled in resulted in a 95 percent 
return, according to Mr. Gay, and 
will provide an excellent prospect list 
for future sales. 

“The total cost of the dinner was 
about one hundred dollars,” Mr, Gay 
says, “including rental, service, food 
and everything. The investment was so 
small and the return so great, we count 
it just about one of the most successful 
promotional ideas we’ve ever adopted.” 

The “dress rehearsal” over, a sub- 
sequent frozen food dinner was held 
two nights later in Beaumont. Ap- 
proximately 50 diners attended this 
event, which was modeled on the first 
one, with the same speakers and dem- 
onstrators. Displays of various types 
of home freezers were placed about 
the dining room and the diners were 
given further opportunities to see and 
understand the operation of the equip- 
ment. Results, as in the first case, ac- 
cording to Mr. Gay, were a big in- 
crease in the sale and popularization 
of home freezers in the Beaumont 
area. End 
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Geiger counter crops! 


For its rapid, robust growth, the tomato needs copper 
9 —perhaps no more than one-millionth part! ... That minerals 
are essential to plant health and growth has long been 
known; but some minerals are absorbed in such tiny 
quantities that their effects could not be traced. Now 





solution of the mystery is under way...one of the first 
—_ peacetime by-products of the atom bomb! 
reat Radioactive minerals are put in the soil...absorption 
who and effect of the minerals checked with Geiger counters 
a4 which show the presence and strength of the radioactive 
sts— elements... Last year, basic researches with radioactive 
” was phosphorus on several crops contributed new light 
a on phosphate fertilizers... And 1949 experiments to 
tthe | be made on seed stocks, mutations, soil nutrients, 
my, etc. should show new ways to increased production... 
Pr No industry changes so fast, or is developing so much, 

as agriculture! ... And advertisers will find significant 

and stimulating “Atoms Are Hard At Work For The 
snow Farmer” by David Lilienthal, Chairman of the Atomic 
ent Energy Commission. ..in SuccessFuL FARMING for May. 
h as, 


How "ees <5, pe De 
erial : 


it to 














goer Most missed market by most advertisers... are 
t list the nation’s best farm families in the 15 Heart States... 
with the most productive soil, top yields, latest methods 
Gey and techniques, and the greatest cash return. Of 
food SuccessFUL FARMING’s 1,200,000 subscribers, a round 
a million in the Heart States average some $10,000 in 
wr gross income—$4,000 above the US farm average... 
ited.” represent the best electric goods market in the world! This 
“a9 market is only fringed by general media...only covered 
Ap- intensively by SuccessguL FARMING—a must on your 
this : m schedule if your national 
: Pe i # advertising is to be really 
types Mmnational! Get the facts at 
— any SF office...SuccessFUL 
» and mt FARMING, Des Moines, 
quip- a’ New York, Chicago, 
“4 Cleveland, Detroit, 
ation | Atlanta,SanFrancisco, 
= Los Angeles. 
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To Selected Range Dealers 














1 Exclusive Territory 
2 Protection rofeloliartmell Mm@&eoliall-tahileya) 


3 °3A Solid, Growing Business 





selected dealers those 
three big benefits, plus a 
fair franchise, selling and 
advertising help to de- 
velop a proved market 
for a proved range—a 
range with so many visi- 
ble sales features and 
such outstanding cook- 
ing performance that... 


ANDERSON USERS SELL ANDERSON RANGES 


That’s because an Anderson Range has no superior in visible sales features and in cooking 


performance. Look — 


Visible Features Cooking Advantages — Cooks with Gas turned off 
] Large cook top (37% 3: Waist-high Broiler Roller ] Retained-heat Oven—10 minutes of gas-on gives one hour of 
wide by 23%” deep) —4 Drawer—‘‘Sizzling Platter’ cooking with gas turned off — superior roasting and baking 
Hi-L /“ si 4 Broiler Pan. performance we will gladly demonstrate. 
oe urners — Large 4 Deep Well Cooker. 2 Deep-well, with 7-quart capacity, cooks three foods at one 


time by retained heat with the gas turned off. 


2 Large oven (163%4” wide Platter” heated by broiler burner. 


by 20” deep by 16” high) 6 Important Easy-cleaning 4 Anderson will be glad to prove every claim by actual demon- 


—holds up to 35-Ib. turkey. and Service Advantages. stration. 


WE KNOW 


ITS SUPERIORITY CAN BE - SOLD 


BECAUSE IN 1948 


Dealer A in City of 55,328 Population sold 392 Anderson 


5 Safety-Lock Burner Cocks. 3 Better Broiling in less time. Unsurpassed flavor, on “Sizzling 





Ranges, grossed $117,600. FACTORY: ANDERSON, INDIANA 





Dealer B in City of 127,000 Population, sold 445 Anderson 
Ranges, grossed $133,500. 


Dealer C in City of 18,966 Population, sold 209 Anderson 
Ranges, grossed $62,700. 


If you are interested in building an enduring business with Sales Office: 
this outstanding specialty gas range, with an exclusive ter- 
ritory, a high gross profit, an expanding advertising and 


C + 
promotion program, write us now. We want to tell you all AN AFFILIATED BREEZE 








CUAOWw 


STOVE COMPANY 


41 SOUTH 6TH STREET * NEWARK 7, N. J. 





about our plans, our product and the... 
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They Couldn’t 
See Television 


CONTINUED FROM PAGE 64 cums 


tone sets a month to his 12 New Haven 
dealers. By the end of January this 
figure had jumped to between 90 and 
120 sets a month, a 300 percent in- 
crease. 

“Dealers are now aware and citi- 
zens have been told, either in their 
stores or through the medium of adver- 
tising, that the local station can offer 
entertainment of a quality and quantity 
sufficient to justify television in New 
Haven right now,” says Pincus. “We 
are stressing and continuing to edu- 
cate all dealers on this idea. The sta- 
tion is now cooperating by doing some 
sales promotional work of its own with 
the local dealers and acquainting them 
not only with the programs presently 
on the air, but with the programs they 
expect to put on very shortly. We ex- 
pect tremendous sales increases on 
television in New Haven. The dealers 
will now advertise television and fea- 
ture in their advertisements not the 
set, not the price, but the programs and 
type of entertainment that consumers 
can expect from our New Haven sta- 
tion. It is our belief that this informa- 
tion is of paramount importance to the 
consumer, since entertainment is the 
only reason anyone would have for 
buying a television set.” End 


Indian Market 
on the Upswing 


NDIANS make up no small part of 

the population in some areas of the 
West. In the past they have not pro- 
vided a very active market for elec- 
trical wares, but they seem to be awak- 
ening to the possibilities of some of the 
modern advances. 

Near Santa Fe, New Mexico, for in- 
stance, is the Tesuque Pueblo, one of 
the ancient, cliff-dweller-type commun- 
ity dwellings, where hundreds oi 
Pueblo Indian families live under one 
roof much as in the time of the first 
Spanish conquistadors. Except that, as 
of this spring, they now enjoy the 
benefits of electric lighting. Small ap- 
pliances are bound to follow. 

Last fall the Idaho Power Co. 
brought electricity for the first time to 
the Blackfoot Indian reservation. Not 
only were electric lights promptly in- 
stalled, but squaws who had hitherto 
cooked over kerosene stoves or even 
open fires were eager purchasers of 
electric ranges. The subsequent lessons 
in electric cookery which were fur- 
nished by the home service girls of the 
power company had to be carried out 
with the help of an interpreter, who 
conveyed the necessary information in 
Indian language for the benefit of 
older women who didn’t know English. 

In Sioux country the Indians are 
finding the idea of electric blankets at- 
tractive. 

The Navajos who for the most part 
live in isolated unwired hogans in 
northern New Mexico, nevertheless 
are purchasers of radio (battery type) 
and of phonograph attachments. 
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1 MINIATURE TANK DEMONSTRATOR. 
Shows your customers how 
SMITHway construction permits 
thorough tank-lining inspection, be- 
fore final assembly and welding. 


a i] | 


eeeee 





5 “PERMAGLAS” SALES PRESENTA- 
TION. The simplest, easiest way to 
give prospects a complete visual 
presentation. More than 30 color- 
ful pages. For sales training, too. 


Can you break the glass surface 


of this steel lt 


6 HEAD AND MALLET SET. Proves 
that the diamond-tough glass sur- 
face withstands heavy mallet blows 
and (below) severe thermal shock, 
with boiling water and ice water. 











A.0. Smith provides complete 
emonstration tools for the water 


DEMONSTRATE! 


eater you can 


5 TT 8 TT 
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2 “PERMAGLAS” POCKET SAMPLE. 
An actual piece of a Permaglas 
Water Heater tank lets your pros- 
pect see and fee/ both the steel and 
the glass surface. 


3 CUTAWAY SPUD OPENING. Re- 
veals the ingenious design of spe- 
cial neoprene and stainless steel 
that eliminates all chance of rust 
in the tank openings. 


4 “PERMAGLAS"” PAPERWEIGHT. 
Ideal to build your sales story 
around ...and as a “silent sales- 
man” to give to architects, build- 
ers, contractors, bankers, etc. 





These practical tools will make more sales 


SMITHway Water Heater dealers are first 
to have dramatic, demonstrable proof of 
tank-lining durability—the first rea/ sales 
advantage in water heater merchandising. 


The simple proof-tests pictured here make 
sales easier and faster, because your custom- 
ers can see and fully understand the “hid- 
den” advantages of SMITHway Automatic 





TR 


A SMITHway W 


*Also quality zinc-lined Duraclad and Milwaukee Water Heaters 


A. O. SMITH Corporation ¢« Atlanta 3 * Boston 16 
Chicago 4 «+ Clayton 5,Mo. °¢* Philadelphia 3 
Denver 2 * Detroit 2 * Houston 2 * Los Angeles 14 
New York 17 °« Dallas 1 ¢ Midland 5, Texas 
Pittsburgh 19 * San Francisco4 «+ San Diego! 
Seattle 1 * Tulsa 3 
International Division: Milwaukee 1 
Licensee in Canada: John Inglis Co., Ltd. 





A. 0. SMITH CORP. 


REG U. S. PAT. 


TER HEATER® 


"PERMAGLAS” Gammaglas 


DEALERS 
DISPLAY 
THIS EMBLEM 


Water Heaters. Many of your prospects know 
about these tests, too—they have seen them 
pictured in advertisements in LIFE, POST, 
and leading home magazines. 


For complete information about the un- 
excelled profit opportunity SMITHway 
Water Heaters offer you in today’s competi- 
tive market, send the coupon... now, 





OFF, 















Dept. EM-649 
Water Heater Division 








Kankakee, Illinois 


Tell us how we can profit 
most with SMITHway, the 


eneuiaiiaaiednal 








water heater line that 
can be demonstrated. 








No obligation. 
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Gas or electric models, or new 
electric table-top, in sizes 


ee = for all home needs. 
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A “Best Seller”...in your town 
... that leads buyers right to you 


“Yellow pages’ in homes . . . in offices . . . at the corner drug 
store. People everywhere use the ‘yellow pages’ of the telephone 
directory as a buying guide. 






AMERICA'S You can feature your name in those ‘yellow pages.’ You 
BUYING can have it listed under every importa 
GUIDE FOR ry important product you sell. In 


that way you'll be reaching shoppers just when they’re ready 
to buy. 

Why not put this important selling tool to work for you? 
Call your local telephone office today. 


60 YEARS. 














BECAUSE HE IS A SPECIALIST in cuto- 
mobile radios, car owners find their way to 
the modern store of Robert Yamanaka, even 
though it is located out of the main business 
district of Honolulu, Hawaii. 


Auto Radio Repair 
Provides Leads 


| yeryosig H. YAMANAKA, owner 
of the Island Radio Service Co. 
of Honolulu, Hawaii started his career 
in the electrical industry as a radio 
service man. Soon he became a spe- 
cialist in automobile radios with his 
own following, a distinction he has 
held through the war and since. Auto 
radio sales and service still make up 
an important part of his business. 

In the meantime, however, he has 
expanded his business, opening an at- 
tractive store in his own building, with 
a full line of electrical appliances. The 
auto radio business still brings in its 
own profit, but its major function now 
is to serve as an entry to sales of 
other equipment. 

The store is a spacious and modern 
one, but located somewhat out of the 
main centers of traffic. People who 
buy auto radios, however, and people 
who want to have them repaired are, 
in the nature of things, people with 
automobiles. They drive to the Island 
Radio Service Co. because they know 
from past experience, or from their 
friends, or through the reading of an 
advertisement, that Mr. Yamanaka can 
give them expert help in this line. And 
once in his store, they are open to ap- 
proach on new appliances. 

The store has a driveway adjacent 
and space in the rear where the cars 
may be stored while the work is un- 
derway. Every effort is made to give 
prompt service, particularly where the 








_ 


ALTE LEMLIE FOE LOBES SS 


COD 9 ARR 


aon ad rege 


job involves the immobilizing of the | 
car for a period, as this is a serious | 
matter for any automobile driver. In [| 


many cases the repair can be handled 
while the owner waits—in the store, of 
course, where he is exposed to plenty 
of opportunity to make other pur- 


chases. When this is not possible, he | 


at least makes a second trip to pick up | 


his auto. 


Mr. Yamanaka spends considerable 


money on radio advertising, which he 
finds brings excellent results, particu- 
larly in the field or radio itself. He 
likes spot announcements. End 
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Here’s how A.0. Smith 
helns you give faster, 


hetter service on SMITHway Water Heaters 



























Guto- 
way to 
, ° . *,? * e 
ed Good service means good business . . . and to No waiting for repairs. All parts are shipped 
give your customers good service requires an ad- immediately. Each part carries a full one-year 
equate stock of parts, always ready on demand. warranty. 
That’s where the A. O. Smith Replacement Let us give you full information and service 
Plan for parts on all SMITHway Water Heaters literature on SMITHway Products in which 
helps you be “first for service” in your commu- you are interested.* 
nity. Out of three convenient Product Service * 
owner Division Branches—Los Angeles, Chicago, and 
ce Co. metropolitan New York—A. O. Smith provides FASTER MOTOR SERVICE. The same speedy . 
career 24-hour, off-the-shelf service on parts for all service is also available on SMITHway Electric 
radio SMITHway. Water Heaters... Permaglas, Dura- Motors. Write the nearest office for all the 
: 4 clad, and Milwaukee. facts ... now! 
1 s 
ie has § 
Auto | B 
uke up 
PSS. <f) Sai. » 
he has Ge ee eee 1, PY 
an at- : t re Ly Low x 
x, with ante \ focanies of 
s. Th “SFeace saa a u 44 
a 0 P | : ‘ \ ° . . 
in its r A. O. Smith is first 
mnow | again with so com- 
ales of plete a replacement 
plan. One more rea- 
nodern son SMITHway Water 
of the i Heaters are first in 
agro — all profit opportunities for you! 
‘people HOW TO MAKE THIS PLAN WORK FOR YOU: 
ed are, Dealers secure replacement parts 
le with from their distributors. 
. Island Distributors and Utilities are served 
y know direct by the nearest Product Serv- 
d eae ice Division Branch (see addresses 
ee below). 
aka can VGON All save time, paper work, and money. 
ne, And Good service is easy! 
n to ap- 
idjacent ty 
c is un- Ve «\ . 
to give aon y < « 
here the 
- of the Se Corporation 
| er SERVICE PRODUCT SERVICE DIVISION* 
ye ° 
‘handled EASTERN CENTRAL WEST COAST 
825 Lehigh Ave. 8312 South Chicago Ave. 1637 N. Spring St. 
store, of Union, N.J. Chicago 17 os Angeles 12 
0 plenty *Also serving these SMITHway Products: Motors, Liquid Gas Systems, Vertical Turbine Pumps, 
ler oa Stokers, SMITHway-Burkay Water Heaters and Burkay Heating Equipment 
sible, he | 
) pick up 
siderable 
which he 
particu- 
self. He § 
End 
DISING ELECTRICAL MERCHANDISING—JUNE, 1949 PAGE 99 





Visit us during the Summer Markets 





5 FROM ry 
60 CUBIC Feet CAPAC 





July 5th to 16th ' 


AMERICAN FURNITURE MART = 


17th FLOOR — SPACE K I 


It pays to sell the best. And with 


Sub-Zero’s complete line of modern, 


dependable freezers, sales and profits 


will come easier, faster. This com- 
plete line offers freezers from 10 to 
60 cu. ft. capacity, including two- 


temperature models in the 16, 21 and 


30 cu. ft. sizes. All are constructed 


of heavy gauge aluminum, with thick 


fibre glass insulation and the most 
dependable compressors. 


Sub-Zero freezers are modernly de- 


signed .. . backed by over 20 years 


experience ... and attractively priced. 


For a profit-making line for your 

sales floor . . . investigate Sub-Zero 
...now. Write for complete infor- 
mation and for available territories. 


Heres Your Freezer Line 






MODEL 18V—18 cubic feet capa- 
city upright Freezer. 
‘rate compartments with individual 
I doors. 


Four sepa- 

























SUB-ZERO FREEZER CO., INC. 


MADISON e WISCONSIN 


THE COMPLETE LINE OF FREEZERS 
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Ask the Man Who Owns a Freezer 





ington is first, Iowa second, Minnesota 
third, Wisconsin, fourth. Some 73 per- 
cent of all locker plants are located in 
towns of less than 5,000 population and 
only 7.2 percent of the total are in 
towns of over 25,000. Approximately 
three fourths of all locker plant patrons 
are farmers.” 

Mr. Hartwell went on to point out 
that townpeople could be won over to 
the home freezer ‘in equally easy 
fashion. You can save up to 30 percent 
and more in food cost, he said, by buy- 
ing greater quantities when they are 
in season, fruits by the bushel and 
berries by the crate. You can keep a 
wide choice and variety of foods in 
your freezer—any kind of meat, all 
kinds of fruits and vegetables.” 

A home freezer gives a woman a 
feeling of independence and self-suffi- 
ciency she never thought possible. She 
shops less often, only when it is con- 
venient and on nice days and when 
there are good buys. She saves time 
in her home canning. She does her 


.cooking and baking in quantities and 


at her leisure. 
Takes His Own Medicine 


What Warren Hartwell did not tell 
his crowd is the fact that he is a sales 


| manager who takes his own medicine. 


In his home are three home freezers, 


| plus a refrigerator with a freezer shelf. 








What inspired his wholehearted effort 
behind the home freezer was his own 


| experience. 


The Marshall Wells Co. in Duluth, 
a gigantic wholesale hardware firm, is 
said to do around $90 million a year 
business. Of this some $9 to $10 mil- 
lion is said to be on appliances. This 
huge northwest wholesaler has some 
600 independent dealers as affiliates. It 
has branches in Portland, Spokane, 
Seattle, Minneapolis and Billings, as 
well as Duluth, its headquarters. Kelv- 
inator makes its refrigerators, Franklin 
Transformer Co. of St. Cloud, Minn., 
its home freezers. It distributes Cole- 
man, Arvin, and Youngstown lines, It 
owns the trade name of Zenith on all 


| items except radio. 


Mrs. Hartwell is active socially in 
Duluth. Moreover, she takes care of 
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her own cooking, and providing for a 
large family. The home freezer gives 
her freedom. 

Thus leisure becomes another reason 
for the purchase of the home freezer in 
well-to-do families. 

Mrs. Hartwell can arrive home and 
in a few minutes assemble a complete 
meal. The third floor of the big home 
is devoted to entertainment space for 
the children. Hamburger patties and 
hamburger buns are available for quick 


‘meals when the youngsters entertain, 


There is ice cream in gallon quantities, 
a variety of flavors. A flood of activi- 
ties goes on in the Hartwell home and 
never upsets the management ma- 
chinery, Mrs. Hartwell estimates that 
her weekly grocery bill for a family 
of six runs $25 a week, not including 
meat and milk. 

“Mr. Hartwell saw peaches at the 
roadside in Indiana at $1.65 a bushel,” 
she says. “They cost $3.69 a bushel in 
Duluth. Obviously periods of plenty 
have a great deal to do with prices. A 
neighbor’s strawberry patch yielded 60 
quarts. You can only make use of this 
amount by freezing them. You can 
get all the rhubarb you want free, 
When the boys go hunting they have 
venison to freeze. We have bought 
beef at 35¢.and 40¢ a pound when it 
was selling for double that at the mar- 
kets. You can buy turkeys in August 
and September for far less than around 
Thanksgiving or Christmas. In Duluth 
we can purchase pike fillets.” 

After trying the home freezer so ex- 
tensively in his own home, Mr. Hart- 
well believes that the way to get it 
started is by actual ownership and use 
by dealers and their employees. Mar- 
shall Wells is willing to sell a home 
freezer at 10 percent above cost for any 
dealer who will put one in his home, 
and encourages retail firms to make the 
same proposition to employees. The 
firm moved about 3,000 home freezers 
this year and feels that this plan has 
been helpful. 

Give the public a taste of what it 
will do, make it feel acquainted with 
possibilities, and all economic levels of 
society will respond to the appeal of 
the home freezer, he says. End 
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You've seen many an electric late (3 ‘ 


but none before like 1h ! 


















































co) O > Look at the values back of this ticket; look at the 
° D © YD > features that you can point out — big range dimen- 


ee sions, big range construction, big range peformance 
eee 


— everything that you want and need to get and 





hold the interest of women, including price. 


: It takes a realistic company like Preway to pro- 











duce an outstanding range like this . . . for if you 
know Preway at all, you must recognize that growth 
and leadership have come for one reason only — 
providing the buyer with the most for his money. 
= " Preway knows no other — or better — way to 
sell. Write today. 
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PRENTISS WABERS 
9649 SECOND STREET, N., WISCONSIN RAPIDS, WIS. ) 9 20) 0) Oley us eee 
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LIKE If = 


AND USE IT OFTEN 


That’s why those homemakers who already own the new 
OSTERETT are now recommending it to their neighbors. All 
agree that OSTERETT is the “handiest kitchen appliance ever.”’ 


DEALERS LIKE IT 


AND SALES ARE GROWING 


Retailers among the first to sell OSTERETT are getting more 
and more calls for this sensational new mixer. Today, every 
appliance dealer should feature OSTERETT for these very 
good reasons: 


THERE IS A CONSIDERABLE MARKET FOR OSTERETT—Mil- 
lions and millions have been waiting for a low priced, 
portable mixer that does every food mixing job. 


OSTERETT MEANS ADDITIONAL SALES AND ADDITIONAL 
PROFITS. 


OSTERETT IS FULLY GUARANTEED TO MEET EVERY CLAIM 
MADE FOR IT. 


OSTERETT IS THE ONLY LOW COST, TWO-BEATER, ELECTRIC, 
PORTABLE FOOD MIXER FEATURED IN LARGE SPACE NA- 
TIONAL ADVERTISING IN LIFE, TRUE STORY, McCALL’S, 
AND GOOD HOUSEKEEPING. 


* Leading electrical appli- 
ance distributors throughout 
the United States have 
OSTERETT in stock. They can 
supply you immediately and 
also provide you with mer- 
chandising aids. 


Retail 


JOHN OSTER 
MANUFACTURING 
COMPANY 


Comes Packed RACINE, WISCONSIN 
in Attractive 


” Individual Display Box 


JUNE, 


mixes 
Cw) 
” mashes 


MATES 
Werks 


DOES EVERY 
| FOOD MIXING JOB 


me ” ( lets 
S* Guaranteed by a HIGHEST 
Good Housekeeping QUALITY, 
9 45 anveanisco Hii ALWAYS, 
UNDERWRITERS’ 
APPROVED 
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ESPITE hot weather, crowded 

hotels, steaming corridors and 
all the other discomforts usually en- 
dured, the summer markets, July 5 
to 16, are expected to bring the largest 
crowd on record to Chicago. 

Consensus of opinion about town is 
that the “back to normalcy” theme 
will prevail during the home furnish- 
ings markets. This means shopping 
around for low saturation appliances, 
new features and improved merchan- 
dise, broadened product lines and at- 
tractive prices to include luxury mod- 
els, all making a complete line for 
the dealer to offer for the buying pub- 
lic’s dollar. 

The public still wants some luxury 
merchandise but there is a need for low 
priced models in many lines for low 
cost housing projects. The trend is 
for more complete lines, diversified 
products and styling. 


Laundry Emphasis 


Complete package laundry lines of 
washer-ironer-dryer are expected to be 
prominent; air conditioning and low 
priced room coolers to appeal to the 
mass market will be emphasized, and, 
of course, three-way record changers, 
radio and television. All the small 
appliance lines with their features will 
be sought to complete the seasonal and 
fill-in needs for the retailer, 

Manufacturers are expected to trot 
out improved merchandising methods, 
sales training plans, announce sales 
plans and display helps, all directed 
to meet a highly competitive situation. 

There will be a lot of reminiscing 
this time for the old timers will re- 
member and compare the small be- 
ginning of 25 years ago when the 
Furniture Mart first opened its doors, 
and Stoves and refrigerators were the 
leading appliances. Radio was just 
Pushing its head up and television, of 
course, was unheard of. With the hun- 
dreds of exhibitors and thousands of 
products, this quarter century has seen 
the greatest growth of the home fur- 
nishings field in history. 

As usual, everyone who can is urged 
to come to the markets the second 
week. In addition to less crowded 
hotels, most of the events are being 
held over for the second week, and to 
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Merchandise, Furniture Mart shows will be 
held July 5-16; Natl. Housewares Mfrs. Assn. 
schedules Atlantic City Exhibit July 11-15 


make it more interesting, this year 
the Furniture Mart is scheduling for 
the first ‘time, a television, radio and 
appliance dinner on Tuesday, July 12, 
with Emil Schram, president, New 
York Stock Exchange, as principal 
speaker. Many top industrial leaders 
will be in attendance. 

Lewis B. Emerling, head of the 
Greater Chicago Hotel Association, 
adds his plea to visit Chicago the sec- 
ond week of the markets, stating that 
the recent rent control ruling brought 
under control many hotel units pre- 
viously decontrolled, which now are 
returned to residential hotel status. 
Contrary to popular belief, this has 
reduced the number of rooms generally 
available to visitors. 

Furniture Mart 

As is attested to by half a million 

stickers attached to correspondence by 


tenants in the wind-swept 666 Lake 
Shore Drive building, the Furniture 
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THE MERCHANDISE MART 


Mart will celebrate its 25th anniver- 
sary with this summer’s market. “Ac- 
tually, we are celebrating 25 years of 
the most phenomenal growth in the 
home furnishings industry’s annals,” 
declares Lawrence H. Whiting, presi- 
dent. “A two-fold program will be 
launched—first, an institutional project 
with Mart-wide displays showing 
progress through the quarter century, 
special decorations, important lunch- 
eons, dinners and meetings to give a 
World's Fair flavor. The second phase 
will be special designs and merchan- 
dising programs by manufacturers to 
translate a record summer attendance 
into record buying power.” 

Evolving from a few buildings with 
multiple displays on South Michigan 
Ave., where the market was held for 
a good many years, the present Furni- 
ture Mart provided a permanent ex- 
hibit to bring appliance and furniture 
lines together. To the few house- 
hold appliances making their appear- 


25th Annual Chicago Summer Markets 
Expected To Draw Record Attendance 


ance at the first housefurnishings mar- 
ket 25 years ago have been added many 
entirely new lines, with television, the 
glamor product, being the latest. 


6,687 At First Mart 


It’s a far cry from the 6,687 buyers 
who attend the original summer mar- 
ket at the Furniture Mart 25 years 
ago to the 21,933 buyers representing 
11,027 firms who attended the ’49 win- 
ter markets. Of interest is the fact 
that 400 of the old time buyers are on 
record as having attended every mar- 
ket for the past quarter century. Some 
of the store people who came into the 
building when it first opened are still 
here, as are refrigerator people like 
Gibson Sanitary Refrigerator and 
others who came in with the old fash- 
ioned ice box to show eager buyers. 

Much refurbishing is going on in 
this huge building, some of the tenants 
such as General Electric, Bendix, 
Automatic Washer, and Motorola 
moving into larger new locations. Ap- 
pliances are slowly but surely pushing 
out to other floors, even onto the 6th 
floor and other scattered locations, 
with the usual temporary exhibits be- 
ing on the 17th floor. 


The Merchandise Mart 


Over at the world’s largest commer- 
cial building, the Merchandise Mart, 
a huge modernization plan is in full 
swing, and much of this work will be 
completed when the July markets roll 
around. This $500,000 expenditure 
will include a new bank of elevators at 
the east end of the building, added elec- 
tricity generating capacity, modern- 
izing of store fronts, corridors,. better 
lighting, air conditioning and other 
projects to better serve tenants and 
the public. A face-lifting is also 
planned for the second floor “L” sta- 
tion. 

Most market visitors are familiar 
with facilities at this “city within a 
city” which includes practically every- 
thing but hotel rooms, but it.might be 
mentioned that expanded dining facili- 
ties now make it possible to serve 
30,000 daily. Since the last market, the 
following have been added on the 
second floor: the Mart Luncheonette 

(Continued on next page) 
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STYLED to sell! BUILT to sell! PRICED to sell! 
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Model N-128 
‘ 12” Heavy Duty 
3 Speeds 





Model N-165 Model N-103 
6” Pedestal. 3 Speeds. 10” Standard 
Adjustable in height 1 Speed 


from 4 to 7 feet 








Here's your leader to bring in '49 fan profits. An 
exquisitely designed, glistening beauty that will at- 
tract attention. Above average air circulation . . . with- 
out drofts... 
convince them. And the low price will clinch the sale. 
Sturdily built. Powered by heavy-duty FASCO motor 
matched to the fan blades. Will be a quick sellout... 
so order yours NOW. 
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OSCILLATING FANS 


New improved guards add extra beauty and 
safety. New strikingly beautiful finish of warm 
Persian Grey. Still far ahead ... in styling ... in 
quality ... in performance . . . in price. 


Model N-121 Model N-163 
12” Standard 16” Deluxe Heavy Duty 
1 Speed 3 Speeds 


WRITE! 


Get complete informa- 
tion now so you can 
order from your jobber 
promptly. 


Model N-101 


10” Deluxe Heavy Duty 
1S 











Formerly F. A. Smith Manufacturing Co., Inc. 
ROCHESTER 2, N.Y. 
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ATLANTIC CITY AUDITORIUM 


Chicago Summer Markets 











with a daily serving capacity of 2,500; 
the Mart Milk Bar where 2,200 may 
be served; and the Mart Retail Bakery 
Shop which can serve 500 meals daily. 
Three new dining rooms and an 800- 
seating capacity banquet room at the 
Merchants and Manufacturers Club 
will provide for 1,500 diners. 

Of interest, too, is the addition of a 
300-car parking lot for tenants which 
will release more space at the bank 
drive for visitors’ cars. 

Added to the hundreds of appliance 
and housewares showrooms in the 
Merchandise Mart, new tenants since 
the January markets include Crosley 
Div., Avco Mfg. Corp; Tracy Kitch- 
ens; Detroit-Michigan Stoves; Ben- 
dix Radio (Merritt & Andree, dis- 
tributors). 

Temporary exhibits of lamps will 
again be a feature of the markets, oc- 
cupying the 11th floor space, similar 
to that used during the winter markets. 

There will be the usual press confer- 
ences, fashion shows and possibly tele- 
vision shows to tie in with the home- 
furnishing activities in the Mart. 


Atlantic City Show 


July 11th to 15th will see the Na- 
tional Housewares and Home Appli- 
ance Exhibit in full swing at the 
Atlantic City auditorium on the board- 
walk. Sponsored by the Natl. House- 
wares Mfrs. Assn., this trade show 
is expected to draw 8,000 to 10,000 
buyers from all sections of the country 
to its 500 housewares and appliance 
exhibits, with thousands of lines of 
merchandise displayed. 

“Increased competition and the ap- 
parent return to a buyers’ market will 
make the July exhibit one of the 
most important since the war,” de- 
clares A. W. Buddenberg, executive 
secretary of the association. “Many 
manufacturers will be looking for new 
outlets for their goods, and buyers will 
be searching for new and profitable 
promotional merchadise to surpass last 
year’s sales.” 

Approximately 125,000 sq. ft. of 
space, on the boardwalk level and 
lower ramp of the Auditorium, will 
house a total of 778 booths. A com- 
plete restaurant will be set up to ac- 
commodate the visitors. Show hours 
will be 9 am. to 5 p.m. Monday 
through Friday, July 11-15. 

A pre-show mailing of exhibitor lists 
and advance registration cards to 
buyers will facilitate registration at 
the show. In the expanded public rela- 
tions and publicity program of the 
Association, exhibitors have been 
questionnaired as to new products to be 
shown for the first time at this expo- 
sition, which will provide publicity for 
their companies and products and aid 
the press in covering the show. 
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The traditional show banquet is 
planned at the Auditorium’s grand 
ballroom. 


Chicago Amusement 


For after-market hours, and to en- 
tertain the distaff side during the day, 
Chicago has plenty to offer in the way 
of diversion. While it is too early to 
give a complete list of events, among 
the things to do and see will be the 
Railroad Fair, horse racing at Arling- 
ton Park, harness racing at Maywood, 
and the Grant Park concerts, and of 
course, Buckingham Fountain in 
Grant Park is well worth seeing in 
the evening, 9 to 9:30 pm. July 4 
will see a parade on Michigan Ave., 
while the same evening the annual 
American Legion 4th of July show 
will be given at Soldiers Field. July 
9 brings the midget auto races to Sol- 
diers Field, while baseball games 
tentatively scheduled include, Cubs 
vs. St. Louis, July 4 and 5; Sox vs. 
Cleveland, July 6 and 7; Sox vs. De- 
troit, July 10, and Sox vs. Washington 
on July 14. 

For those who want to get away from 
it all, short boat trips on the lake, and 
full day trips across the lake are being 
planned. As is customary, copies of 
“Where, What, When in Chicago” 
available at hotels and registration 
desks of the markets, will give com- 
plete listings of shows, restaurants, 
movies, plays and everything in the 
amusement line. 

The Merchandise Mart and Furni- 
ture Mart recreational activities in- 
clude various events, including a base- 
ball party planned by the Furniture 
Mart for Sunday, July 10, Chicago 
White Sox vs. Detroit Tigers. 
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NESCO “HEATERATOR” con- 
verts each molecule of oil into 
usable heat. Exclusive baffle 
system, in large L-shaped com- 
bustion chamber with 2,338 sq. 
in, of radiating surface, forces 
flame to expend itself inside 
heater for peak efficiency and 
- low stack temperature, 












MODEL 9013 
13” Pot Type 
Circulating 
Heater 
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MODEL 7010 


10” Pot Type 


Circulating Heater 
In average-size homes, this model has 
thousands of happy users. Efficient combi- 
nation of patented burner, baffle and heat 
accelerator tube produces 53,000 B.T.U.'s. 
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_N € S CoO Kerosene MODEL 9210 


CIRCULATING 10” Pot Type 


HEATERS Top aiid ag 53,- 


000 B.T.U.'s. For warehouses, garages, cot- 
tages, tourist cabins and other buildings 





Made in many models, Nes- 
co Kerosene Cabinet Heat- 





where vufili ll-important. 
ere avo iden! for cottages, sdoodomel Wadia i. X sbanenir teced eal 
Low operating cost—quick, 
instant heat—no flue con- 
SHE a POO a> NATIONAL ENAMELING AND STAMPING COMPANY 


curate flame adjustment. 
Illustrated is Model 4992, 
output: 25,000 B.T.U.'s. 


EXECUTIVE OFFICES: 270 N. 12TH ST., MILWAUKEE 1, WIS. 
Sales Offices: Merchandise Mart, Chicago + Candler Building, Atlanta 
200 Fifth Avenve, New York + Ambassador Building, St. Lovis 
Western Merchandise Mart, San Francisco 
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a dribble or a stream... 


how does YOUR PRODUCT STORY 
funnel through? 


There are two commonly used methods of funneling a product selling story through 
to dealers. They are both effective, but the first is costly and time consuming, and really 
needs monthly repetition to be fully effective. The second has the advantages of economy, 


continuity and directness. In the light of a better understanding, let's analyze them both. 


The first is the time honored custom that starts off with a bang ata 
yearly distributors’ sales meeting. The manufacturer has frozen his 
designs, the production line is geared and ready to go and the product 
is proudly put on display. The manufacturer “goes to town” on its 
many new and exclusive features. It's bigger. better than ever before 
and every sales point is highlighted and emphasized. The atmosphere 
is literally thick with enthusiasm — an enthusiasm that’s bound to start 


that sales curve on an upward trend and back competition into a corner. 


There are two or three days of this — and other things — and the dis 
tributors rush back to their various territories to, in turn, hold their 


dealers’ sales meetings. And here's the first spot where some of that 


some of the enthusiasm is gone, for naturally it’s impossible to carry 
through the fever pitch of that first meeting. The dealers then go back 


And now it’s the salesmen’s turn to carry through, and here we have 
through to clinch a sale with possible purchasers. This is where it counts 


petition is ready to barge right in and take over. 


be the glib tongue of his real sales staff — his dealers and their me? 
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high-powered sales message loses something. Some of the punch and | 


to their stores and try to carry through to their sales staffs a diluted | 
product story. And here’s the second drop in volume of the stream. — 


the last loss till only a dribble of that distributors’ sales meeting gels | 


the most. for now instead of backing competition into a corner, com | 


So a loss occurs right down the line and to pep things up requires | 
another distributors’ meeting. But they're too costly and too time com ' 
suming. Sales are lost time and time again because a manufacturer's j 


sales story is not fresh, new and convincing on what would otherwise | 


1rough 

really 
momy, 
1 both. 


ng ata 
zen his 
product 
" on its 
' before 
osphere 
to start 


| corner. 


the dis- 
Id their 
. of that 
ach and 


~ 


errs 


RE TED 2 ogres 


to carry § 


go back 


: diluted | 


stream. 


we have 


ling gets | 


it counts 


er, com 


requires 
ime con- 
acturer's 


therwise 


\eir men. | 


SING 


















* According to a recent Dun & Bradstreet- 
ABP dealer survey. dealer readership of 
trade papers is established. In addition, this 
survey also shows that dealers prefer to 
get information from manufacturers of the 
products ‘they sell from their trade paper. 
In the case of appliance. radio and tele- 
vision dealers it's ELECTRICAL MERCHAN- 
DISING. Complete details on this survey are 
available from us or by writing direct to 
The Associated Business Papers, 205 East 
42nd St., New York 17, N.Y. 


This time the message is going direct to your d 


ferred trade paper* and in the case of appliances, | 


to your dealers to become a definite part of their sales t 
selling, can carry through to customers a complete and fe 
here, at this point of sale, where it counts the most. Compet! 
ing in is backed right out of the picture. Mr. and Mrs. Consu 
complete story has been funneled through to them. They catch 
man’s enthusiasm and are convinced they have made a wi 


how sales are made. 


Manufacturers 
who wish to reach dealers among . . . 
APPLIANCE + RADIO + TELEVISION STORES 
FURNITURE STORES + DEPARTMENT STORES ~ ‘ 
HARDWARE STORES + UTILITY MERCHANDISERS 


should tell ther sales story tx 


SRLECTRICAL @ | 
MERCHANDISING | 


APPLIANCE * RADIO * TELEVISION DEALERS’ 
FIRST CHOICE IN TRADE PAPERS 


A McGRAW-HILL PUBLICATION, 330 W. 42nd ST., NEW YORK 18, N. Y. 
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Partial List of Markets, Housewares Show Exhibitors 












CHIC A King Refrigerator Corp......... 17/127 Apex Rotarex Corp...........0:%% 1472 Phoenix Table Mat SE ccanmnes 11-104 
GO Knox Stove Works............... 513-B Associated Projects Co........... 1433A Proctor Electric Co..........++++- 1473 
Landers Frary & Clark........... 547-B Bendix Radio Div., Bendix Aviation Rasmussen, J. H. & Co...... Leseeee 145/ 
FURNITURE MART Leonard Div., Nash-Kelvinator GR. sicsvcnsccewevecdeabans 1174 Refrigeration Corp. of America. ...1418 
CE. nace couantanneue 513-14-15-A ae ae A a eee ere 1454 Revere Clock Co.........cccccces 1422 
A. & J. Mfg. Co... eee eee 548 eS ee 17/91-92-93 eS) OS! eee 1467 Reynolds Metals Co............+ 11-111 
ND GR Side cin cu sedavcenes 526-27 — A. J. & Hoverson Binswanger-Henkin Industries ..... 1178 Rittenhouse Co., The............ 14-104 4 
Agricola Furnace Co............... — ee eee 17/42-43 Buckeye Aluminum Co., Inc....... 11-110 Serer 1454A r 
pe wate. ms EE Tn a “ae a a. 17/54-54A Buxbaum Co., The.............. 11-112 — me Div., Revere rr & 
torter Bros. Co................ . Lonergan Mfg. Co............... 514-B OSS, INC. ....---- eee eeeeee S 
Amana Society—Major Home Appli- sen a Vincent RE 2953 i TE cnctnsxtesnsaepandee 1186 Rutenber Electric Co............- 14-107 
ance Co., Inc. ..........eeees 536-B Lynbrook Co., The................ 17/34 Casco Products Corp. ............. 1175 
American Stove Co................. 518 Chimes & Signals, Inc. ............ 1451 Samson-United Corp. ..........- 14-104 
Appliance Mfg. Co............... 510-A Maine Mfg. Co., The......... 17/37-38 Crosley Div., Avco Mfg. Corp....... 1133 Sanford, D. E., Co., Inc.........25- 1405 
Armstrong Products Corp......... 17/63 »Marquette Appliances, Inc.. .17/78-79-80 Coolerator Co., The............. 11-107 Schmatet, WE. 2... .ccccccccccccces 1188 
Athens Stove Works, Inc............ 624 Modern Refrigerator Co...... 17/100-101 eke cncnoaes 14-119 | 
Automatic Washer Co............. 503 Moore Diy., Conlon-Moore Corp...... 504 ces taeaeenenneae 1405 Sessions Clock Co., The........... 1409 
Auto Stove Works............... 546-A A Wek dantkacoensns 505-06-07 Dearborn Stove Co................ 1490 Se Ge BE, nb ccaccnsaeenes 14-109 
Deepfreeze Div., Motor Prod. Corp..1447 ee ee OS eee ree 1422 m 
Barlow & Seelig Mfg. Co........... 530 Nineteen Hundred Corp.......... 508-B Detroit Michigan Stove Co......... 1128 Son-Chief Electrics, Inc........... 14144 
Berten Corp., The..........c000- 549-A Noblitt-Sparks Industries, Inc... .441-42 — “ere 14-103 Sparks-Withington Co. ........... W750~CO 
Bendix Home Appliances, Inc. .... 539-A Norge Div., Borg-Warner Corp. . 521-22 Dixie Foundry Co., Inc........... 14-101 Spartan Co., The...............6- 1163 
Bendix Radio Div., Bendix Aviation SR: 1106A ed aeeekmnan 1422, | 
REMI, wd nahain atkins Ghee. a¥-eaeae 545-D Oakland Foundry Co............. 546-C Steinmetz & Kelly ............... 1422, 
Ben Hur Mfg. Co............--.. 528 Odin Stove Mfg. Co.............. 1438 Easy Washing Machine Corp....... 1464 Stoddard Mfg. Co..............5. Ww | 
Blackstone Corp. ............... 544-A One Minute Washer Co.....17/102-103 Eldredge Sewing Machine Co....... 1468 er Ter N77 | 
Brunswick Refrigerator Co.......... 628 Elgin Steel Kitchens............. 1454 Superior Electric Prod. Corp...... 11-116 
Sitti tine we a — _- eee oo —_ Heatrola Div., Noma ee Sanaa — or isedeta can 
b eee eeereeecrecs b scecseccocreocceecece SELENE SE rtz % eee 
Castelli, F. C., Co............17/39-40 Phillips & Buttorff Mfg. Co... .17/69-70 Eureka Vacuum Cleaner Div., Eureka Prag Mfg. “a 1498 
Champion Dishwashing Machine Co..2453 POE, cawnccceseiacnens 17/49 Williams Corp. ..............-. 1161 
Chattanooga Implement & Mfg. Co.17/0 eer Bee GR... co accsccccenes 513-B Geasedly Go, Tiwi coc. cccdsese. 11-112 Taylor Instrument Cos........... 11-106 i 
Clements Mfg. Co............... 17/68 Prentiss-Wabers Products Co...... 549-A ee 1440 é 
Cole Hot Blast Mfg. Co........17/73-74 Presteline Div., Leeson Steel Products, Farber, S. W., Inc.............. 1419A Cesena Prod. Div., McGraw é 
erry _ basap teeeeeees as IMC, wees eee eeeeeeeneeenenees 447-48 Fasco Industries, Inc.............. 1422 IN 5s odin at Gontiel “55 
omstock-Castle Stove Co......... i a a a rn A 
Conlon Diy., Conlon-Moore Corp... . .504 Quaker Mfg. Co................ 516-B egy a Ae oth ee oa Taney Sp Se ate 4 
Coroaire Heater Corp............17/M Queen Stove Works, eee 17/75-76 Varick Electric Mfg. Co., Inc...... 11-116 f 
+ may Ses — | ore — RCA Victor Div., Radio Corp. of G. M. Laboratories bettas ee eeees 14-104 Vischer ES EO oe 14-104 
Ee ae re aN E Nee Ra NSE Americe .......0000. 232-36 & 540-A General Electric Co., Air Cond. Dept..1127 Waring Products Corp............. 1405 
Detroit Vopor Stove Div., Borg- Roberts & Mander Corp.......... 546-D = Electric Co., Electronics _ pon enero = Eaverabaneev’ a 
’ A a eee elmaid Prod., Inc. ............ - 
oy Ra Ong a eee Se I osesn nes 529 General Electric Co., Tubs Div......1192 White Products Corp. ..........-. 1157 
saath ee Bo Samuel Stamping & Enemeling Co.. 548 — Mills, Inc., Home Appl. — Wiley, Joseph H. Organization, Inc. 14-101 be 
ee Seek aa eee Sanit Refri “a eae 528 DE:  biSebhandiovnerenennenan ' 
8 — ~ WO Bein i ay einen Ah Baan. Rae a oo 1536 Geuder, Paeschke & Frey.......... 1492 Youngstown Kitchens by Mullins. ...1119 k 
sg Ah petney ee on Poa Siegler Enomel & Renge Co........ 1118 Gill Electric Mfg. Corp............ 1454 ' 
™ = Simplex Div., Barlow & Seelig Mfg. Glascock Bros. Mfg. Di acnanaanas 1454 Zenith Machine Co. beeaeeeeseoes ee 1174 y 
Eeale Foundry Co................ 547-A OL icueeustetaccuaazaent 17/86-87 P 
Empire yee «Sn agenesis. 17/126 Sperton Rodio:Television Div., The Hilton _— BS Siiteneieacsees oa 
Estate-Heatrola Div., Noma Electric ' ~ sang “ney gg Ge ssessane ih Hotpoint, Inc. ................+.. 
DL ack enstedasdnaeaweenaeh 523 picer, WIES Fe wee e ee eee eens m 
5 Stewart-Warner Electric Div., Stewart- Johnson S. C. & Son, Inc........... 1158 ' 
Grane Products Co, ......00- 0000. su-6 Warner Corp. ........... 17/55-56-57 Jordan Refrigerator Co........... 14-101 ATLANTIC CITY 
Fowler Mfg. Co................-. 17/L Stiglitz Furnace & Foundry ar — 
Fresh’nd-Aire Co. ............. 17/106-A hy RR tee: 17/60-61-62 itchen Guild of America......... 
Frigidaire Div., General Motors Sub-Zero Freezer Co., Inc......... 17/K Kitchen Aid Div., Hobart Mfg. Co.. .1492 . AUDITORIUM 
_ REL 508-09-A Sunray Stove Co., The......... 17/52-53 sone rae Brerrersreeny oa “ 
napp-Monarch Co. ............+-- ee WO BM  vsceitxdnennxaed i 
General Air Condit. Corp.......... 17/64 Tappan Stove Co.............. 539-40-B EE i eae ee ene 1178 Aluminum Cooking Utensil Co., 
General Electric Co........ 535-36-37-A Tennessee Stove Works............ 825 , ee eae 418-420-422 
Gibson Refrigerator Co......... 537-38-B ps er 2953 ee eee 1482 Aluminum Goods Mfg. 
Grand Home Appliance Co...... 17/3-31 : Landers, Frary & Clark........... 1479 Ne ee 445-447- —— 
Gray & Dudley Co............... eo Peed O......- 17/3536 LaSalle Lighting Prod., Inc., Aristocrat Clock Co.............++- 
Hamilton Mf re 17/88-89 -_ MND Ds we ev secoeeeranrs NN a re eg le he 1492 ; Asquith Associates, ae a f 
n I ai agar /88- j 
Hardwick Stove Co. ..........1530.31 _  Vornadofan Div., ©. A. Sutton Pn ne rete hesnnines — ini eie ciaiia eat in eanlen a 
Holland Rieger Div., Apex Rotarex Corp. coer eenseserececcces 17/66-67 M ° B &C 1466 — h shee 719 
Con 17/98-99 ——- — ey ee A se rey bere cavnneaees aa os 
Pe. eee Oe ee Welbilt St On oe 520 artin Co., Duo ccvpvcevcscenss - erste jo WBrcccccccccccces 
ew Be spabeaabdeabiets iene Gh Metal Ware Corp., The.......... 411A Block and Co............+. 672-674-616 | 
eteniet vd Mie ccccsccecs 533 ae Corp 501-03 & 542-43-B Meyer, W. F., & Sons, Inc.......... 1494 Se eo eae eee 275-277 
Y eae See Saas :* “647 
mtn on, .....’... 17/P . i Aluminum "ee aS a Borg Erickson a? oe 645 yo 
Zenith Radio Corp. .............. 544-B RD TR, GOs vc cccccccccacs 9 Brewer-Titchener oS See 4 
co Cooling Applionce Corp......... 810 Se GL. Soca eeuyoucmerse 1125 Buckeye Aluminum Co...........-- 3 
Ideal = . ' 
eee WR wow National Enameling & meng Co., ere © & 
rang envi Sigg - Agate ate MERCHANDISE A oR ARG Get ae: ‘1422 Camfield Mfg. Co........... 1321-1322 [ 
ee ee New Home Sewing Machine Co....1450 Capitol Products Co., Inc.........-- 928 Be 
Jecobs Mfg. Co.......... 17/32-33 MART Nicro Steel Products, Inc.......... a Casco Products Corp....... week é 
ra Noma Electric Corp. ............. NE ons cnswnesadunesos 5 
Kalamazoo Stove & Furnace Aluminum Goods Mfg. Co becosceas 1129 Nutone, We sas oc0snve ieee eewanee 1451 Chicago Electric Mfg. 
Or ines 17-R/1108-1109 Aluminum Specialty Co........... 1170 Nye, Walter & Co., Inc........... 1492 he ova pee etanen + 444-446-448-450 
Kelvinator Div., Nash-Kelvinator American Central Div., Avco. Mfg. Clark Co., J. R., The. 7 Se ey 632-634 
Corp. ; , . .513-14-15-A Se a eee 1476 Peerless Mfg. Corp............... 1485 Clarvan Corp. PN St noe A oa 1234 
Kemper Furniture Co 17/83 & 104 American Thermo Appliance Co. .14-101 Perfection Stove Co............... 1475 (Continued on page 110) 
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1163 AUTOMATIC WASHER 


1422 
1422 
WN 
1177 
1-116 


‘| undertow washing action wits soe Bendix Bakelite’ Agitator 


1-106 
. 1440 






















EL tamtecat 


molded by General American 


aa The Bendix Economat Bakelite*Agitator 


is just one of many parts which General 
1-116 American molds for leading manufac- 
4-104 ) turers to make their products more 
. 1405 saleable and to make your sales efforts 
1123A more profitable. 
4-111 
1157 
14-101 


Gets Clothes Cleaner! 


No lint to create scum; no rust or corrosion to cause 
discoloration! 


Keeps Clothes Safer! 


No pitting, no abrasion, no rough edges to snag and tear fabrics 
in a Bendix Economat. The special Bakelite* Agitator is 


119 impervious to strong alkaline soaps and detergents. 


1174 





‘Makes Handling Easier! 
Plastics Division 


TY GENERAL AMERICAN 
TRANSPORTATION CORPORATION 
135 South LaSalle Street 
Chicago 90, Illinois 


New York Los Angeles 
. 802 10 E. 49th St. Richfield Bldg. 


120-422 


The Bendix Economat Bakelite* Agitator weighs about half as 
much as most conventional agitators. 


Gives Longer, Trouble-Free Service! 


The special kind of Bakelite* that goes into the Bendix Agitator 
was specifically developed for agitator use. It withstands 

heat, cold and chemical action and stands up under the strain of 
constant action without repairs, adjustments or replacements 
for years and years. 


149-451 
ae 
..1H2 


565-667 
oP 
406-408 
674-676 
275-277 
645-647 
.. 619 

. 352 





21-1322 
574-576 

. 1103 
448-450 


632-634 
. 1234 


— 


*Trade Mark, Bakelite Corporation 


ISING 
D ELECTRICAL MERCHANDISING—JUNE, 1949 PAGE 109 

















PAT. PEND. 
ACTUAL SIZE 2% x 3% x 3% 


BASIC PRODUCTS CORP. 
Dept. E. 102 

1700 N. Harrison St. 

Ft. Wayne, Ind. 





110 VOLTS 
60 CYCLE 
A. C. ONLY 





We are Distributors [] Dealers [] Please send us complete 
information on Magic Defroster. 


Name 





Address. 





City 
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Clements: Mie, Ge... nos icccccced 811 
Club Aluminum Products 

Mk bade eae 313-315-317-319 
Corning Glass Works ...... 526-528-530 
Cory Corp. ... .514-516-518-520-522-524 
PB, MSS ss ccieecansade 270-272 
I ce. aaa wigs 536 
Dominion Electric Corp. ........ 464-466 
| ES eee 612 
Dormeyer Corp. ........... 549-551-553 
ee eee 1119-1121 


Ekco Products Co.. .203-204-301-302-303 
Enterprise Aluminum Co., 


ME a oi dadave assis 206-208-210 
OE Gi, WE agcccos pnceses 666-668 
ee, Oe Wa ce cea 407-409-411 
PN POND. cvideceiccanndeone's 625 
Fresh’nd-Aire 

et en ee 514-516-518-520-522-524 


Geier Co., P. A., 

S caavea0e td 823-825-827-829-831 
General Electric 

Co.. 180-182-281-282-283-284-381-382 


General Floorcraft, Inc............. 807 
General Mills, Inc.......... 673-675-677 
Geuder, Paeschke & Frey Co........ 268 
Hamilton Mfg. Corp........ 828-830-832 
ere 223-225 
Hanovia Chemical & Mfg. Co....... 732 
Herculean Appliance Corp... .1127-1129 
International Appliance Corp....... 320 
SA eee 554-556 
KeKo Products Div., Kennedy Car 

chee & Gow Co, Me... 6.00005 735 
KitchenAid Div., Hobart Mfg. 

 scicwerwnaneds 575-577-1219-1221 
Kitchen Queen, lnc. .............. 731 
Knapp Monarch Co... . .424-426-428-430 
SL, Co waanttwcccese 1018-1020 
Kromex Sales Co........... 565-567-569 
Landers, Frary and 

SE -esawae 331-333-335-337-339-341 
EE ae re 801 
Lisk Savory Corp. ............. 538-540 
Es See ae 168-170 
Manning-Bowman & Co......... 410-412 
Mayer Co., Inc., William F...... 167-169 
I: TE, otc ncdocsen coun 1038 
Metal Ware Corp., The........... 1139 
Meyer & Sons, Inc., W. F........... 725 
Meyercord Co., The .............. 730 
Mimar Products, Inc. .......... 938-940 
National Die Casting Co....... 348-350 
National Enameling and Stamping 

ae 231-233-235 
National Stamping & Electric 

| SS Ser: 661-663 
Noblitt-Sparks Industries, Inc... .584-681 
Noma Electric Corp............ 745-747 
Northern Electric Co.............. 1104 
cae cansan 139-141-143-145 
Oster Mfg. Co., John......... 1007-1009 
Paragon Electric Co.....:........ 1001 
Phoenix Table Mat Co.......... 709-711 
I ecu awad waned 808 
Prevore Electric Mfg. Corp.......... 158 
Proctor Electric Co. ....... 702-704-706 
Radiant Heater Corp............... 902 
Republic Molding Corp. ...... 1127-1129 
Rittenhouse Co., Inc............ 734-736 
Rival Mfg. Co............. 472-474-476 
Rome Mfg. Co. Div., Revere Copper 

and Brass, Inc....... 506-508-510-512 
eS ey a re 356-358 


tee eee wwe 
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Housewares Show Exhibitors 





Sen Go... The. .....2.5 484-581-582-583 
Son-Chief Electrics, Inc......... 211-213 
MN ee ace k ewes 1034 
ON 171 
Stern-Brown, Inc. ............. 532-534 
Superior Electric Products Corp...... 110 
Sutton Corp., O. A., The........... 1201 
Swing Clock Mile. Co............. 1341 
Swing-A-Way Mfg. Co... . 566-568-570 
Swartzbaugh Mfg. Co., The..... 644-646 
ee 1338 
Taylor Instrument Companies. . .362-364 
We, TIE boon vccccccccce 775-777 
Wee Ge G6. 6. oss cacccccs 147-149 
Traubee Products, Inc. ............ 915 


United States Electrical Mfg. Corp.. .276 


Vischer Products Co............... 557 
Were Gee. Bo. GA... sn ccccecnenss 150 
Wagner Mfg. Co., The............. 432 
Wagner Mfg. Co., E. R.......... 468-470 
Washburn Co., The........ 237-239-241 
WY PN conn cécrescvacess 1013 
Welmaid Products, Inc. ........ 344-346 


West Bend Aluminum Co... .544-546-548 
Westinghouse Electric 
MN. ckawanswea 738-740-742-744-746 
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Scheduled Meetings 


NATL. HOME & BUILDING 
EXPOSITION 
Pan-Pacific Auditorium 
Los Angeles, Calif. 
June 2-12 


AMERICAN WASHER & 

IRONER MFRS. ASSN. 
Natl. Home Laundering Week 
June 6-13 


STOKER MFRS. ASSN. 
Annual Meeting 
French Lick Springs, Ind. 
June 13-14 


INTL. STORE MODERNIZATION 
SHOW 


Store Modernization Institute 
Grand Central Palace, 

New York, N. Y. 

June 19-24 


CANADIAN ELECTRICAL ASSN. 
Annual Meeting 

Banff Springs Hotel, 

Banff, Alberta, Canada 

June 28-30 


AMERICAN HOME ECONOMICS 
ASSN. 


40th Annual Convention 
Civic Auditorium, San Francisco, Calif. 
June 28-July 1 


CHICAGO MARKETS 
Merchandise and Furniture Marts, 
Chicago, Ill. 

July 5-16 


NATL. HOUSEWARES & HOME 
APPLIANCE MFRS. EXHIBIT 

Natl. Housewares Mfrs. Assn. 

Auditorium, Atlantic City, N. J. 

July 11-15 


29th CALIFORNIA GIFT SHOW 
Los Angeles Trade Fair, Inc. 

Los Angeles, Calif. 

July 24-29 
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DELUXE 
MODEL 194 

















































































































































— FLORENCE OFFERS A 
1-583 } 
|-213 
1034 
171 
-534 
110 
1201 
1341 @ , 
3-570 
1-646 
1338 
2-364 6 
5-777 
7-149 
915 
? 
(> 
. .276 
+ 3 
is ; Priced and planned for today’s market 
. .150 : _—_— 
ae 
Xp ’ NOW... you can get quick sales action from today’s choosier custom- 
9-241 oo alvioen ers. Here’s a new line...a complete line...outstanding in models, 
Ww wona “ ° . 
1013 features...and in dollar value...with price tags that appeal to 
4-346 . : ’ 
ee roups. Yes, to n up today’s pocketbooks, 
6.548 a shoppers in all income groups to open up ys po 
feature Florence—famous for quality since 1874—priced to clinch 
4-746 sales in 1949! 
. 249 | , 
Model 194 It will sell the “I-want-the-finest” customers and its de luxe features 
eR will help you trade up many another customer too. Completely auto- 
matic cooking. Double glass sight window in oven door. Deep-well 
MODEL 164 budget cooker and three 5-heat surface units. 
s with plain Model 164 An outstanding value in the “in between” price level. Available with 
‘ = backguard lain backguard or with three optional accessories: A 18 with de luxe 
——— : my saretieg A 17 with i 1, A 16 
—~—€" automatic cooking features, A 17 with automatic oven control, A 1 
. —— with time reminder. 
Model 134 For the shopper who wants Florence quality at a budget-easy price. 
Can be offered with optional accessories A 17 or A 16 or with plain 
backguard. 
i Model 113 A compact 22” range—with full size oven and broiler. Available with 
optional accessory A 16 or with plain backguard. 
a 
? MODEL 134 
ION 
ISN. 
he 7! 
MODEL 134 
_ FOUR BASIC MODELS PLUS THESE ACCESSORIES 
GIVE YOU A LINE OF THIRTEEN RANGES 
calif. 
3 
| These three optional accessories are de- accessories enables you to offer a complete a, 
signed for use on any Florence Electric _line...to suit individual tastes. Your cus- 
Range. Thanks to this flexibility, a com- tomer can choose the exact type of acces- 
»ME paratively low inventory of ranges and sory she wants for the range she buys. 
IT 
GAS RANGES + LP-GAS RANGES ELECTRIC RANGES + OIL RANGES 
DUAL-OVEN Combination RANGES * OIL HEATERS * GAS HEATERS 
iow RANGES AND HEATERS 
| @ FLORENCE STOVE COMPANY...General Sales Offices and Plant: Gardner, Mass. Mid-Western Sales Offices 
b and Plant: Kankakee, Ill. Southern Plant: Lewisburg, Tenn. Other Sales Offices: One Park Avenue, N., Y.; 
& 1459 Merchandise Mart, Chicago; 53 Alabama Street, S.W., Atlanta; 301 North Market Street, Dallas. 
— 5 
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Sey 


Norelco y | I 
LIFE-LIKE § 


Lelevision! 


... from this 2%" tube — 


Chosen by these famous makers of 
quality projection TV receivers 


ANSLEY * EMERSON 
FADA*s+ FISHER 
PILOT © SCOTT 
STEWART WARNER 


INTERNATIONAL 
TELEVISION 


BRUNSWICK 


and others soon to be announced 


PROTELGRAM is the result of nearly 

fifteen years of research by the world’s 

greatest electronics laboratories. This scientifi- 

cally designed, optically correct projection system 

makes possible, for the first time, a life-size distor- 

tion-free picture of — 200 square inches (20” 

diagonal)...a more /ife-like picture without 

lare or eyestrain. And from a tiny long-life, oe 4 : 

ow-cost picture tube! ’< - or 


ss ° 
PROTELGRAM-equipped sets provide your finest r life-size, 

profit opportunity for 1949 because they offer r 

your customers what they want—a bigger, clearer a more 

picture that is easier on the eyes. Get the facts be life-like 

today from the above manufacturers on the out- S fae . “pers 

standing sales and profit advantages of their : > - television 

PROTELGRAM-equipped receivers. Or write to ee cS 

Dpt. PF-6, North American Philips Company, 

Inc., 100 East 42nd St., New York 17, N. Y. 
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Increase Dealer Sales Aid, 
Speakers Tell Wholesalers 


Siragusa, Cotes and Blees stress 
distributor, manufacturer roles at 
41st Annual NEWA Convention 


Strong emphasis on the obligations 
of manufacturers and distributors to 
their dealers characterized the speeches 
of leading electrical appliance execu- 
tives at the recent 4lst Annual Con- 
vention of National Electrical Whole- 
salers Assn. held in Cincinnati, Ohio. 

The 2,300 association members, man- 
ufacturers and guests heard Ross D. 
Siragusa, president and chairman of 
the board, Admiral Corp., offer a six- 
point program to rebuild selling power. 
Although he admitted competition was 
back in full force, Mr. Siragusa said 
“Things are no different now than they 
were in times of high employment, high 
incomes and sound credit conditions.” 


Consumer Position Good 


Describing today’s market as neither 
“novel or frightening” as compared 
with the recent postwar period of 
scarcity and inflation, he said that 
there are 57 million people employed 
and only between three and four mil- 
lion out of work; personal income in 
1948 reached $214 billion for a new 
all-time high and for the first quar- 
ter of this year was put at an annual 
rate of about $220 billion. He noted 
that savings last year amounted to 
$15 billion, a sharp boost over the 
preceding years, and far ahead of the 
$10 billion in 1941 and $3.7 billion in 
1940. In addition, installment credit 
outstanding at the end of last year, 
which was $8.2 billion, was only 3.9 
percent of personal income for 1948. 
This percentage, he said, was about 
double in 1941. 


Rebuild Selling Power 


Included in Mr. Siragusa’s program 
to rebuild selling power were the fol- 
lowing points: (1) Sales enthusiasm 
and leadership must come from the top 
level; (2) staffs must be tuned up with 


the right people in the right jobs for 
effective merchandising; (3) sales or- 
ganizations must be increased in size 
and efficiency; (4) salesmen must be 
completely and expertly trained in the 
knowledge of products they handle; 
(5) the wholesaler’s dealer organiza- 
tion must be rebuilt; (6) retailers 
must be conditioned for hard selling. 

He recommended that manufacturers 
undertake and share the industry’s 
selling job by being more realistic in 
pricing and by devoting more atten- 
tion to developing more efficient proc- 
esses and reducing expenses. 


1949 Volume Promising 


M. F. Cotes, executive vice-presi- 
dent, Motor Wheel Corp. and general 
manager of the Duo-Therm Div., 
Lansing, Mich., told the convention 
that this year’s volume should be good 
for those companies who aggressively 
merchandise their products. He said 
that this was especially true if 1949 is 
compared with the prewar years and 
expenses are geared accordingly. Mr. 
Cotes listed seven reasons for this be- 
lief: (1) The continued high level 
of purchasing power which is 50 per- 
cent greater than 1940; (2) an in- 
creased capacity for consumption; (3) 
the large armament program, the effect 
of which has scarcely been felt; (4) 
tremendous government projects held 
in readiness in the event of a slacken- 
ing of business; (5) the demands of 
the European Recovery Program; (6) 
easing of Regulation “W”; (7) the 
fact that the government is committed 
to a high level of production. 


Offers Wholesale Plan 


Since the days of selling merchan- 
dise on the ’phone as a principal means 
of getting orders from retailers are 
over, Mr. Cotes suggested that whole- 





NEWLY ELECTED president, D. M. Salsbury (right) receives congratulations upon 
his new position from retiring president, E. B. Ingraham. The election followed the 
general session of the association’s 41st convention recently held in Cincinnati. 
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appliance division of the association.” 


Edgar B. Ingraham, former pres- 
ident of the National Electrical 
Wholesalers Assn., who was re- 
cently awarded the James H. 
McGraw Award wholesalers Medal 
for 1948 at the annual convention 
of NEWA in Cincinnati, Ohio. Mr. 
Ingraham received the award from 
W. T. Stuart, editor, Electrical 
Construction and Maintenance. The 
citation praised Mr. Ingraham “for 
his inspiring leadership of his in- 
dustry in forming and developing 
the Appliance Division of the Na- 
tional Electrical Wholesalers As- 
sociation and his vigorous efforts to 
advance the economic position of 
the electrical wholesaler.” 

Judges who recommended Mr. 
Ingraham for the honor were: 
Herbert Metz, Graybar Electric 
Co., Inc.; F. R. Eisman, Revere 
Electric Supply Co.; John M. New- 





Ingraham Wins McGraw Award 





McGRAW AWARD medal is presented to E. B. Ingraham (right) by W. T. Stuart, 
editor, Electrical Construction and Maintenance. The retiring head of NEWA was 
cited for his “inspiring leadership of his industry in forming and developing the 


ton, Oakes Electrical Supply Co.; 
D. M. Salsbury, Westinghouse 
Electrical Supply Co., and Mr. 
Stuart. 

The honor is one of a series of 
four awards established 23 years 
ago by the late James H. McGraw, 
founder of McGraw-Hill Publish- 
ing Co., Inc., to encourage construc- 
tive thinking for the advancement 
of the electrical industry. These 
awards, consisting of a bronze 
medal and $100 purse for each 
honor, are presented for personal 
contributions of merit in the manu- 
facturing, contracting and whole- 
saling branches of the electrical in- 
dustry and for cooperation within 
the industry. An endowment of 
$40,000 to continue the awards is 
administered by a Committee of 
Awards representative of the four 
branches of the industry. 








salers start doing the following things 
to build sales: (1) Pass on the knowl- 
edge of the products they are selling to 
the dealer and his salesmen at night 
meetings; (2) help the dealers or- 
ganize aggressive selling programs 
outside the store; (3) conduct a 
planned, aggressive, consistent cam- 
paign of selling outside the store; (4) 
after the wholesaler has planned a 
cooperative advertising program for 
all his dealers on an overall territory 
basis, the wholesale men must sell 
the program to his dealers; (5) dealers 
must have sound retail financing plans 
which make it possible to purchase 
merchandise on minimum monthly pay- 
ments; (6) distributor’s wholesale 
men must suggest sound promotions to 
the dealer and see that he uses them; 
(7) these men must also see that the 
merchandise is attractively displayed 
in the dealer’s store, utilizing the ma- 
terial that is made available by the 
manufacturer for that purpose; (8) 
wholesale salesmen also must see that 
his dealers have service training and 
take advantage of it; (9) organiza- 
tions must be taught the value of serv- 
ice in its broadest sense as the key- 
stone of all successful selling. 
Contrary to the theory that loading 
dealers with merchandise will boost 


sales, W. A. Blees, vice-president, 
Avco Mfg. Corp., and general sales 
manager, Crosley, stated that the com- 
pany which properly handles stocks 
and works with retailers will gain the 
good-will of the dealer, his enthusias- 
tic support, and_ greater sales. 
Mr. Blees said that companies which 
pile excessive goods on their jobbers 
and retailers actually reduce sales 
rather than help them. Programs such 
as a sales forecast system, a setup in 
which dealers report the sales pros- 
pects in their areas to distributors 
who then pass along the information 
to the manufacturer, gain the good will 
of dealers and are helpful in avoiding 
this pitfall, he said. 


Salsbury Elected 


D. M. Salsbury, president, West- 
inghouse Electric Supply Co., New 
York, was elected president of the 
association. He succeeds E. B. Ingra- 
ham who is president of the Times 
Appliance Co., New York. R. M. 
Johannesen, Johannesen Electric Co., 
Greensboro, N. C., was elected vice- 
president and chairman of the appa- 
ratus and supply division. W. G. 
Peirce, Peirce-Phelps, Inc., Phila., was 
reelected vice-president and chairman 
of the appliance division. 
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NOW ANOTHER GREAT TRIUMPH FOR HOTPOINT... 
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A SUPERIOR PRODUCT—FROM CHICAGO'S VAST INDUSTRIAL RESOURCES  & “ 
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Everybody—Yes, EVERYBODY’S Pointing to Hotpoint...the 
Sensational New Automatic Washer That Has Everything! 


@ Here’s the automatic washer that thousands of women 
have asked for—the perfected and proved Hotpoint with sen- 
sational Swirlaway Water Action, Fluid Drive Power, Wond- 
R-Dial Water Saver and Agitator Principle! 
10 Years’ Experience 

Homemakers helped plan this great Hotpoint Automatic— 
homemakers helped prove it oxtwashes them all! 
Hotpoint’s exclusive Swirlaway Water Action was devel- 


oped during more than a decade of tests in actual homes, 


Sales Clinchers Galore! : 
Look at the advancements this glamorous new appliance offers 


—Sediment Ejector, Overflow Rinse, top loading, adjustable 
leveling, hot and cold spray rinses, deep Thriftivator rinse plus 
many more features! Truly, here’s still znother money-making 
reason why dealers call Hotpoint the Franchise with a Future! 
Hotpoint Inc. (A General Electric Affiliate) Chicago 44, Illinois, 


Yes, Hotpoint Has All The Features Your Customers Want! 


@ Fluid Drive Power 
checks harmful vi- 
bration, reduces 
wear and tear and 
makes bolting down 
unnecessary! 


@ Wond-R-Dial per- 
mits exact control of 
water used—both as 
to temperature and 
quantity. Saves hot 
water and soap. 








Fluid Drive Power 


®@ Sediment Ejector 
expels dirt solids 
from the bottom of 
the wash tub... 
OVERFLOW RINSE 
lifts scum off the top. 


@ Agitator Principle 
is the proved princi- 
ple for best results. 
SWIRLAWAY 
WATER ACTION 
is the agitator prin- 
ciple at its best! _ 





Sediment Ejector Agitator Principle 
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TOP LOADING ¢ NO BOLTING DOWN 
HOT AND COLD SPRAY RINSES ¢ ADJUSTABLE LEVELING 
GLEAMING WHITE TUB 
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MOVEMENT 


§ This is the happiest job, 
you'll agree, that a Telechron Timer has ever been asked to 
do. Imagine lulling a radio fan to sleep to his favorite music... 
turning off the radio at a pre-set time . . . waking him up with 
the early news . . . ringing an alarm ten minutes later, in case 
he’s sleeping on his good ear. No wonder this Telechron “Sleep 
Switch” is stimulating sales of the new radio sets that have this 
dramatic plus feature. 


It’s a sales-clinching plus for you 


“Sleep Switch” for radios and other Telechron Timers for 
ranges, washers, refrigerators and other appliances are great 
persuaders when a customer is sitting on the fence. For every- 
body knows that Telechron can’t be beat where electric timing 
is concerned, That’s because all Telechron Timing Motors are 
instantly . . . constantly synchronous. 

So look for, insist on and feature what your customers are 
eager to accept . . . electric appliances with Telechron Timers. 
You'll be well repaid for your foresight. Telechron Inc., 220 
Union Street, Ashland, Mass. A General Electric Affiliate. 








® 
TIMERS 


The low-cost plus 
_ that clinches the sale 





Nance, Mitchell Stress 
Importance of Selling 


Chattanooga group hears 
of sales training need 


Today’s market is neither a buyers’ 
market nor a sellers’ market, but is a 
salesman’s market, according to James 
J. Nance, president of Hotpoint, Inc. 
Approximately 400 members and guests 
attending the annual meeting of the 
Chattanooga Electric League, held at 
the Hotel Patten in April, heard Mr. 
Nance declare that the customer has 
the income, the savings and the credit 
to be sold and “now is the hour for 
all of us in business to prove that we 
have what it takes—what it takes to 
sell.” 

Mr. Nance said what this country 
had from the war’s end until very re- 
cently was, in fact, an economy of 
scarcity. In most lines, goods were 
insufficient to meet demand, he re- 
marked, which was highly abnormal 
due to the wartime accumulation. 

Since he foresees a rise in living 
standards everywhere as a result of 
the increase in electrical living, Mr. 
Nance said the attainment of this goal 
depended only upon how well the elec- 
trical industry does its sales job. The 
greatest problem facing American 
business today, he continued, is the 
training and subsequent improvement 
in the salesmen upon whom business 
depends. “We have practically missed 
an entire business generation of 
trained salesmen in this country,” he 
said. “Today, throughout the nation 
at large our marketing organizations 
are composed of experienced middle- 
aged men, many of whom have grown 
rusty as salesmen, and on the other 
hand, young men yet to feel the hot 
breath of competition on the backs of 
their necks—for which there is no sub- 
stitute.” 


Normal Readjustment 


Declaring he was neither a blind 
optimist nor a Pollyanna, Mr. Nance 
noted the fears expressed in some quar- 
ters about business conditions. 

“T am well aware that there has been 
some hesitation in business generally 
and sharp setbacks in some lines,” he 
said. “It will, of course, occur in all 
lines sooner or later, as the pipelines 
of each industry are filled. What we 
are experiencing in my opinion, how- 
ever, is a perfectly normal readjust- 
ment from a non-competitive to a com- 
petitive economy. To capture the con- 
sumer’s dollar and keep the wheels 
turning as they have been, we’re going 
to have to do two things. First, get 
back to selling and creating demand 
with the same aggressiveness that we 
considered normal before the war; and 
second, squeeze every bit of waste and 
inefficiency out of our costs so that we 
can price our goods more sharply. 
That’s nothing but competition in an 
economy of plenty, prewar style, in 
my book.” 

Mr. Nance’s address at the Electric 
League dinner was the highlight of 
Chattanooga’s “Electrical Week — 
1949”, sponsored jointly by the Elec- 
tric League and the Chattanooga Elec- 
tric Power Board. A mammoth show 
in the Municipal Auditorium during 
the week of April 4 presented the 
products of more than 100 leading 
manufacturers. 


Southeastern Exchange 
told of selling’s role 


A warning against the increased 
trend of socialism and its effect on 
members of the electrical industry from 
appliance dealer to utility worker, was 
voiced by speakers before the 16th 
annual conference of the Southeastern 
Electric Exchange. Held in mid-April 
at Boca Raton, Fla., the conference 
presented problems facing the indus- 
try and featured discussions of the in- 
dustry’s future in financing, meeting 
load demand, maintaining sound rate 
structures and meeting responsibility 
in selling. Approximately 350 ex- 
change members were registered. 

Of particular interest to the appli- 
ance dealer was an address by Don G. 
Mitchell, president of Sylvania Elec- 
tric Products, New York City. Mr. 
Mitchell’s talk centered on the respon- 
sibilities of selling, and ways in which 
every member of the industry, especi- 
ally the retail dealer, may meet those 
responsibilities. 


Freedom Needs Selling 


“If you want free enterprise to re- 
main in this country, you’ve got to do 
a job of selling,” Mr. Mitchell de- 
clared. “The greatest problem fac- 
ing this country is the spread of the 
influence of socialism and communism. 
We must fight it with our greatest 
weapon—selling progress.” 

It was selling which made this coun- 
try great, Mr. Mitchell said, and it is 
selling which will it keep it that way. 
The salesman is “Mr. High-Standard- 
Of-Living” in person, and wherever 
you find him, you find freedom, the 
speaker told his audience. The 
swift advance of a controlled economy 
in the past few years can be tied in 
directly with the decline of salesman- 
ship, Mr. Mitchell suggested, pointing 
out that most members of the industry 
have not had to sell for 10 years and 
have forgotten how to sell. Security 
cannot be substituted for opportunity 
and the American way of life operates 
on the thesis that the average man be 
given the opportunity and he will make 
his own security, the speaker said. 

“It has not been a seller’s market, 
but rather it has been a buying mar- 
ket,” said Mr. Mitchell, “and our whole 
problem today is sales unpreparedness. 
Instead of exhorting you to sell more 
aggressively, I urge you to realize the 
responsibility of selling. The responsi- 
bility of selling is freedom, which will 
never fail as long as we sell, from 
door to door and person to person.” 

A special “ladies meeting” was held 
on the second day of the convention, 
during which a parade of home plan- 
ning ideas was discussed and presented 
to home economists and other utility 
representatives. Mrs. Fern Snider 
Smeeton, widely known for her past 
work with the Georgia Power Co., pre- 
sided over this session, which featured 
a talk and demonstration by Mrs. 
Selma A. Andrews, Hotpoint’s director 
of home economics; a short course in 
decorating, outlined by Mrs. Mary 
Davie Gillies of McCall’s Magazine, 
and a discussion of fashions in light- 
ing by Miss Mary E. Webber, home 
lighting director of General Electric 
Lamp Dept., Nela Park, Cleveland. 
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Complete Superfan ‘‘Hay-Fever Attach- 
ment’’ (above) has replaceable ‘‘Super- 
filter” that removes up to 95°, of pollen 
and dust from the air. Has brought 


{uw SENSATIONAL NEW .Staeer fa 
L111) DEVELOPMENTS DOUBLE SALES! 


It’s new! It’s different! It’s priced to 
be a volume seller. Fits in any normal 
window. One “Superfilter” will usually 
last and give effective relief through 


one entire season. This new attach- 
ment is another big reason why Super- 
fan is ‘‘America’s Most Versatile Air 


1 


Circulator’’! 


relief within 2 to 3 hours in every case 
tested. Hay-fever sufferers report 
greater relief faster than with any 
other products! 


SOLD 








EW JY, LITO, 
“SNAP-ON” i. ll 
| agATING ATTACHMENT 


CONVERTS SUPERFAN TOA PORTABLE HE ATER 





Ppmus SKS OS Miss oornri. 

















In just one second snap into place the New 
Superfan Electric ‘‘Heating Attachment”’ and 
quick as a wink Superfan becomes a portable for 
heater! This advanced heating unit is capable 
of heating one to two rooms in the spring or the farm, a perfect Winter 
fall. Provides real comfort for chilly rooms! Warmer for the milk house. In 
Needed for homes, farms, garages, shops,etc. the garage, a heater for cold, 
Boost Superfan sales with this New “Snap-On _hard-to-start motors. Limitless 
Heating Attachment’’! sales possibilities! 


Superfan, with the NEW “Snap- 
On Heating Attachment” is ideal 


oy-Gaebacley cot eltba-t-> aq eumme eb tehy 
basements or attic rooms. -On 





QUEEN STOVE WORKS, INC. 
Dept. E6-1, Albert Lea, Minnesota 


Rush at once full details about the new SUPERFAN ‘‘Hay-Fever Attachment” 
and the SUPERFAN “Snap-On Heating Attachment’. 


We are a Dealer Distributor 







TWO MORE REASONS WHY 
SUPERFAN IS “AMERICA'S MOST VERSATILE 
AIR CIRCULATOR" 





bea RENTAL PLAN 
R 
OMOTIONAL PACKAGE AVA 


Streamer 7” 
tion-getting 
envelope fo, 
of Rental P| 
Order by fo 
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Thor Corporation, Advertising Dept. 
2115 South 54th Ave., Chicago 50, Ill 


(] Please send complete details of THOR GLADIRON 
RENTAL PLAN. 


(] Have salesman call to further explain PLAN. 
Company Name 


Address 
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City Zone State 











KITCHEN PLANNER 


It’s the greatest selling aid you’ve ever seen! 
With it you can give your customers a “picture 
plan” showing how the kitchen of their individ- 
ual choice will look. 


Designed for Elgin dealers, the Elgin Kitchen Planner 
will help dealers no matter what line of cabinets they sell. It’s 
simple, it’s complete, it’s easy to use. Your customers won't 
need to try to read blue prints and sketches—you can make a 
picture of their kitchen for them, right in your store or in their 
home, showing every unit, sink, cabinet, window, range and 
refrigerator. 


ELGIN STEEL KITCHENS mean 
better sales and greater profits! 


The Elgin line is complete—you can deliver kitch- 
ens to fit every wall space—Elgin has the seal of 
approval of the Steel Kitchen Cabinet Institute— 
Elgin’s sales portfolio supplies you with infor- 
mation that clinches sales—and now, the Elgin 
Kitchen Planner makes it easier than ever to sell 
Steel Kitchens! 


Write today —get all the facts NOW! 


Permanent Display Room 1454 
Merchandise Mart © Chicago 


ELGIN STEEL KITCHENS 








ELGIN, ILLINOIS 
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All Appliances Except lroners 
Boost March Output Over February 


First quarter totals, however, are 
generally below last year’s record 
production; video has best month yet 


By William J. Hoffmann, Jr. 


Sparked by a record television set 
production for the month, March saw 
the electrical appliance industry regis- 
ter manufacturing gains over February 
in all lines except ironers, according to 
production reports. However, statis- 
tics for the month were generally be- 
low those of a year ago, as were the 
first quarter totals of 1949 in com- 
parison to the January-March period 
in 1948, 

All types of radio and television sets, 
according to the Radio Mfrs. Assn., 
totaled 861,147 units during March 
for a three-month 1949 total of 2,408,- 
556 sets. February output had been 
only 716,538. Yet, the March 1949 
total was 47.28 percent below the 
1,633,435 sets of March last year, and 
the first three months statistics for 
this year were 44.66 percent under 
the 4,352,296 sets produced during the 
same period in 1948, 


Video Sets New High 


Television set production reached 
a record high of 182,361 units during 
March for the greatest output yet 
achieved in the comparatively short 
history of the new medium. The new 
high represented a gain of 63,423 sets 
as compared with the 118,938 units 
produced during February. The 
March 1949 mark was also 249.77 per- 
cent above the 52,137 sets turned out 
for the same month a year ago. Like- 
wise, the three month 1949 total of 
422,537 units was 258 percent more 
than the 118,027 sets manufactured in 
the January-March period in 1948. 


Radio Gains Too 


All kinds of radio receivers showed 
advances during March for a total of 
678,786 sets as compared with 597,600 
in February. First quarter total was 
1,986,019. Nevertheless, the March 
output was 57.07 percent below the 
March 1948 total of 1,581,298 sets, and 
the first three months of 1949 amounted 
to 53.10 percent less than the 4,234,269 
units turned out during the first quar- 
ter of last year. 


Washers Forge Ahead 


Industry estimates from the Amer- 
ican Washer & Ironer Mfrs. Assn. put 
the March total for standard electric 
and gas engine washing machines at 
254,300 units as contrasted with 208,- 
500 washers produced during Febru- 
ary. The first three month 1949 out- 
put is estimated at 640,700 washers. 
However, March was 36.15 percent be- 
low the revised 408,512 units of March 
1948, and the first three month figures 
show production 43.64 percent off the 
revised 1,136,866 washers turned out 
during the January-March period of 
last year. 

Electric ranges, according to the 
Natl. Electrical Mfrs. Assn., totaled 
88,934 units during March for a gain 
of 601 ranges over the 88,333 pro- 
duced in February. Three month total 
of 284,186 units, nevertheless, was 15.37 
percent under the 339,323 ranges man- 
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ufactured in the same period last year. 
Likewise, the March total was 31 per- 
cent below the 128,891 ranges pro- 
duced in March 1948. 


Refrigerators Up 


NEMA statistics also show refrig- 
erators chalking up 382,861 units dur- 
ing March as compared with 348,539 
in February. This total represents an 
advance of 7.5 percent over the 356,- 
150 refrigerators produced in March 
last year. First three-month 1949 
accumulative reports indicate 1,127,729 
refrigerators which was 19.63 percent 
better than the 942,678 units turned 
out during the same time last year. 

Vacuum cleaners totaled 309,897 
units as against 241,267 for February 
with first quarter statistics estimated 
at 779,933. However, March 1949 
was 12.81 percent lower than the 355,- 
415 cleaners of March last year, and 
the first three month 1949 total 
showed a drop of 19.66 percent as 
contrasted with the 970,815 units pro- 
duced in the January-March period 
of 1948. 


More Freezers 


Freezers jumped ahead to 27,204 
units during March as compared with 
24,240 for the preceding month. Yet, 
the March output this year was 39.42 
percent less than the 44,906 freezers 
manufactured during the same month 
a year ago. First quarter statistics 
showed 78,649 freezers produced in 
1949 which rated 32.05 percent under 
the 115,746 turned out during the first 
three months of 1948. 

Ironers represented the only appli- 
ance to go below February totals, 23,- 
500 being produced in March as com- 
pared with 28,250 in February. The 
March figure was also 56.23 percent 
below the 53,686 units turned out in 
March 1948. First quarter 1949 total 
of 79,750 likewise was 45.20 percent 
less than the 145,529 ironers manu- 
factured during the same period in 
1948. 

Water heaters edged ahead from 40,- 
343 units in February to 41,339 in 
March, an advance of 996, according to 
NEMA. However, the March output 
was 37.17 percent below the 65,798 
water heaters turned out during the 
same month last year. First three 
month totals for 1949 amounted to 
114,107 units, which was 35.67 percent 
less than the 177,381 water heaters 
manufactured during the corresponding 
period a year ago. 


Conco Buys Electric 
Radiator From Gregory 


Conco Engineering Works, Mend- 
ota, Ill., recently purchased the Ameri- 
can manufacturing and sales rights to 
the Co-Z-Air electric radiator from 
the Morton Gregory Corp., according 
to an announcement by George E. Gre- 
gory, vice-president and general mana- 
ger, Gregory. 
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"Stock entirely 
sold in 5 days!” 


“We put our radio program to work. The results were 
such as this store has never seen in its history. We broke 
all sales records. In five days... stock entirely sold.’’* 


New method of Local Radio Local Dealers’ GET RESULTS! 
Advertising PAYS OFF FOR “OVERWHELMED AND ASTOUNDED”’ 


*“We have actually been overwhelmed and astounded 
with the amount of local and long distance response. 


s Our dealers have delivered a surprising number of orders 
[ J [ s Read how it directly attributable to this splendid program.” 
“MARKED IMPROVEMENT’”’ 
‘* After the first two programs, we noticed a marked 
can do the same for you #e6 improvement in consumer and trade acceptance. Sev- 


eral clients which for years we considered ‘tough’ now 
buy large quantities of our products.” 





Here’s something special for all Locat dealers: The American 0337 CALLS ws 28 UTES” 

Broadcasting Company presents top-talent network radio shows “In a recent test we conducted during the broadcast 
that are sponsored locally. Thus, you, Mr. Dealer, can sponsor a . ..we answered 137 calls in 25 minutes.” 

popular, bigtime, coast-to-coast radio show by paying only your 
small, small local share of the total cost of the program. Your 
audience will hear your local announcer give your commercials 
-.. against the background of a show that costs thousands of 
dollars each week. Think what this means to you. . . in increased 
prestige, increased good will, increased SALES! 











POPULAR SHOWS 


There’s an ABC ‘“‘local-network” program to suit 
your requirements. Among the high-rating shows 
are: 

MR. PRESIDENT, exciting dramatic series starring M-G-M's 
Edward Arnold (left)... America’s Town Meeting, Martin 
Agronsky, Headline Edition, Dorothy Dix, Harry Wismer, 
Piano Playhouse, Breakfast in Hollywood, Baukhage Talking, 
Elmer Davis, George Sokolsky, Nancy Craig, Pauline Fred- 
erick Reports, and Irene and Allan Jones. 


You'll be surprised when you learn how few dollars per week it 
costs you to sponsor a “local-network” program in your area. 
For complete details, contact your local ABC station, or write 
direct to ABC, 7 West 66th Street, New York City. 





*Names on request 


A B + COOPERATIVE PROGRAM SALES DEPT. 7 West 66th Street, New York, N. Y. 
American Broadcasting Company 
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BIG 10-inch 


Direct View Tube 





61 sq. inch 


Full Vision Screen 


FULL SIZE 


Superpowered Chassis 


QUICK, EASY 


Station Selector 
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for a full size 
TELEVISION CONSOLE 


Plus Federal Tax 


Slightly higher west and sout 





BUILT FOR THE FUTURE 


Specially designed Turret Tuner, originated and first used by 


NO INSTALLATION Reraiices: REA 
RE Q UIRE Db! Outside antenna is rarely needed : 


. . SO power-packed . . . so engineered for reliable per- 
formance is this new Wonder Set. You make the sale! The 
customer installs! You win a friend and booster. 








Admiral, can be adjusted for reception on proposed UHF 








Channels on present standards. No converter will be needed. 























They’ll walk out your door...as many of these new Admiral performance even in outlying areas where others fail. 

Wonder Sets as you are able to get! That’s how sensational The one-piece console is utterly new . . . utterly different. 

this value is. Six men can stand on it . . . that’s how strong it is. Glorious 
Never before in television so much for so little . . . the same mahogany color and masterful styling make it a standout in 

magnificent chassis that is used in Admiral’s most expensive any room setting. The satin smooth finish resists scuffs and 

sets in a full size console that has beauty, strength and wear scratches. Alcohol and other liquids won’t mar it. 

resistance none other offers. Already the demand for Admiral’s new Wonder Set is over- 
Pictures clearer than the movies on big 10 inch direct view whelming. It’s a great value...a terrific price leader with 

tube, with new 61 square inch full vision screen. They’re in which to build store traffic. Join the profit-parade by getting 

with a click as stations are switched . . . tuning is so quick and in touch with your Admiral distributor ... NOW .. . to as- 

easy with the new, simplified station selector. Outperforms sure delivery at the earliest possible date. Admiral Corpora- 

any set, anywhere, any time. Superpowered for dependable tion, Chicago 47, Illinois... today’s leader in television. 

See! Hear! On Television! Two Great Admiral Shows 
“STOP THE MUSIC,"" ABC NETWORK, THURSDAYS AT 8 PM, EDT TELEVISION SHOW, ALL NBC STATIONS, FRIDAYS, 8-9 PM, EDT 
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\ says Mr. Harold I. Teller, 
Teller Electric Range Service, 
Battle Creek, Michigan 








"I guarantee workmanship 
as well as replacement 
parts to our customers... 
therefore it is necessary 
for me to handle a unit 
that will stand up. Since 
our serviceman carries a 
full stock of CHROMALOX 


Adapter Rings in his truck 


at all times, he can make 
quick one-stop service 
calls. Making replace-— 
ments, as far as actual 
labor is concerned is 
easy. The time I save on 
each single call, allows 


me to make more calls ina 
day. I say again, CHROMALOX 


Electric Range Units are 
money makers. 


The comments from our cus— 
tomers are very encourag— 
ing. They like the speed 
of the unit most of all. 






Electric Cooking 
at Its Best 


ChROMALOX 





They know CHROMALOX Units 
are quality merchandise—— 
and I think the fact that 
they are easily cleaned is 


another feature housewives 





Send for Mr. Teller’s complete letter 
telling how he does it, and the new 
Chromalox Replacement Manual. 


Write today. The Manual shows you how 
easy it is to make all electric range unit 
replacements quickly and easily—regardless 
of the make, type or age of the range. 
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EDWIN L. WIEGAND COMPANY + 7525 THOMAS BLVD. - PITTSBURGH 8, PA. 
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American Central Launches 


Kitchen Installation School 


Distributors and dealers are told 


one kitchen plus a perfect installa- 


tion are equal to four or more sales 


The American Central Division, 
Avco Mfg. Corp., has just taken the 
wraps off a new national program 
which finds wholesalers and retailers 
rolling up their shirt-sleeves and solv- 
ing with plain, old-fashioned manual 
work the most complex problems of 
kitchen installation. “This is more 
than a training program... it’s a 
sales program; according to Kenneth 
Cook, sales training director, Ameri- 
can Kitchens. “We figure that every 
kitchen we put into a home, properly 
planned and installed, sells four or 
more kitchens. It becomes a sales- 
room for the dealer and gives him the 
best kind of follow-up opportunities.” 

Smart and efficient installations, 
however, are not a simple matter, but 
require real planning, know-how, and 
accurate attention to the smallest de- 
tail. American Central has constantly 
stressed to its distributors the im- 
portance of faultless installation and 
has bombarded them with literature 
and instructions on that subject. How- 
ever, with the approach of the competi- 
tive market, Eric O. Johnson, general 
manager, decided to do still more. 

Accordingly, Mr. Cook asked kit- 
chen specialists in the company distrib- 
utorships throughout the country to 
report to the Connersville, Ind., plant 
for a new kind of four-day training 
course. The first two days were in- 
tensified versions of previous meet- 
ings dealing with the product story, 
sales methods, and kitchen planning 
with the Plan-A-Kit. 

At the end of the second day, Mr. 
Cook handed each man a sheaf of 
papers containing five major installa- 
tion problems illustrated by exploded 
isometric drawings. 


Men Do Homework 


“Please take these to the hotel with 
you,” he said, “get out your planning 
and installation manuals, and figure out 
the solutions. Tomorrow we're going 
to have the units here and are going 
to ask you to divide into five teams. 
Each team will be given one problem 
to solve by assembling all the units 
involved in that installation with com- 
plete accuracy. You won’t know until 
tomorrow which problem you'll draw 
—so you'll want to be ready to handle 
all five of them.” 

The following day, according to 
those taking the course, was among 
the most interesting they had ever 
spent in the business. Using the tools, 
they set about assembling the units 
until every installation problem had 


- tion. 


ing to every dealer in the field, Mr. 
Cook said. “It’s the dealer who faces 
the job first-hand. Every customer be- 
lieves he has the kitchen that just 
can’t be planned. He has a low 
window, pipes in the wrong. places, 
uneven floors, or-any of a dozen other 
problems that cause him to dare the 
dealer to come up with a solution. The 
dealer must have the confidence to 
know that he can provide that solu- 
It’s an axiom that what a man 
doesn’t understand, he fears. If a 
man doesn’t know every phase of plan- 
ning and installing a kitchen, he will 
probably lack conviction in trying to 
sell it.” 

On the final day, Mr. Cook pre- 
sented a program to be used by dis- 
tributors in single day meetings or 
two night sessions for dealer personnel. 
The program duplicated that which 
the wholesaler specialists had just com- 
pleted. At the end of the day, each 
man was handed a complete outline 
of the suggested dealer meeting pro- 
cedure and a diploma attesting to his 
own qualifications to conduct the 
specialized course. 


A Continuous Program 


Distributor specialists are currently 
setting up and conducting the five- 
problem meetings, complete with dis- 
assembled units and tools, in retailer 
sessions throughout the country. Each 
meeting is deliberately limited in at- 
tendance to enable everyone attend- 
ing to obtain maximum experience. 

In conclusion, Mr. Cook described the 
program as continuous since, in addi- 
tion to repeat factory schools, re- 
gional managers will follow up with 
constant wholesaler training in the 
field based on the new program. The 
distributor job of initiating new deal- 
ers and refreshing older ones by the 
same method, he said, will be endless. 


(PICTURES: ON PAGE 126) 





Practically Nil e 


The latest easing of credit terms 
on Regulation “W” by the Federal 
Reserve Board, effective April 27, 
has made the remaining provisions 
of the regulation practically mean- 
ingless, most informed industry 
sources generally agreed. Some 
executives pointed out that many 
dealers already have terms in their 
own individual credit setups which 
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handle any kitchen installation. 
The next step is to carry this train- 


$100 are lifted. 
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e REISER RRS CeCe Oh A0S ee ne PES PE ae Loe ee, at Oe e result was an over-all education for tions in effect on credit buying of Hy 
a Sk el as Dace “ae wu. § | all men present since the solution to | appliances, radios, furniture and] = | 
: Pr PN p= ge oe 1) these five problems combined would other commodities priced under : 
Suet 


SSSVeseseseeasaaasaaeaca aR i Re Ree Ree Te te ete tee ty tt. ty seacad 
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World’s Largest 


LAMPS ANO SHADES. 


Home Furnishings Show 


July 5th to 16th inclusive 


THE 
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WORLD'S GREATEST MARKET CENTER 


CHICAGO 
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TOYS, GAMES AND 
WHEEL. GOODS. 





HOUSEWARES. 


- SMALL APPLIANCES. 
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a 
announces : 


two beautiful, new Anniversary” 
heaters in Period Cabinet ‘Chip- 
pendale design... with advanced 
engineering that outperforms all 
others ! 











% 
| AMERICAN KITCHENS distributors and dealers are shown going through “trial ; 
by fire” to increase their installation “savvy.” Training director Kenneth Cook claims 

every properly planned and installed kitchen sells four or more kitchens. j 


| 








—_— 


MODEL PF5149. The only oil home heater on 


the market that combines everlasting beauty with ad- 
vanced engineering features that assures Silent Sioux 
leadership. Twin radiators, big combustion chamber 
and the famous Triplex burner permits the maximum 
of heat from the oil being consumed regardless of 
draft or weather conditions. Three-way, Forced 
Circulation directs all the heat where it gives the 
most comfort . . . on the floor . . . and in the liv- 
ing area, not up the stack or near the ceiling where 
heat is wasted. Combine all this with the beautiful 
“Period Cabinet” design and you have the Profit 
Leader in the oil heater business. 











SMART AND EFFICIENT installations are not a simple matter, but require real 
planning, know-how and accurate attention to the smallest details. Mr. Cook is seen 
V/ Floor Level Forced \ / Famous “Triplex” inspecting the installation of a disposer at the plant in Connersville, Ind. 


Circulation Burner 
| 


V Twin Radiator Con- \/ “’Chippendale’’ 
struction Period Cabinets 


area 


MODEL GH3049 is the New vented type 
gas burning home heater being introduced 
to the Silent Sioux “Anniversary” line this 
year. Styled in the new Period Cabinet 
“Chippendale” design, it fits-in with any 
decorating scheme ... from the modest 
home to the most ultra-modern of interior | 
decoration. It is adaptable to all three types 
of gas . . . natural, manufactured or L.P.G. 
The guarantee of performance is the Silent 
Sioux name which has meant honest, de- 
pendable service and workmanship for 
more than a quarter of a century. 


POET Na FF 


rT 


Silent Sioux Oil Burner Corporation 
ORANGE CITY IOWA 
Pf eee eS SSS SSS SSS SSS & Fy 


' SILENT SIOUX OIL BURNER CORPORATION g 
Orange City, lowa Dept. EM-6 








Write Today for Full informa- - fisese rach full details about the Silent Sioux Aunivereaey i 9 
tion About the Remarkable design space er p ee = — ' 
SILENT SIOUX “Anniversary” ! Name ciene ° Cooeeeseeececsceccceconeeeeenes : 
Line of Dependable Oil & Gas # , 
Heating Equipment. B Address... 2.0.0... .ccceeseeeeeeeeneeeeereueees ' ANSWER TO PROBLEM is found in the instruction manual by Don Rush, Roycraft 
i SES Serre coe nea eS aS ere et 3 Co., Minneapolis, Minn., as Charles Rose, Joe Thiele, Inc., San Antonio, Tex., awaits 
ee ee ee ee next move. Men worked as teams to solve problems on assembling all units involved. 
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WE HATE 
WESTINGHOUSE 
BUG-A-WAY BULBS... 
BUT MISTER, 
YOU'LL LOVE 'EM! 


aw pet . 
ro) 4 


wa 





‘ial 
ms 



































: 
- "CAUSE CUSTOMERS FLOCK 
| LIKE FLIES FOR NEW 
| BUG-A-WAY BULBS 
r Insects do a fast fade when they see 
4 ) the yellow light of the new Westinghouse 
BUG-A-WAY bulb. But customers come running 
once they learn what it’s all about. ( PRAT IT!— Profits are high on \ 
; It’s the ideal answer for their porch lights, BUG-A-WAY bulbs — every 
: garages, terraces, boat houses, etc. And a fine dealer'll sell "em! 
business booster for roadside stands. CURSES !—No wonder they sell 
' You'll like BUG-A-WAY bulbs because they are so many BUG-A-WAY eatin, with 
: a complete new source of sales. A new point {al this display motertalt -. 
for adding to your regular bulb profits. 
real BUG-A-WAY insect bulbs come in two sizes — 
seen ' 60 watt and 100 watt. The ceramic coating 
won't peel, chip or wash off. a 
Handy 3-lamp carton triples sales. They're 
simple to display in their sturdy package .. . 
\ easy to carry, easy to store. Ss 
Like to know more about BUG-A-WAY bulbs? neni medida 
f F oos -A- rofits 
Joet maa Che congas. with this colorful or 
) material and ad mats. 
t 
you CAN Be SURE woe re ITS tamp Division, Westinghouse Electric Corp. EM 
— Bloomfield, N. J. 
é Gentlemen: | want to make some summer profits with BUG-A- 
e WAY bulbs! Send information. 
Nome. 
: Westinghouse ~ 
i Street, 
- City. Zone Stote. 
the name you know in 
craft 
waits 
ylved. 
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A\ beaht-tdbeart comparison shows why 


i (Lean-Flame® 


IS BETTER! 


It’s because no other heater can match the CLEAN- 
FLAME Burner, the hottest-firing, most efficient 
oil burner yet devised. 


The CLEAN-FLAME uses the blow-torch princi- 
ple to consume every bit of every drop of fuel.. 
to consume it so efficiently and with such terrific 
heat that there is practically no waste. 


This means MORE heat from LESS fuel. . higher 
flame temperature .. instantaneous warmth that 
reaches peak intensity in just two minutes. Simple 
design and sound engineering give greater depend- 
ability .. and that means fewer service calls to eat 
into profits. 


The CLEAN-FLAME* is easier 
to sell... because it’s 








WFASTER 

MORE ECONOMICAL 
~ SIMPLER 

CLEANER 





WMoRE DEPENDABLE 


Five Great Models — 

35,000 to 75,000 B.T.U. 

INustrated is the DC-750 Circulator, 
The famous 75,000 B.T.U. ‘‘Low-Boy.”’ 
All models burn No. 1 or No. 2 

Fuel Oil, Kerosene or Distillate 


*Reg. U. S. Pat. Off. 


Make a clean sweep of the oil heater market with Clean-Flame! 


THE 


GUIBERSON 


CORPORATION 
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Manufacturers’ Sales, 
Appliances and Radio 


COFFEE MAKERS, POTS & 
URNS— Metal & Glass 


(NEMA Member Sales, Not Industry) 


Units 

50,156 

70,453 
111,338 
195,779 


Mar. 
Mar. 
3 Mos. 1949 
3 Mos. 1948 


% Change versus 1948: 
Mar. 


—43.13% 


FREEZERS, HOME & FARM 
(NEMA Member Sales, Not Industry) 
Mar. 

Mar. 

3 Mos. 1949 

3 Mos. 1948 


% Change versus 1948: 
Mar. 


HEATERS, CONVECTOR & 
RADIANT 

(NEMA Member Sales, Not Industry) 

Mar. 2,924 

Mar. 24,955 

3 Mos. 1949. 25,236 

3 Mos. 1948 152,047 


% Change versus 1948: 
Mar. 


HEATING PADS 

(NEMA Member Sales, Not Industry) 
Mar. 

Mar. 


% Change versus 1948: 
Mar. 


HOTPLATES & STOVES 
(NEMA Member Sales, Not Industry) 
Mar. 

Mar. 

3 Mos. 1949 

3 Mos. 1948 


IRONERS 

(Industry Estimate by American Washer 
& lroner Mfrs. Assn.) 

Mar. 

Mar. 

3 Mos. 1949 

3 Mos. 1948 


% Change versus 1948: 
Mar. 
3 Mos. 1949 


IRONS 

(NEMA Member Sales, Not Industry) 
Mar. 362,593 
Mar. 436,517 
3 Mos. 1949 1,008,907 
3 Mos. 1948 1,282,836 


% Change versus 1948: 


Mar. 
3 Mos. 1949 


—16.93% 
—21.35% 


JUNE, 


RADIO RECEIVERS, All Types 
(Radio Manufacturers’ Assn.) 
Mar. 

Mar. 

3 Mos. 1949 

3 Mos. 1948 


% Change versus 1948: 
Mar. 
3 Mos. 1949 


861,147 
1,633,435 
2,408,556 
4,352,296 


TELEVISION RECEIVERS 
(Radio Manufacturers’ Assn.) 
Mar. 182,361 
52,137 
422,537 
118,027 


% Change versus 1948: 
Mar. +249.77% 


+258.00% 


FM-AM RECEIVERS 
(Radio Manufacturers’ Assn.) 
Mar. 

Mar. 

3 Mos. 1949 

3 Mos. 1948 


% Change versus 1948: 
Mar. 


AM RECEIVERS 

(Including Autcmebile & Battery Re- 
ceivers—Radio Manufacturers’ Assn.) 

Mar. 607,570 

Mar. 1,420,113 

3 Mos. 1949 

3 Mos. 1948 


% Change versus 1948: 
Mar. 
3 Mos. 1949 


RANGES 

(NEMA Member Sales, Not Industry) 

Mar. 88,934 

Mar. 128,891 
287,186 
339,323 


% Change versus 1948: 
Mar. 
3 Mos. 1949 


REFRIGERATORS 
(NEMA Member Sales, Not Industry) 
Units 
382,861 
356,150 
1,127,729 
942,678 


Mar. 
Mar. 
3 Mos. 1949 
3 Mos. 1948 


% Change versus 1948: 
Mar. 


3 Mos. 1949 +19.63% 


ROASTERS 

(NEMA Member Sales, Not Industry) 
Mar. 

Mar. 

3 Mos. 1949 

3 Mos. 1948 


% Change versus 1948: 
Mar. 
3 Mos. 1949 
(Continued on page 130) 
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48” Super lroner 


ee 
BE eS er ee oS SRR ce 


HIGHER 
IN THE 
WEST 


PRICED within the reach of every average family, 
this new Automatic Space Saver gives you the 
biggest opportunity in the ironer industry for 
value that will open an entirely new field of 
prospects. It's America's answer for a cabinet- 
type automatic ironer that will iron everything 
in the wash basket . . . at @ price within the reach 


‘af everyone! 


_ Contact your distributor now — or write 
factory direct! 
SIMPLEX DIVISION 


BARLOW & SEELIG MANUFACTURING CO. 
. Algonquin, Illinois. 


MAIL THIS COUPON NOW! 


Oe eee 


SIMPLEX DIVISION — 
Barlow & Seelig Mfg. Co., Algonquin, Illinois 


Please send complete information cn the new Automatic 
Space Saver and other Simplex ltroners. 
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Here they are. ..New, Beautifully Styled MARQUETTE Re- 
frigerators for You to Sell. These solid, well built Marquette 
Refrigerators have that extra smart appearance on your dis- 
play floor. They feature the latest Full Door design, and are 
completely refrigerated from top to bottom. 

Marquette eye-appeal and fine construction wins quick 
customer approval. Quality is the highest, yet prices are 
competitive! Four models. 


MARQUETTE SELLING POINTS 

LARGE FROZEN FOOD COMPARTMENTS. . . Just what house- 
wives are looking for! 42 pounds of Frozen Food is easily 
stored in the big across-the-top freezer model. The eye-level 
Frozen Food compartment of the U type model holds 28 
pounds of Frozen Food. 

ROLL-A-GRIP LATCH...a high quality latch, found only on 
America’s finest refrigerators. A gentle pull opens the door. 















































MARQUETTE 
Kefrtgerators 


Close the door with fingertip pressure and the trigger-action 
Marquette Latch silently, automatically pulls the door tightly 
shut. 
TWIN CRISPER DRAWERS, each with 12 quart capacity 
plus another big full width Crisper or Storage Drawer with 18 
quart capacity. 42 quart capacity in all! 
56 ICE CUBES...FOUR TRAYS. New type Flexible aluminum 
trays with Polyethylene Plastic grids. Light finger pressure 
is all you need to pop out a single ice cube...or a tray of 14! 
SHELVES. ..Hardware men will recognize the high quality of 
these sturdy steel shelves with their brilliant finish. 
NEW “PANCAKE” TYPE TECUMSEH COMPRESSOR is the 
most modern, efficient and the QUIETEST compressor ever 
developed. Small in size but a giant in performance! Hermeti- 
cally Sealed and Permanently Lubricated. 


See us at the SUMMER SHOW, BOOTH L-17 or Write for Dealership Details 
MARQUETTE APPLIANCES, Inc. MINNEAPOLIS 14, MINN. 











pms | \\ARQUCTTE 
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Manufacturers’ Sales 


CONTINUED FROM PAGE 128 ==mmmny 


TOASTERS 

(NEMA Member Sales, Not Industry) 
a “On. ee 353,816 
ioe. “O08........ 7, J 
3 Mos. 1949............. 969.460 
Wey Wis sce onc eae os 903,629 
% Change versus 1948: 
lie +5.81% 
3 Mos. 1949............. +7.29% 
VACUUM CLEANERS 

(NEMA Member Sales, Not Industry) 
Mer. 1949............. 309,897 
eae 355,415 
3 Mos. 1949........ _ 779,933 
ee 970,815 
% Change versus 1948: 

ge i —12.81% 
3 Mos. 1949............. —19.66% 


WAFFLE IRONS 
(NEMA Member Sales, Not Industry) 


Mar. 1949............. 62,479 
“eee 141,743 
SS SSeperRe 166,641 
3 Mos. 1948. 378,892 
% Change versus 1948: 
Se 55.92% 
3 Mos. 1949............. —56.02% 
WASHING MACHINES, STAND- 
ARD—Electric & Gas Engine 
(Industry Estimate by American Washer 
& lroner Mfrs. Assn.) 
i ss ee ee 254,300 
Me MN ns cieneus 408,512 
3 Mos. 1949............. 640,700 
ON, WE oe eicsckeceees 1,136,866 
% Change versus 1948: 
a eee — 36.15% 
ae —43.64% 


WASHING MACHINES, SMALL 
(Industry Estimate by’ American Washer 
& lroner Mfrs. Assn.) 


SS  Oeeetignrrn 12,900 
a - 40,038 
3 Mos. 1949......... - 33,700 
3 Mos. 1948............. 108,212 
% Change versus 1948: 

Mie. GOD... cides cnc —67.18% 
ee ere —68.86% 
WATER HEATERS, Storage Type 
(NEMA Member Sales, Not Industry) 
Re, oink incase 41,339 
Mar. 1948.. ae 65,798 
3 Mos. 1949. . tines 
Ses, Wee. «aces ees 177,381 
% Change versus 1948: 

Mar. 1949........ -37.17% 
3 Mos. 1949........ . 35.67% 





White Smashes Water 
Heater Output Records 


White Products Corp., Middleville, 
Mich., has announced record-smashing 
sales of water heaters. for April and 
the previous quarter, according to a 
recent statement by A. D. Vining, sales 
manager. Mr. Vining said that sales 
during April were 63 percent ahead 
of March and 133 percent better than 
April of last year. First quarter sales 
are 35 percent higher this year than 
in the corresponding period of 1 
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KITCHEN 
CLOCK 


DOOR CHIME 
LIST PRICE ONLY $ O95 


That price tag makes Liberty’s Kitchen Clock Door Chime 
a hot item competitively—dollars lower than any similar 
item on the market. But price isn’t the whole story. 
Take a look at these features: 


Silent, self-starting, U. L. approved electric clock with 
a sealed-in-oil movement that will give years of accurate 
service— made by one of the nation’s foremost clock 
manufacturers. 


High-volume, two-tone resonator door chime that 
sounds two notes for the front door, one for the rear. 
Operates on any good bell transformer. 

Handsome case with white refrigerator finish, metal 
trim brightly chromium plated. 

Individually packed in attractive gift cartons. 


With that combination of quality and price, you can 
count on Liberty’s Kitchen Clock Chime to spark sales 
in your chime department. 
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MODEL CC-1 


Size—9 inches high, 814 inches wide, 3% inches 
deep (clock face standard kitchen clock size, 
5 inches square). 

Standard Package—6 chimes (individual packs). 

Shipping Weight (6 chimes)—28 pounds. 

LIST PRICE éj . ~ ‘ $9.95 

(Fed. tax on clock $1.00 extra) 


bel (Ill 
MANUFACTURING COMPANY 


MINERVA, OHIO 
DOOR CHIMES, BELLS, BUZZERS, TRANSFORMERS, SIGNALING DEVICES 





SINCE 1924 





1] The Convoluted Tub 2 The Extra Bowl 


More turbulent water action cleans Demonstrate how the exclusive 
clothes thoroughly in less time. Demon- removable plastic bowl gently 
strate how 1800 extra jets of water washes small pieces and dainties 
are forced through _ ; thoroughly, safely. 


the clothes instead ,]_______ >> 
of just swishing : 
around. 








$ and 3-SPEED FEAT 


DEMONSTRATE THE SELECTIVE 3-SPEED 





URE 


CONTROL. 





Show prospects how all clothes can now be washed safely 


and thoroughly—from strongest cottons to dainty lingerie. 


Explain how controlled washing speeds are necessary to 


provide the correct washing treatment for every fabric. 


Only Barton has Selective Speed Control that gives gentle treatment to 


tender fabrics and just the right washing speed for cottons, linens, silk, rayon 


and wool. Remind your prospects that the Barton, with three speed washing 


and wringing, can safely wash everything from Dad’s soiled 


Mother’s lace curtains and lingerie. 


Barton “Controla Speed’”” Washer offers you the extra, 
exclusive features that turn prospects into customers, 
because “No Other Washer Offers Such a Convinc- 
ing Demonstration”. For full value, style and con- 


overalls to 


sumer appeal, the Barton “Controla Speed” is a 
winner for volume sales. Send today for latest 
literature, display kits and Barton merchandising 
step-up plan that keeps you in the profit picture. 


THE BARTON CORPORATION. West Bend, Wisconsin 


“Controla 
Speed”’ 
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THOR Washer-lroner 


Thor Corp., 1115 So. 54th Ave., 
Chicago, 50, Ill. 


Model: No. 492 deluxe wringer 
washer and No. 0-40 ironer which is 
interchangeable with wringer. 
Selling Features: 8 lbs. dry load ca- 
pacity ; 6-vane super agitator; stream- 
lined wringer with bar release. 





Ironer is interchangeable with 
wringer on any current model Thor 
washer, and uses the washer’s motor 
and gear-reduction mechanism to turn 
roll. 

Price: Washer, $99.95; ironer, $49.95. 
Electrical Merchandising, June, 1949 





AIRCLONE Air Circulator 


Marco Industries, Inc., Depew, New York 


Device: Airclone hassock-type air cir- 
culators, Nos. 520, 530 and 510. 


Selling Features: Model 520 utilizes 
a 1/15 h.p. 6-pole motor to drive a 
4-bladed 14 in. fan at 1050 rpm; No. 
530 uses a 4 h.p. 4-pole motor to drive 
4-bladed 14 in. fan at 1500 rpms; and 
model 510 has a 1/25 h.p. motor. 520 
and 530 are completely inclosed has- 
sock-type, included not only at top and 
sides but also at bottom closely set 
louvres and wire guards for added 
safety; Hi-Lo Speeds, 1050 and 650 


rpm.; No. 530 has Select-O-Switch 
which permits choice of any speed up 
to 1500 rpm. 

No. 510-3-bladed 12 in. fan; speed 
control coil mounted inside motor to 
cut down a.c. hum. 

All models have 2-tone baked en- 
amel, strain resistant finish; opales- 
cent beige and burgundy. 


Electrical Merchandising, June, 1949 








ACME-NATIONAL Refrigerator 


Acme-National Refrigeration Co., Inc., 
634 Dean St., Brooklyn, 17, N. Y. 


Model: 5.6 cu. ft. lowboy for apart- 
ment kitchenette, and bungalows. 
Selling Features: Table-height form- 
ica top, 36 in. high, 27 in. deep, 27 in. 
wide; Fiberglas insulation; vapor- 
sealed with hermetically-sealed con- 
densing unit; 10 sq. ft. shelf space; 
chrome hardware. 

Price: $199.50. 
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L & H Range 


A. J. Lindemann & Hoverson Co., 
Milwaukee, 7, Wis. 


Device: L & H Supreme 2-oven range. 


Selling Feature: Equipped with 4 vari- 
speed and two 7-heat monotube surf- 
ace units; two 5000 super ovens with 
automatic pre-heat oven temperature 
control for each oven; automatic time 
control and clock; selector switch for 
automatic timing of right oven, ap- 
pliance receptacle of 2 left surface 
units; porcelain enameled broiler pan; 
smokeless aluminum tray in each 
oven; interval timer; fluorescent range 
lamp; appliance outlet; broil-bake sig- 
nal lights ; automatic oven light in each 
oven, also operated manually ; 2 roomy 
service drawers below; porcelain 
enameled 1-piece electrically welded 
wrap-around body. 

Electrical Merchandising, June, 1949 
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MAYTAG Automatic Washer 
Maytag Co., Newton, lowa 


Device: Maytag automatic washers 
models AMP and AM. 

Selling Features: Washes, rinses and 
damp dries clothes; temperature con- 
trol dial turns on “hot” or “warm” 
water depending upon type clothes be- 
ing washed ; automatic control dial may 
be set to number of minutes of wash 
time desired, then pulled up to start 
cycle; 25-min. average time required 
for a complete cycle, flexible control 
makes it possible to repeat or omit any 
operation as desired; holds 134 gal. 
when filled to proper washing level; 
total water consumption per load 29 
gal., using 18 gal. hot and 11 gal. cold 
when dial is set on “hot” and using 11 
gal. hot and 18 gal. cold when set on 
“warm”; top loading—articles can be 
added or removed at any stage of cycle 
without spilling; Gyrafoam washing 
action ; safety lid contains switches that 
control filling; all action stops when 
lid is raised; torque limiting clutch; 
scientific fluid balancing ring allows 
tub to spin like top without being 
bolted to floor; sealed in oil power 
unit; available in 2 models: AMP 
equipped with power driven water dis- 
charge pump; and AM which uses 
gravity drain; adjustable screw-type 
leg on each corner of base frame per- 
mits accurate leveling on any normal - 
floor; white high baked enamel cab- 
inet; white porcelain enamel wash 
basket; ground-coat porcelain enamel 
tub base; 4 h.p. motor, 115 volts, 60 
cycles, 6 ft. inlet hose; 8 ft. drain hose; 
618 rpm. spin speed. 
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UNIVERSAL Woaffle-Grill 
Landers, Frary & Clark, New Britain, 
Conn. 

Device: “Cook-A-Matic” waffle-grill. 
Selling Features: Provides 80 sq. in. 
cooking area, sufficient to bake 4 gen- 
erous waffles, fry 12 eggs, 12 ham- 
burgers or their equivalent; 2 sets of 


easy to change aluminum cooking sur- 
faces—2 flat grids for toasting or fry- 
ing, and 2 waffle grids; automatic sig- 
nallite indicates pre-heating; adjustable 
heat control eliminates guesswork; re- 
versible handle support features a 
“fold back” grid rest which becomes a 
top grid handle and serves as locked 
support for top grid when opened for 
dual grilling and frying operations; 
special drip spouts drain grease into 
drip cup; expansion hinge permits bat- 
ter to rise; automatically holds top 
grid in upright position for adding bat- 
ter and removing waffles; Bakelite 
carrying handle; chromium finish. 


Electrical Merchandising, June, 1949 





SUNBEAM Toaster 


Sunbeam Corp., 5600 W. Roosevelt Rd., 
Chicago, 50, Ill. 


Device: New Sunbeam radiant control 
toaster. 


Selling l’eatures: Thermostatic control 
operates on a completely different pat- 
ented principle of radiant control; no 
levers to push, when bread is dropped 
in it lowers itself automatically and 
turns on current; heat radiated from 
surface of bread is focused by reflector 
on a sensitized strip of bi-metal; when 
bread reaches scientifically correct 
temperature for perfect toasting, suffi- 
cient heat is absorbed by the bi-metal 
to shut off toaster; gives same degree 
of uniform toasting time no matter 
what type bread is used—dry or moist; 
when thermostat shuts off, a new type 
mechanism silently lifts toast up. 


Electrical Merchandising, June, 1949 


Spat ~- ‘ 
ee ; 






CRAVELL Buffet Servers 


Cravell, Inc., 215 Westbury Ave., 
Carle Place, L. |., N. Y. 


or Buffet servers Nos. 400 and 


Selling Features: Designed to keep 
food warm at 180 degs. F.; food or 
drinks may also be kept cold by k 

ing ice in large compartment; No. 

has one oblong pyrex bowl and 2 
round 1 qut. pyrex bowls; size 28 x 8 
in. No. 402 has 2 round 1 qt. pyrex 
bowls; size 16 x 8 in. 
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Zasjer SEEING | 
Zas/er SELLING: 


Ge aa sION 


At Least 80% BRIGHTER 


than ordinary television under the same conditions 
bright enough to provide peak picture enjoyment in 
normal room lighting! 


EE a 
~~ oe — 


MODEL 817—G-E Doylight Tele- MODEL 818 —A complete, lower priced G-E enter- 
vision. Quality in every detail. Big tainment center—G-E Daylight Television. Big 122" 
124" tube — 12" Dynapower speaker tube—AM-FM radio, amazing G-E Electronic Repro- 
—exquisite console in genuine ma- ducer. Plays standard and long-playing records auto- 
hogany veneers. $399.95* matically. Beautiful console veneered in mahogany. 

$599.50* 








L tel») 45 821 —G-E Daylight Televi- 
sion table model with big 122" direct- 
view tube — Dynapower speaker. 
Smartly styled cabinet veneered in gen- 
vine mahogany. $369.95* 


*Tax and installation extra, all models. 
Prices slightly higher West and South— 
subject to change without notice. 


GENERAL ELECTRIC 
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GIBSON Ranges 


Gibson Refrigerator Co., Greenville, Mich. 


Models: ER-199-A and ER-199-C. 


Selling Features: Model ER-199-A has 
full-width, 40-in. table-top cooking sur- 
face with over 3 sq. ft. workspace; sur- 
face units provide 7 “measured heats” ; 
6-qt. deepwell cooker; concealed oven 
vent carries vapor from oven to right 
rear surface unit. 

Both models have high speed ban- 
quet-size oven, 16 x 16 x 20 in. 

ER-199-C has all the features of the 
A model plus a combination lamp, 
clock and Gibson Minute Watchman 
which rings a bell to signal that cook- 
ing time is up; 3 easy-gliding drawers 
provide more than 4 cu. ft. storage 
space. 
Prices: ER-199-A, $179.95 ; ER-199-B, 
$219.95. 
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WILSON Refrigerator 


Wilson Refrigeration Inc., Smyrna, Del. 
Model: S10A. 


Selling Features: 10.2 cu. ft. capacity ; 
frozen food storage compartment holds 
approximately 15.6 lbs.; large condi- 
tioner drawer for fruits and vegetables 
has a removable glass cover; 3 in. 
semi-rigid Fiberglas. 
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BENBAR Food Freezer 


August B. Barkow Mfg. Co., 
2723 S. 31st St., Milwaukee, 7, Wis. 


Model: Benbar vertical freezer, No. 
-17. 


Selling Features: Two cold plate- 
shelves and large back plate for posi- 
tive contacting freezing; 17 cu. ft. 
Capacity; adjustable enameled wire 
shelf; 4 in. Fiberglas insulation; 2- 
step door construction, locks cold in, 
large door opening; panelyte covered 
door jambs; holds 600-850 Ibs. food ; 
deep well for bulky foods; 2-cylinder, 
+ h.p. hermetically sealed condenser ; 
baked enamel interior and exterior. 


Electrical Merchandising, June, 1949 


ELECTRICAL APPLIANCE NEWS 








HORTON Clothes Dryers 


Horton Mfg. Co., Fort Wayne, 1, Ind. 


Device: Horton automatic clothes 
dryers G-149 or E-49., 

Selling Features: Dial the dryness de- 
sired—not the time—set dial for damp 
dry, fluffy dry and dryer stops auto- 
matically when clothes have reached 
the degree of dryness selected; auto- 
matic cooling period allows clothes to 
cool for comfortable handling; capac- 
ity 9 Ibs. dry clothes—20 Ibs. wet 
clothes ; 2 h.p. motor, 110 volts; 30 in. 
wide, 243 in. deep, 36 in. high. E-49 
uses electric heat, G-49 uses gas. 
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G-E Refrigerator 

General Electric Co., Bridgeport, Conn. 
Device: 6 cu. ft. refrigerator NF-6F. 
Selling Features: Designed for use in 
small homes ; equipped with 32 in. deep 
meat storage drawer under ice-cube 
compartment; full-width 54 in. deep 
drawer at bottom of cabinet for stor- 
ing fruits and vegetables; 11.8 sq. ft. 
shelf area; ice-cube compartment holds 
about 17 Ibs. frozen food; 2 ice trays; 
hermetically sealed mechanism con- 
trolled by a single knob. 
Electrical Merchandising, June, 1949 





ILG Fan 


Ilg Electric Ventilating Co., 2850 No. 
Crawford Ave., Chicago, 41, Ill. 


Device: Ilgdualaire double-purpose 
home cooling fan. 

_ Selling Features: Designed to draw in 
cool nighttime air during hot summer 
evenings and to circulate air in living 
areas during the day; portable; easily 
placed in window at night, on floor 
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during day or stored in closet when not 
in use; friction pivot base allows fan 
to be turned to any angle from hori- 
zontal to vertical; decibel ratings of 
58 at top speed and 50 at low; com- 
plete with safety chain for securing 
fan when in window; enamel finish; 
2-speed motor with sealed, lubricated- 
for-life precision ball bearings, 
mounted in rubber, requires no instal- 
lation. 
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ARID-AIRE Dehumidifier 


Air Appliances Co., Box 5487, 
Indianapolis, Ind. 


Device: Arid-Aire electrically pow- 
ered dehumidifier which eliminates ex- 
cessive moisture from basements etc. 
Selling Features: Employs calcium 
chloride flakes; moisture laden air 
drawn from floor areas through filter 
bed of coarse carbon that has become 
saturated with calcium chloride solu- 
tion, passes around a mesh hopper con- 
taining flakes; dehumidified air is 
forced out top by motor driven centri- 
fugal blower; light enamel finished 
cabinet; one unit has capacity to con- 
trol excess moisture in an enclosure 
of about 4000 cu. ft. volume. 


Price: $59.95 f.o.b. Indianapolis. 
Electrical Merchandising, June, 1949 





ECONOMASTER Dual Purpose 
Water Heater 


Economaster Sales Inc., 128 Eighth Ave., 
No. Nashville, Tenn. 


Device: Combination water heater 
and range surface burners. 

Selling Features: Table top water 
heater available in 20, 30 and 40 gal. 
capacities, with a 3-burner range top 
and an extra appliance outlet on the 
front; 1-piece porcelain top 24 x 24 in. ; 
front burner 2100-watt Chromalox, 230 
volts and rear burners 1250 watts; all 
burners have Hart 8-position, 7-heat 
switches; convenience outlet 115 volts 
connected to range circuit; water 
heater 230 volts, 2-wire; range cir- 
cuit 230-115 volts, 3-wire; range and 
water heater wiring entirely separate; 
heater available with single or double 
elements in 600, 750, 1000, 1250, 1500, 
2000 and 2500 wattages. 
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TEMPREX Radiant Heat Dryer 


Appleman Art Glass Works, 
Bergenfield, N. J. 


Device: Deluxe Temprex radiant heat 
clothes dryer. 

Selling Features: Housed in fully in- 
sulated, all steel bonderized cabinet 
with white baked enamel finish and 
worktable linoleum top; fits into any 
kitchen or laundry; takes 14 lbs. wet 
cloths or 83 lbs. dry; doors open at 
front for convenient hanging; stain- 
less steel rods provide 40 ft. clothes 
line space—slide forward out of cab- 
inet at work height for easy loading; 
infra-red heat drys, prevents sun-fad- 
ing and kills moth larvae ; exhaust fans 
in bottom of cabinet create breeze; 
plugs into any 110-volt a.c. outlet; 
1000 watts ; bolting down not required ; 
measures 36 in. long, 36 in. wide and 
24 in. deep. 

Price: $129.50 
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CROWN Kitchenette Range 


Crown Stove Works, 
4627 West 12th Place, Chicago, 50, Ill. 


Model: Crown 4-burner Kitchenette 
range No. 420-94. . 

Selling Features: Equipped with 4 
Chromalox top units, 1250 watts each; 
7-heat switches give temperatures 
from 1250 to 75 watts; Robertshaw 
oven heat regulator; fast preheat 2- 
unit oven; top unit signal light ; roomy 
utensil drawer; porcelain broiler pan 
and rack; broiler unit 2709 watts, bake 
unit 2250 watts, appliance outlet 660 
watts; porcelain lined oven. 
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TELECHRON Clock 


Telechron Inc., Ashland, Mass. 


Model: 2-H19 kitchen clock. 

Selling Features: Plastic case of red or 
white; modern design; 44 in. dial; 
self-starting synchronous motor. 
Price: $3.98. 
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DOMINION Toaster 
Dominion Electric Corp., Mansfeld, O. 


Device: No. 1115 Dominion deluxe 
automatic pop-up toaster. 

Selling Features: Chrome plated body ; 
black plastic handles and base; indica- 
tor makes it possible to select light, 
medium or dark toast, when toasted 
slices pop up and current is automati- 
cally cut off; permanently attached 
cord; Nickel chrome ribbon wire; 110- 
120 volt, 25-150 cycles a.c. 

Price: $15.95; west of Denver, $16.70. 
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TEMPRET RELAXOR 


Eclipse Sleep Products Inc., 
36 Milford St., Brooklyn, 8, N. Y. and 
Tempret Products, Inc., 
105 LaSalle St., Chicago, Ill. 


Device: Tempret Relaxor electrically 
heated mattress. 
Selling Features: Controlled by 


switch; mattress remains few degrees 
warmer than normal 98 body heat; 
sleeper uses only sheet and light 
blanket ; controlled radiation eliminates 
need for thermostatic control. 

Price: $79.50. 
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ELECTROMODE Heaters 


Electromode Corp., 45 Crouch St., 
Rochester, 3, N. Y. 





Device: Electromode bilt-in-wall au- 
tomatic heaters No. WA-12. 

Selling Features: Self-contained 
thermostat provides automatic control 
of room temperature; thermostat dial 
may be set to any temperature from 
55 to 85 degrees; down-flo principle 
draws air in at top of heater, passes it 
through 480 to 680 sq. in. heating ele- 
ment and warmed, fan-circulated air 
is forced out at bottom at rate of 25 to 
160 cim; no drafts; no smudge; soot 
or scorch marks above heater; life- 
time element, cast-aluminum fins; 
available in popular sizes with 1500 
to 4000 watts, 115 to 230 volts; silver- 
gray, hammertone finish; fits wall 
opening 144 in. wide, 184 in. high; 
front plate 17 x 21 x 53 in. and extends 
1 in. from wall. 

Price: from $79 to $99. 
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SNO-BREZE Evaporative Cooler 
Palmer Mfg. Corp., Phoenix, Arizona 


Device: Sno-Breze self-contained evap- 
orative air cooler No. 15F49PS. 


Selling Features: Suitable for office, 
hotelroom, apartment; equipped with 
a 3-speed switch giving controlled 
air output up to 1500 cim; separate 
switch controls a recirculating pump 
and cooling system which operates 
from a 10-gal. water reservoir—capac- 
ity for operating approximately 5 hrs. 
at high speed; weighs 29 lbs; 24 in. 
wide, 234 in. high; easy to install in 
window ; during winter months unit can 
be taken out of window and used in- 
side house as indoor humidifier and 
heat circulator; all steel rust-proofed 
cabinet finished in furniture-blending 
bronze baked enamel hammertone. 
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HOWARD Air Circulator 
Howard Industries Inc., 
208 W. Jackson Blvyd., Chicago, 6, Ill. 

Device: Howard Hurricane “12” air 
circulator. 
Selling Features: Portable; can be 
hung on wall, suspended from ceiling, 
stood on side, put in window, on floor, 
chair, table, desk work bench—any- 
place in home, office or institution; 
special bracket holds unit firmly when 
turned on its side; heavy duty 4-pole 
motor drives clover leaf fan blade; 
chrome-plated guard. 

Price: $22.75. 
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SEACO Refrigerators 
Seaco, Inc., Sioux City, lowa 


Models: Seaco 7 cu. ft. Standards; 
7 and 9 cu. ft. Deluxe. 


Selling Features: Standard (illus- 








trated) freezes 4 Ibs. ice cubes; stores 
15 Ibs. frozen foods; evaporator of 
anodized aluminum with 2 refrigerated 
shelves; specially designed meat 
keeper of tempered glass; acid resist- 
ing porcelain enamel ‘interior liner; 
Fiberglas insulation; Tecumseh Chief- 
tain condensing unit hermetically 
sealed; Freon 12 refrigerant; 

DeLuxe 7 cu. ft. model freezes 8 

Ibs. cubes, stores 26.5 Ibs. frozen 
food; large meat keeper; crisper; 12 
sq. ft. shelving. 
_ DeLuxe 9 cu. ft. freezes 16.4 Ibs. 
ice cubes, large meat keeper, 2 crisp- 
ers; 3 refrigerated shelves; 20 sq. ft. 
shelving. 

All models have easy-adjust door, 
removable shelves; 1-slide shelf; 3-in. 
minimum Fiberglas insulation; Tecum- 
seh Chieftain condensing unit; Freon 
12 refrigerant. 


Prices: Standard 7 $229.95: DeLuxe 7 
$259.50; DeLuxe 9, $299.50. 
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VAPOMATIC Vaporizer 
M. F. Robertson Sons Inc., Lansdowne, Pa. 


Device: Vapomatic Glycol vaporizer. 
Selling Features: Developed for the 
purpose of vaporizing Glycol ; employs 
a specially developed Fiberglas wick 
as an element to produce capillary ac- 
tion in conjunction with heat generated 
by an infra-red bulb; vapors are dis- 
persed into atmosphere at a uniform 
controlled rate; light weight, durable 
aluminum; funnel-like reservoir on 
outside of dome for convenient filling; 
no moving parts; a series of 12 wicks 
furnish means of drawing solution 
from reservoir to heating chamber ; 
radiant heat in vicinity of bulb and re- 
flected heat from inner surface causes 
Glycol to evaporate. 
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SCHAEFER Ventilating Fans 


Schaefer Brass & Mfg. Co., 2601 Ohio 
Ave., St. Louis, Mo. 


Models: SM10W round; SQIOW 
square; and 3 glass block installation 
models: 9B8W, CB10W, B912W. 

Selling Features: SM10W 14% in. 
diam with a 10 in., 1-piece, 8-blade fan 
and door control switch; removes 600 
cfm; white baked enamel finish; wall 
box with louvre opening for outside 









has 11 in. sleeve diam; SQIOW same 
- SM-10W except square frame 13 x 
in. 

Glass block installation models are 
available in 3 sizes GB8W replaces 
one 8-in. glass block; BGIOW re- 
places 4 6-in. blocks on one 12-in, 
block; and BG12W replaces 4 8-in, 
blocks; GB1IOW 13x13 in. overall; 
10 in. 1-piece 8-blade fan 600 cim; 
door operated switch; GBI2W same 
as GB10W except 12 in. 3-blade fan, 
1050 cfm; GB-8W has 7 in. 8-blade 
fan, 400 cfm capacity. 

Electrical Merchandising, June, 1949 





HEETAIRE Heaters 
Markel Electric Products Inc., and La Salle 
Lighting Products Inc., 143 Seneca St., 
Buffalo, N. Y 

Model: Heetaire series 170KT for 
farm use in milk houses, brooder 
houses, tool sheds, etc. 

Selling Features: Fan-forced heater; 
built-in thermostatic control operates 
in a range between 40 and 80 degs.; 
automatically turns fan and heat ele- 
ment on and off to maintain temper- 
ature within a 3 deg. tolerance; will 
provide ample heat for areas ranging 
from 825 to 1650 cu. ft.; 50 to 60 cycle 
a.c. 115 or 220 volts; small portable 
pews is 12 x 84 x 64 in.; baked enamel 
nish. 
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WILSON Freezer 

Wilson Refrigeration Inc., Smyrna, Del. 
Model: Wilson freeze chest F-12. 
Selling Features: Compact chest-type 
freezer with storage space separated 
into 3 compartments by light wire 
grills; 500 Ibs. storage capacity; alu- 
minum food liners; special aluminum 
tubing brazed to liner provides greater 
heat removing capacity; 44 in. Fiber- 
glas insulation on sides and bottom; 
bonderized, baked white enamel finish; 
hermetically sealed units; also avail- 
able in model F-8 with 320 Ibs. ca- 
pacity. 
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DOMINION Iron 
Dominion Electric Corp., Mansfeld, O. 

Device: No. 1009 automatic iron. 
Selling Features: Weighs 4 lbs. ; easy 
grip plastic handle; heat control knob 
calibrated according to fabric; 1 
watt special element; permanently at- 
tached cord; a.c. only. 


Price: $6.97; west of Denver, $7.30. 
Electrical Merchandising, June, 1949 
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MANHATTAN SHOPPERS 


2 are 
= VOTE ON 
8-in, 
=a MAGAZINE PREFERENCE 
same 
“blade Fact Finders Associates, Inc., well- 
~ known research organization, recently 
) 


sent investigators into the home fur- 
nishings departments of one of the 
largest department stores in New York 
City to determine their magazine read- 
ing habits. The thinking behind this 
study, which was also conducted in 
other cities across the country, was 
that the real value of a magazine is 
determined by the amount of Sales Ac- 
tion it creates at the point-of-sale. It 
is obvious that some magazines, be- 





























a Salle cause of their function and their edi- 
a St., torial techniques, are more influential 
Tf in creating this Sales Action than 
cmedila others. And, in the last analysis, it is 
this ability to deliver purchasers at the 
eater ; point-of-sale that makes a magazine 
prey: valuable to the manufacturer. 
egs.; 
oo ® One of the questions asked by Fact 
+; will Finders was: “What magazine featur- 
pe ing home furnishings have you read in 
tes - the past month?” Shoppers replied as 
enamel follows: 
1949 House Beautiful ..........0ss6 104 
Good Housekeeping ............ 70 
Better Homes & Gardens........ 67 
House & Garden... ..0ssc0cesess 66 
Ladies’ Home Journal.......... 65 
Asnerican TOME « «<< 6650650960 61 
Woman’s Home Companion..... 35 
ce errr ee 25 
They read metal 3 
e ee ee) Hi ds 
. Saturday Evening Post......... 8 € Tread 
House Beautiful | 
Other magazines received so few H B : ] 
because mentions that their inclusion in this OUSE eautifu 
tabulation would serve no useful pur- b 
, Del. se. 
they want ae tihtale oon 
: These figures are especially indica- we 1] h 
st-type js ae i 
pal : tive when it is considered that all but sells home 
: oa P the most efficient one of the magazines listed have several 
y;_alu- : times as much circulation in New York - 
a app liances City as House Beautiful. This is a fur- app liances 
Fiber- ther demonstration of the fact that the 
— and they buy active quality market supplied to ad- and he sells more 
oma . vertisers by House Beautiful has the : 
bs. ca- more appliances surplus spending power to produce home appliances because 
1949 volume sales economically. 
because they read he reads 
> e 
House Beautiful House Beautiful 
@, 
The magazine that The magazine that 
. ! creales more Sales Action sells both sides of the counter 
ld, O. 
on. 
3.3 easy 
ol _ 
. 1 lo 
ntly at- Rl <htOUR, 
& ~ DON'T LET YOUR WIFE READ $ % 
$7.30. S at & HOUSE BEAUTIFUL unless you want Z 2 
. 1949 Ep yoyg her to buy appliances ron? 
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FIRST AGAIN 


MULTISPEED NIXING with 


DORMEYER’S 














MIAING 49) 


SEATING 6 






wnipPine & 





AT JUST 


Denver and West $1.00 higher 














Value ... MULTISPEED means more for the money! 
Extra selling value of ADDED MIXING SPEEDS 
in the DORMEYER “Meal-Maker.” Easier 
to read! Easier to use! We call it MULTISPEED 

. you'll call it PROFIT-SPEED! 


Features... Not only added mixing speeds, but 
these extra features among many others... 


















































1. Operates with equal efficiency on either AC or DC. 








2. Heavy Duty self-lubricated Motor. 











3+ Beautiful tear-drop streamlining for attractive- 
ness; also, easier to keep clean. 


4. Jiffy Juicer. 
5. “Lift-off” portable light-weight motor. 




















6. No need to change turn-table with Clik-Miz arm. 














Order your stock of Model 
3600 Dormeyer ‘‘Meal- 
Makers’’ today. Real 
““Money-Makers” with the 
new MULTISPEED! 



































Clik-Mix arm for thorough-blend mixing. 


You dial it DOFM@UGF dogs it! 














. Sf 
THE FIRST NAME IN MIXERS 
Dormeyer Corporation, 4300 N. Kilpatrick Ave., Chicago 41, Ill. 
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KIRBY Handi-Butler 


The Scott & Fetzer Co., W. 114th and 
Locust Ave., Cleveland, 2, O. 


Device: Handi-Butler attachment has 
been added to Kirby Sanitation Sys- 
tem. 


Selling Features: An entire kit of 
power operated household tools, the 
Handi-Butler polishes, buffs, sharpens, 
cleans and waxes with the aid of a 
sheet buffing wheel, flannel buffing 
wheel, grinding wheel, wire brush 
wheel and lamb’s wool polishing pad; 
slips into place where Kirby nozzle 
has been removed; with the aid of 
a “belt Lifter”; spare parts available 
include sheeting buffing wheel and com- 
pound No. 1 for use with sheeting 
wheel; flannel buffing wheel and com- 
pound No. 2 for use with it; grinding 
wheel, wire brush wheel, 1 lamb’s 
wool pad and rubber belt. Features a 
built-in dust and particle remover; 
lifter grip; and rubber holding cups 
to steady the entire unit on table. 
Price: $24.95. 
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DAYTON Fan 


Dayton Electric Mfg. Co., 
748 W. Adams St., Chicago, 6, Ill. 


Device: 18 in. 3-speed utility fan. 
Selling Features: Blows air out or up; 
hangs on wall; does triple duty; for 
desk counter or floor use; 18 in. deep- 
pitched 2400 cfm fan blade powered 
by 3-speed motor enclosed in chrome 
canopy; fan head tilts within 90 deg. 
angle. 
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PENGUIN Ice Cube Maker 


Refrigerated Equipment Sales Corp., 
19 W. 44th St., New York, 18, N. Y 


Device: Penguin ice cube maker, with 
outside entrance cube storage com- 
partment. 


Selling Features: 24 quick release 





trays makes it possible to freeze 336 
large cubes at one freezing; remov- 
able, open sleeve type, stainless steel 
service storage container holds 336 
cubes; separate door to storage com- 
partment eliminates need to open ice 
cube section to get reserve cubes; 
each plate full flooded type, metallized 
throughout; 4 in. cork and Fiberglas 
insulation; 4 h.p. condenser, hermetic 
or open type; plugs into a.c. outlets; 
60 cycles, single phase ; 20 in. deep, 394 
in. high, 38 in. wide; baked Dulux, 
green with chrome _ semi-concealed 
hinges. 
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SNO-BREZE Air Cooler 
Palmer Mfg. Corp., Phoenix, Arizona 


Device: Sno-Breze “self-contained” air 
cooler. 

Selling Features: For cooling office, 
hotel room or remote rooms above 
ground floor where water connection 
or drainage system is impractical ; 
weighs 22 Ibs., 16 in. wide, 103 in. deep; 
equipped with a recirculating water 
system that operates from 3% gal. res- 
ervoir—sufficient to last approximately 
5 hours—requires no water connection 
or water drain; employs a “rain drop” 
water distribution system to wash and 
cool air; quiet, heavy duty rubber 
mounted motor; deep pitch 4-blade 
fan; 800 dfm; steel cabinet, bronze 
brown baked enamel hammertone. 
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REVCO Freezer 


Revco Inc., Deerfield, Mich. 


Device: An 8 cu. ft. model has been 
added to “Chill Chest” line. 

Selling Features: Increased food ca- 
pacity has been attained without in- 
ceasing floor space over smaller models 
and without loss of freezing efficiency 
or operating costs, the manufacturer 
claims; inside dimensions are: 344x- 
202x19-29/32 in. storage capacity 320 
lbs; equipped with hermetically 
sealed Tecumseh unit using natural 
draft condenser ; safety signal system; 
illuminated interior ; floating action 
counterbalanced lid; stainless alumi- 
num food liner; non-organic insula- 
tion. 
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GET YOUR SHARE 


(this means BUSINESS for you) 


OVER 30,000,000 
ADVERTISEMENTS in MAY and JUNE 
IN LIFE and GOOD HOUSEKEEPING 


ed rost nationally 


DEFROSTS ... WHILE YOU SLEEP” 


THADEMARK PEGISTERED 


promoting 





Tie in with-this Big 


NATIONAL SALES PROGRAM 


The market is BIG . . . price is LOW (only $9.95 retail) . . . with good 


profit for you. Every refrigerator owner can afford “de-frost-it”, the 
automatic defroster that pays for itself in savings of food, time, electricity 
and refrigerator upkeep. Thousands of housewives in your trading area 
need “de-frost-it”. Get in on this profit opportunity NOW, with the 
big national advertising campaign helping you sell. It pays to mass- 
display “de-frost-it”. If you haven’t ordered stock from your jobber, 
do so today, or use coupon below. 


Order a Trial Stock of at least Six 
KIT OF TIE-IN MERCHANDISING AIDS INCLUDED FREE 
TRIAL ORDER FORM 
Pargon Electric Company, 1638 - 12th St., Two Rivers, Wis. 


Please enter our order No. for Standard Packages of 
“‘de-frost-its” (each package containing SIX “‘de-frost-its” at $9.95 each, 
less 40% dealer discount) .. . and bill through jobber listed below. 





STORE NAME 





YOUR NAME AND TITLE 


ADDRESS 





CITY, ZONE & STATE 





JOBBER’S NAME AND ADDRESS 








Paragon evectric COMPANY, 1638 12th St., Two Rivers, Wis. 


America’s Largest Exclusive Manufacturers of Time Controls 
TIME AIDS. WINDOW and ATTIC FAN TIMERS. ‘‘de-frost-it 


including nationally-known 


and other precision timers 
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ECONOMASTER Range 


Economaster Products Co., Inc., 
Nashville, Tenn. 


Device: 
AR 49. 
Selling Features: Equipped with 3 
T & K surface elements, 2-1100 watts 
and 1-1900 watts; 7 speeds; 16x16x20 
in. oven with 2700-watt top element 
and 2000-watt lower; Hart 8-position, 
7-heat switches and fully automatic 
thermostat; porcelain enamel broiler 
pan with rack; 3 in. Fiberglas oven in- 
sulation; removable crumb tray; 1- 
piece Duranite H body; porcelain top 
24x24 with 3 in. back rail; 36 in. high. 


Electrical Merchandising, June, 1949 


Apartment size range No. 


BENNETT Juicer 


The Bennett Co., 837 Howard St., 
San Francisco, Calif. 


Device: Bennett’s automatic fruit and 
vegetable juicer. 

Selling Features: Produces juice from 
all vegetables and deciduous fruits; 
operates continuously and, the manu- 
facturer claims, will produce carrot 
juice at rate of 1 qt. per minute; 2 h.p. 
motor; 115 volts, 60 cycles, a.c. only 
other voltages and cycles, d.c. or a.c. 
on special order; 11 in. diam.; 17% in. 
high, weighs 38 Ibs. 

Price: $195. 

Electrical Merchandising, June, 1949 


BARTZ Snacker 


Bartz Snacker, 18 E. Kinzie St., Chicago, 
11, Ill. and Miller Products Co., 
No. Chicago, 11, !Il. 


Device: 2-piece device that fits into 
any household pop-up toaster and 
cooks wienies, bacon, hamburger, etc. 


JUNE, 


Selling Features: Aluminum pans; 
each filling will take 3 wienies cut 
in half; 42 in. wide; food juices of 
food are gathered in bottom. 

Electrical Merchandising, June, 1949 


ss 


RED DEVIL Floor Polisher 
Red Devil Tools, Irvington, N. J. 


Model: No. FP11 floor polisher. 


Selling Features: Newly streamlined 
for easier handling; base of cast iron; 
motor centered directly over 10 in. 
brush with 11 in. bristle spread; re- 
volves at 300 rpm; handle is remov- 
able for storing; base can be used for 
polishing small areas off floor surface; 
roller casters drop down for easy 
moving; white rubber bumper pre- 
vents soiled base boards; perpetually 
lubricated motor, completely enclosed; 
orchard green, gray and cream finish; 
a.c. or d.c.; weighs 30 Ibs 


Electrical Merchandising, June, 1949 


LAU Window Fan 
The Lau Blower Co., Dayton, 7, Ohio 


Device: “Niteaire” window fan. 


Selling Features: Draws in fresh night 
air, expels hot stuffy air; fitted to any 
window in few minutes; 24 in. fan 
moves 3783 cfm; 30 in. fan, 5745 cfm; 
portable; 31 x 264 x 6 in. 


Electrical Merchandising, June, 1949 


VIBROSAGE Vibrator 
Beauty Appliance Corp., Racine, Wis. 


Device: Vibrosage vibrator. 

Selling Features: Pistol grip; easy to 
handle ; light weight ; 4 interchangeable 
applicators; 110 volts, 60 cycle a.c. 
Price: $8.50. 

Electrical Merchandising, June, 1949 
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fm; The advertisers listed below know that your business—and theirs— Ladies’ Home 
49 depends upon brand-minded STORE TRAFFIC. 
They know, too, that 47.2%* of your customers read Ladies’ Home Journal. 
That’s why they spend more advertising dollars in each issue of the Journal than f Sy ah ffi 
in any other magazine—to help you sell their products quickly and profitably. oF Bee ore a IC 
é DEXTER TWIN TUB 
FRIGIDAIRE AUTOMATIC WASHERS 
FRIGIDAIRE ELECTRIC RANGE 
G-E AUTOMATIC WASHER 
K-M LIQUIDIZER & K-M PRODUCTS 
FOR YOUR part) STOCK > PROMOTE + DISPLAY > apvertist THESE cumedinenn aameniinn Qoeiees 
FAMOUS BRANDS ADVERTISED IN THE JUNE, 1949, ISSUE OF LADIES’ HOME JOURNAL. ae 
< TOASTMASTER POP-UP TOASTER 
s. UNIVERSAL MIXER & JUICER AND 
3 UNIVERSAL PRODUCTS 
¥ WHITE SEWING MACHINE 
y to ZENITH RADIOS 
able 
C. 
49 *On the average, for 2885 women shoppers interviewed at 28 electrical appliance stores in 28 cities and towns across the country. 
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Here's the Moe light 
“packaged department” 
that brings you 
new profits overnight! 





and it’s yours without extra cost... 


you pay only for the lighting fixtures 


This offer is just a few weeks old — but dealers have already discovered it's 
the greatest profit opportunity in the history of the lighting industry. Some 
have sold out their initial stock in the first week! 


To get this beautiful 6 x 4 foot ceiling display, all you need do is to order 
the basic stock group of 43 individually packaged Moe Light fixtures (25 in 
addition to 18 used on panel). Pay the special dealer price ($178*) — 
nothing extra for the display, Regular retail price gives you a good margin, 


and you've added a profitable new department to your store. 
Beautiful Wall Display Panel comes with $108* stock order 


This smaller package deal gives you the packaged Moe Light fixtures (23 in ad- 


same profit advantages as the ceiling dis- dition to the 11 Moe Light fixtures used 


play panel. It includes 34 individually- on the panel). 

Both of these beautiful, masonite, per- 
manent display units come ready for im- 
mediate installation, and make use of 
space now going to waste in your store. 
So you lose no time cashing in on this 
profitable lighting-fixture business. Mer- 
chandise is shipped prepaid direct from 
factory, displays shipped separate, FOB 
supplier. Don't miss this opportunity. 
See your Moe Light distributor today— 
or send in the coupon below. 


*Prices slightly higher west of the Rockies, 


PROFITS for hardware, appliance, furniture, paint, department stores and others! 


MOE, 


Moe Brothers Mfg. Co., Dept. EM-6, Ft. Atkinson, Wis. 


Send me the name of my nearest Moe Light Distrib- 
utor and full details on your complete "'Packaged 
Department’’ merchandising program for dealers. 


Tear out 
this coupon 
and mail 


today! 


Name 


Retailer 


Store Name ) Wholesaler 


Address 
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BALDOR Air Circulator 

The Baldor Electric Co., St. Louis, Mo. 
Device: Improved Baldor air circu- 
lator, B260. 
Selling Features: Available in floor 
column, counter column or ceiling sus- 
pension type; each type has a 24 in. fan 
blade; } h.p., 2-speed motor, 1100/800 
rpm; resilient mounted ; equipped with 
sealed-for-life type ball bearings. 
Prices: Floor column model $89.50; 
counter column, $81.50 and ceiling sus- 
pended model $75. 
Electrical Merchandising, June, 1949 


DOMINION Grid-O-Matic 
Dominion Electric Corp., Mansfeld, O. 
Device: Dominion Grid-O-Matic No. 

1311. 

Selling Features: Automatic table 
cooker with dual purpose grids; signal 
light glows until proper cooking tem- 
perature is reached; thermostat main- 
tains heat selected; plastic handles; 
permanently attached cord; base 11 in. 
square, 5 in. high; 110-120 volt a.c.; 
162 sq. in. cooking surface. 

Price: $23.95; west of Denver, $25.10. 
Electrical Merchandising, June, 1949 


CHILL-AIR Window Fans 


National Engineering & Mfg. Co., 
519 Wyandotte, Kansas City, Mo. 


Model: Chill-Air window fans W-24, 
W-16 and W-20. 
Selling Features: W-24 can be in- 
stalled in 10 min.; plugs in any 110- 
volt outlet; 24 in. fan; 5500 cfm; re- 
verse switch makes it possible to in- 
stantly change direction of air-flow; 
31 x 27 x 12 in.; baked enamel finish. 
Models W-16 and W-20 have fans 
16 and 20 in. in size respectively W-16 
has 2250 cim capacity; W-20, 3300 


JUNE, 


cim; equipped with 3-speed motors, 
rubber mounted; fits any size window; 
adjustable fill-in mounting panels 
makes it possible to fit practically any 
size window. 

Electrical Merchandising, June, 1949 


SON-CHIEF Toaster 
Son-Chief Electrics Inc., Winsted, Conn. 
Device: Son-Chief pop-up toaster No. 

622. 

Selling Features: Streamlinea, 
chromeplated body; easy-grip Bake- 
lite handles; oven type toaster toasts 
both sides bread at same time; auto- 
matic timing device may be set for 
any shade toast, when finished toast 
pops up automatically and current 
shuts off. 

Electrical Merchandising, June, 1949 


BOYCO Chime Clock 


Boyce Inc., Merchandise Mart, 
Chicago, 22, Ill. 

Device: “Queen Anne” self starting, 
swinging pendulum mantel clock. 
Selling Features: Chimes strike hour 
by actual count and also strike on half 
hour; 16 Century styling ; 183 in. high, 
63 in. wide 34 in. deep; mahogany 
and ivory finish; 60 cycle, a.c. pre- 
cision built movement. 
Price: $24.95 plus Federal Tax. 
Electrical Merchandising, June, 1949 


LUX Minute Minder 
The Lux Clock Co., Waterbury, Conn. 
Device: Lux long ring minute minder. 
Selling Features: Portable with an 
alarm type signal keeps track of time 
and tells when time is up die cast case, 
baked white enamel finish. 


Price: $4.95 (slightly higher west of 
Rockies). 


Electrical Merchandising, June, 1949 
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YOUR 1949 SALES and PROFIT BOOSTER 
IN A HUGE UNTAPPED HOME MARKET 
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RETAILS AT 


$79.50 


NOW INCLUDES 
2 Waxers 

2 Polishers 

2 Buffers 


MODERN HOME FLOOR CONDITIONER 
















Right NOW is your opportunity to make up for ’ f 

lost sales in other items by vigorous promotion ( ¥ 
of a fast moving home appliance! The GENERAL (57 
T-12 offers a whole new UNSATURATED mar- ail i 

ket . . . a profit opportunity doubly welcome ’ > POLISHES 4 Al 
NOW! Year ‘round advertising PRE-sells your m j 


prospects. No other floor machine made has as y UFFS ‘ 





complete a line of wanted, profit making attach- a 


‘A 










ments. / (m 
Free - GET these IMPORTANT sales aids! am | y 
~~ Displays ts — 4 


Machine Advertising Hangers 
Newspaper Ad Mats 


A 
DRY CLEANS & 





® Give-Aways and Envelope Stuffers 






© Cooperative Advertising 










Complete Industrial Floor Machine Line 


HERE’S a new profit possibility for you! GENERAL offers to the 
trade its Complete Industrial floor machine line! These well 
known “K” models are now used in leading institutions, schools 
and plants from coast to coast. Write for complete details on 
how to add to the profit side of your ledger through General 
Industrial Models. 


H 
al 
REFINISHES 


















DISTRIBUTORSHIPS STILL AVAILABLE IN 
SOME MAJOR MARKETS 


Visit our Booth 


807 at the National Housewares 
iance Exhibition July 11 to 15. 








Please send me full information on a 
[] GENERAL T-12 Domestic Model 
() GENERAL Industrial “’K’’ Models & 
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PAST. . 


Cadillac's enviable reputation for dirt-getting 
efficiency dates back to the carpet-beating 
and broom days of 1911, when the Clements 
Mfg. Co. pioneered in the building of vac- 


uum cleaners. Constantly, during 38 








years, the Cadillac line has been im- 
proved... perfected—Cadillac engi- 





neering setting the pace for the 
entire industry. 


PRESENT... 


1949 finds consumer acceptance 





for Cadillac at an all-time high. 














Backed by our sound merchan- 








dising program and consistent 








national advertising, 








Cadillac dealers can 








meet all comers in a 








competitive merket. ij 


FUTURE... 


Tomorrow and always... your sales efforts will be 
supported by close factory co-operation. Benefitted in 
numerous ways by our intimate knowledge and practical 
understanding of retail selling 

problems, dealers will find 
handling the Cadillac 
line highly profitable. 


MODEL 143A 


$5995" 




















CYLINDER TYPE 


$6995" 


including full set of 
attachments 


* Slightly more west of Rockies 


CLEMENTS MFG. CO, Dept. A, 6666 S. Narragansett Ave., Chicago 38, Ill. 


SEE US IN SPACE 1768 American Furniture Mart ® Chicago @ July 5th to 16th 
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TIME-SAVER Cord Stand 
Davis Mfg. Co., Plano, lil. 


Device: Time-Saver ironing cord stand 
for new irons with permanently built-in 
cords. 

Selling Features: Floats cord above 
board; clamps onto board; equipped 
with 3-way outlet, permitting full 
length of built-in cord for ironing pur- 
poses; flexible steel rod stands upright 
from clamp, suspends ironing cord 
above board, keeps cord out of way, 
clear for ironing surface. 

Price: $2.25. 

Electrical Merchandising, June, 1949 


ees my as ety f 





ALLIED Ironer Stand 


Allied Industries Inc., 1220 Grand Ave., 
Des Moines, lowa. 


Device: Portable ironer stand. 
Selling Features: Developed to accom- 
modate all portable ironers; simple 
bracket clamped permanently to ironer 
base holds ironer rigid at proper iron- 
ing height; requires no extra storage 
space; folds flat for compact storage; 
wheels add to portability; telescopic 
handle serves as clothes hanger when 
ironing; tubular metal frame may also 
be used as tray rack, luggage rack; 
weighs 64 Ibs. 

Price: $9.95. 

Electrical Merchandising, June, 1949. 





LOVELL Wringer 
Lovell Mfg. Co., Erie, Penna. 


Device: Lovellette hand wringer for 
stationary tubs, portable tubs and port- 
able washers. 


Selling Features: Frame is only 124 
in. wide, 6 in. high, 3 in. thick; rust- 
proof all-steel; 10 in. rolls of solid 
rubber on solid steel shafts; non- rust- 
ing bearings; pressure adjustable and 
uniformly distributed; weighs about 
10 lbs.; removable handle for conven- 
ient storage; holding clamps large 
enough to permit attachment of 
wringer to stationary tubs or full-size 
portable tubs and for use with new 
small portable washers; white enamel 
finish, red plastic trim. 

Price: $9.75. 

Electrical Merchandising, June, 1949. 
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STANDARD Iron Rest 
Irving Fishman, 1133 Broadway, New York 
Device: Metal iron rest. 
Selling Features: Plated metal with a 
sheet of asbestos as a filler; two 4-in. 
hoops for clipping on ironing table 


front portion constructed so iron can 
slide on and off without lifting 


Price: 25¢. 
Electrical Merchandising, June, 1949 





HANSON Scale 


Hanson Scale Co., 
525 N. Adams St., Chicago, 12, Ill. 


Device: Hanson plastic kitchen scale, 
No. 1308. 

Selling Features: 8 |b. capacity indi- 
cated by 2-oz. graduations; also shows 
34 kilos by 50 grams and measures 
shortening by cuts; Styron plastic in 
red, yellow or white; mechanism is 
suspended on steel channel independent 
of case; white dial with black gradua- 
tions, red and yellow for cups of 
shortening; stainless steel platform, 
34 in. diam.; overall 64x54x23 in. 
Price: $3.25. 

Electrical Merchandising, June, 1949. 





sc 
EKCOWARE Starter Set 


Ekco Products Co., 1949 No. Cicero Ave., 
Chicago, 39, Ill. 


Device: Ekcoware Starter Set of cop- 
per bottomed stainless steel utensils. 
Selling Features: Set consists of 3 
pieces plus a stainless steel kitchen 
hang-up rack packed in gift box de- 
signed by Raymond Loewy Associates ; 
pieces consist of a 7 in. open skillet, a 
l-qt. open saucepan and a 14 qt. open 
saucepan. 

Price: $12.95. 


Electrical Merchandising, June, 1949 


ESCORT Trucks 


Associated Services, 224 W. Main St., 
Carlinville, Ill. 


Device: Hand trucks designed for 
handling refrigerators, radios, appli- 
ances etc. 

Selling Features: Crawler tread 
makes them especially desirable where 
there is a problem of going over curb- 
ing, up a flight of stairs; tread is a 
rubber belt on rollers set in aluminum 
frame; crawling action lets Escort roll 
up and down steps quietly without slip- 
ping or jaring; available in wood and 
aluminum frames. 


Electrical Merchandising, June, 1949 
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What Makes a Woman Buy? 


WOMEN TOLD GIBSON! fre Gudlance : 





GREAT NEW 


LI ESON <i 


ee +B] ” ; _——_— 
Model 5 pe a Oven | SS 











t 


... the Features They Want | 
..- All Wrapped in Beauty 


Mt the hice 
Theyve Waited. Tor 





















~ 


GET ON THE GIBSON SALES WAGON! The Gibson “S” 
range has everything today’s market wants. It’s a full 40 
inches of gleaming white porcelain . . . with 5 cubic feet of 
sliding storage space ... fluorescent floodlight fully illuminat- 
ing the cooking...now—all exterior surfaces acid-resisting... 














automatic banquet-size oven . . . fast, smokeless “glowing- 
ember” broiling ... all switches out of the steaming zone 
. - - 7-heat Super-Speed surface units and a 7-heat 6-qt. 
deepwell .. . at a price they can’t resist! .. . For volume at a 
sure, steady profit it’s GIBSON, the Housewife-designed line! 
Get all the facts about Gibson refrigerators, ranges and 
freezers from your Gibson Distributor now or write directly 


GIBSON REFRIGERATOR COMPANY to GIBSON. 


GREENVILLE, MUCINGAN Visit us at space 537 ~538 B, American 


Furniture Mart, Chicago, July 5-16. 






Big 9 Cv. Ft. refrigerator with por- 
celain food cabinet, interior light, 


frozen food storage. 
“_— 

















“Freez r 
Only Double Feature 2 
Locker-Fresh’ner Locker "Refrig- 


erator with Ice Cube Reserve. 





Copyright 1949, Gibson Refrigerator Co. 


GET THE SROFIT MARGIN 


FACTS FROM YOUR GIBSON DISTRIBUTOR 
ELECTRICAL MERCHANDISING—JUNE, 1949 PAGE 145 
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Modern, faster, closer-controlled cooking 
on electric ranges, new and old, is Cutler- 
Hammer's outstanding gift to housewives. For 
the unique design of C-H Pyroflex units steers 
heat flow so efficiently that quick, even/y dis- 
tributed transfer of heat to cooking utensils is 
achieved at all cooking speeds. There’s not a 
spot too hot or too cold under pan or kettle at 
any switch position 


What's more, Pyroflex units are built flat to 
stay flat — eliminate dole alate of pots and pans 
that results in heat loss. 


And to insure a lifetime of top-level per 
ig p 


formance, Pyroflex tubes are heat-powered 


*“Nichrome is 


Driver-Harris Company 


HARRISON, 


with Nichrome, the high heat and corrosion- 
resistant alloy that is the hallmark of quality 
mista mal-lolamol me (olele M1 (-.ataltel mele olivelara-1 


everyw here. 


Ni itls) MLMohZ-10me d dal-lale Zelt mete laMeleloR oReM olaelate| 
name such as Cutler-Hammer at=xohilare) ele- 
ments of Nichrome”, that’s double impact at 
the point of sale! So profit by making sure that 
your manufacturing sources use Nichrome 
the appliances you handle. With Nichrome 
you'll gain enduring customer satisfactior 
lel de bie) eiiilelthis Mmmm a-teelilil-ialerehilela 
sales, repeat business... prestige 


all alone the line 


| 


narelalthiclaitig-teMelal ham ob y 


NEW JERSEY 


BRANCHES: Chicago, Detroit, Cleveland, los Angeles San Fran 


ra PEEP wier 
8 >R 4iN WIR 
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FARM EQUIPMENT 


WILSON Farm Milk Cooler 
Wilson Refrigeration Inc., Smyrna, Del. 


Device: Front opening milk cooler. 

Selling Features: “Reach-in” conven- 
ience; available in 4, 6, and 8 can 
capacities ; principle incorporates spray 
system; automatic release of ice cold 
water sprayed over milk cans from the 
“neck line” down, keeps bacteria down. 
Lilectrical Merchandising, June, 1949 


DURO Pump 
The Duro Co., Dayton, O. 


Device: Duro 49 Shallow well recipro- 
cating pump. 

Selling Features: Available in follow- 
ing models: pump only, Vertitak sys- 
tem (pump and vertical tank) Duro- 
matic system (pump mounted on hori- 
zontal tank) and Freshflow (23 gal. 
tank mounted on the pump) ; all models 
have 250 gal. per. hr. capacity: 10, 12, 
20, 30, and 40 gal. sizes; bronze bear- 
ings, adjustable motor bracket, brass 
piston rod, bronze connecting rod, 
drop-forged center throw crank shaft, 
self-lubricating V-type belt, standard 
Duro 2-pole switch, a.c. motor. 
Electrical Merchandising, June 1949 





F-M Sump Pump 


Fairbanks, Morse & Co., 600 S. Michigan 
Ave., Chicago, 5, lil. 


Device: No. 49A celler drainer of 
sump pump. 

Selling Features: Capacity of 4200 
gal. at 5-ft. discharge head; new type 
vulcanized rubber, positive contr 
floats; continuous duty motor at dis- 
charge 10 ft. and above; stainless steel 
shaft; bronze impeller of open con- 
struction; for use in 12 in. drain tile. 
Price: $49.75 F.O.B. St. Louis. 
Electrical Merchandising, June, 1949 
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REFRIGERATORS 








Admiral Corporation ................... 526-27 
Amana Socie' — ~ a Home 

_ Appliance ae 536-B 

id Div.. G 1 Mot ae. .508-09-A 

nme Air Conditioning Corp.. ....17/64 
General | Electric 5 Company Rik cahaies "595-36-37-A 
Gibson Refrig SEO 537-38-B 
ONE TI 655 6686 e cde sce5s co2ee8 533-34-35-B 
Ideal Steel Products Co.......... 17/Q-116-117 


Kalamazoo Stove & Furnace Co... .17/R-118-119 
Kelvinator Div.. Nash-Kelvinator 


Corporation 


Landers Frary & Clark.................. $47- 
Leonard Div., Nash-Kelvinator 
a Sea ae 513-14-15-A 
Marquette Appliances, Inc............ 17/78-80 
Norge Div.. Borg-Warner Corp.......... 521-22 
ns MN oe asp ag boc 00e nee 128 
Sanitary Refrigerator Company............ 528 
Westinghouse Electric Corporation......... 501 
FREEZERS 
Admiral Corporation ................... 526-27 
Amana Society — Major Home 
PE Clie Bc vcesccstsccnseasen 536-B 
le EN a 5 005.6d% wens kp iaeneence en 528 
Frigidaire Div., General Motors Corp.. .508-09-A 
General Electric Company......... 535-36-37-A 
Gibson Refrigerator Company......... 537-38- 


B 
Kalamazoo Stove & Furnace Co.. .17/R-118-119 


Kelvinator Div., Nash-Kelvinator 





I ge a cal Pin cin oe $13-14-15-A 
Leonard Div., Nash-Kelvinator 

ee EE) ee ~ 14-15-A 
Marquette Appliances, Inc............ 17/78-80 
Norge Div.. Borg-Warner Corp.......... 521-22 
REEL : 128 
Sanitary Refrigerator ) ——aggeed ce hee aka 528 
Sub-Zero Freezer Co., Inc. eo 
Westinghouse Electric Corporation. Raceseed bint 1 

REFRIGERATORS (ICE) 
Brunswick Refrigerator Co................. 628 
Ice Cooling Appliance Corp............... 810 
King Refrigerator Corporation.......... 17/127 
Batne Bile, Cie TR. occ ccccccccccse 17/37-38 
Modern Refrigerator Co............. 17/100-101 
Sanitary Refrigerator Company............ 528 
DISHWASHERS 
Champion Dishwashing Machine | eee 2453 
General Electric Company......:.. 535-36-37-A 
PEE TO Sedtindiesccdccdsseces 533-34-35-B 
Se 17/34 
Westinghouse Electric Corporation......... 501 
DISPOSALS 
General Electric Company......... 535-36-37-A 
eS eee eee 533-34-35-B 
Presteline Div., Leeson Steel Products Inc. 447-48 
Westinghouse Electric Corporation......... 501 
DRYERS 
Bendix Home Appliances, Saar 539-A 
Black MI oicics acs cnndgnee 544-A 
Conlon Div.. Conlon-Moore Corp.. 504 
Frigidaire Div., General Motors Corp.. '508-09-A 
General Electric Company......... 535-36-37-A 
a See: 17/88-89 
| a alee aR 533-34-35-B 
Nineteen Hundred Corp. ................ - 
Westinghouse Electric Corporation......... 501 
ELECTRIC BLANKETS & 
cg 


General Electric Compan 


SMALL APPLIANCES 
Coleman Co., Inc., The 





Dormeyer Corporation .. 2953 
0 ee SR 17/84-85 
General Electric Company......... 535-36-37-A 
Lonergan, Vincent J. .................2.-. 2953 
Noblitt-Sparks Industries, Inc............ 441-42 
Plastray ‘Corporation SE AE 17/49 
Prentiss-Wabers Products Co. ........... 549-A 
Toastwell Company ...................... 2953 
Westinghouse Electric Corporation......... 501 
7m VACUUM CLEANERS 
Coomnents BH, GR, on .n sc ccc ccoceccocses 17/68 
General Electric Company......... 535-36-37-A 
Holland-Reiger Div., Apex Rotarex 
{22a 17/98-99 
Hoover Company, The .................. 510-A 
Landers Frary & Clark.................. 547-B 
Lewyt Corporation ................ 17/91-92-93 
Westinghouse Electric Corporation......... 501 
FANS AND AIR 
CIRCULATORS 
Fresh-‘nd-Aire Co. ................... 17/106-A 
General Electric Company......... 535-36-37-A 
International Oil Burner Co.............. 512-A 
Norge Div., Borg-Warner a 521-22 
Philco Corporation ...................... 28 
Queen Stove Works. Inc.............. 17/75-76 
. A. Sutton Corp., The, 
"eee ae 17/66-67 


Westinghouse Electric Corporation 





Silver Anniversary 


Market 
July 5-16, 1949 


The American Furniture Mart became 
the World Home Furnishings leader 
when it opened in 1924. 
It is still the leader in 
1949, and does ten times 
the volume of 1924. 
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AMERICAN FURNITURE MART 


666 LAKE 








SHORE DRIVE CHICAGO 11 PLLINOTUS 


WASHING MACHINES 


RANGES & STOVES 








Altorfer Bros. Co. ..........6.000cee0e0. pee BOS See «.--------- 200 00ered = 
Appliance Mig. Co. ................-.... 510-A Agricola Furnace Co. ...............000-+ 548 
Autematic Washer Co. .................... 503 Allen Big. Can, Ime........0..c00 Siento 510-B 
Barlow & Seelig Mig. Co................... Remetinees Gite GR. os onc cscs inctvececs ewe 518 
Barton Corp.. The ......................, 549-A Athens Stove Works, Inc................... 
Bendix Home Appliances, Inc............ 539-A Auto Stove Works ................s++00+- 546-A 
Blackstone Corporation ................. 544-A Caloric Stove Corporation ................. 519 
Conlon Div.. Conlon-Moore Corp ree 504 Fe Cc. Castelli SiG renhackee sa neebean 17/39-40 
Frigidaire Div., General Motors Corp.. .508-09-A Coleman Co.. Eee, THO......,ccccccccccess 525 
General Electric Company......... 535-36-37-A  Comstock-Castle Stove Co............... 546-B 
Holland-Reiger Div., Apex Rotarex Golem © Bete Goi. ccc ccicccccccccces 538-A 
CHI. So. co's c ve ncesneeinsseced 17/98-99 Crown Stove Works ..................0000. 531 
Eee ee es 511-A Detroit Vapor Stove Div., Borg-Warner 
6 gies 533-34-35-B Corporation ..............seeceeeeeees 630-31 
Kalamazoo Stove & Furnace Co... .17/R-118-119 Dixie Foundry EES IPE S. 524 
Landers Frary & Clark.................. 547-B  Dortch Stove Works, Inc................. 512-B 
Nineteen Hundred Corp. ................. 50s-B Eagle Foundry Co. ..................... 47-A 
Norge Div., Borg-Warner Corp.......... 521-22 Est ate-Heatrola Div., Nome Electric Corp... .523 
Gun Mints Sater Gamer 17/102-103 reer — ao Motors Corp.. .508-09-A 
L : eae ener ectric Company......... 535-36-37- 
Westinghouse Electric Corporation......... 501 Gibson Refrigerator Company ....... 537-38-B 
o— Home Appliance Co. ........... 17/J-31 
Gray & Dudley Company................ 515-B 
IRONERS 5 dwick Stove Company ............. 1530-31 
ES ac acth tls dedescseuae 533-34-35-B 
Altorfer > ‘ - Sbisncnasesoesened oo Jacobs Manufacturing Co. ............ 17/32-33 
Armstrong ui OTPe ss sees ee eev en us Kalamazoo Stove & Furnace Co... .17/R-118-119 
Automatic Washer Se ee er 503 Kelvinator Div., Nash-Kelvinator 
Barlow & Seelig Mig. We cesceecccteccoess 530 eae 513-14-15-A 
Bendix Home Appliances, Inc............ 539-A Knox Stove Works ...................00. 513-B 
Blackstone Corporation .................. 544-A Landers Frary & Clark................... 547-B 
Conlon Div., Conlon-Moore Corp........... 504 Leonard Div., Nash-Kelvinator 
Empire Appliance Co. ...............+:- 17/126 Corporation .................664. 513-14-15-A 
Frigidaire Div.. General Motors Corp.. .508-09-A A. J. Lindemann & Hoverson Co....... 17/42-43 
General Electric Company Be id 535-36-37-A Lynbrook Co. . The Sees eeeeeereseseerees 17/34 
Holland-Reiger Div., Apex Rotarex Modern Cc Joccoes 17/100-101 
SEE chensassunrnesenninlects 17/98-99 Moore Div., Conlon-Moore Corp............ s06 
I OR. niveeccncinntetctsesiets sig Seege Bee. Seepmaenes Coup.........- mr 
Hotpoint Inc 539-34-35-B oa ay — pthaavenaceraroc 546-C 
7 Feige? Saige capt daa ela at PE INS, bccdicnedesecanpeled 438 
reread i = ste teeeeeeeeeeeees pat Phillips & Buttort Ne “rea 17/69-70 
Landers Frary & Clark.................- a eee 513-B 
Nineteen Hundred Corp. ................ 508-B  Presteline Div., Leeson Steel Products Inc. 447-48 
One Minute Washer Company...... 17/102-103 Queen Stove Works, Inc.............. 17/75-76 
— eaahen ae. & Seelig aed Seat £ ante Seip. SSE vityion.claiek eee 546-D 
nS TO, io <cnccccteseceess oper, Ps SEs dcasewevencesee’ 529 
Westinghouse Electric Corporation......... Siegler Enamel & Range Co.............. 1118 





Sunray Stove Company .............. 17/52-53 
Tappan Stove Company.............. 539-40-B 
Tennessee Stove Works ................... 825 
United Stove Company ................. 549-B 
Welbilt Stowe Co.. Enc.........scvecccccess 520 
Westinghouse Electric Corporation......... 501 
RADIO & 
PHONOGRAPH SETS 
Admiral Corporation ..................-. 526-27 
Bendix Radio Division. Bendix 

PN FT e505 10 0 Zo vp aH ed nnaeciades 545-D 
General Electric Company......... $35-36-37-A 
SE TS occas cenk ou pa thonves 4 505-06-07 
Noblitt-Sparks Industries, Inc............ 441-42 
FRO. TIED, Noscsg caster chexcsccodes 128 
RCA Victor Div., Radio Corp. of 

America .. .232-36 & 540-A 
Sparton Radio & Television Div. oe 

The Sparks-Withington Co............. 509-B 
Stewart-Warner Electric Div., 

Stewart-Warner Corp. ........... 17/55-56-57 
Westinghouse Electric Corporation......... 501 
Zenith Radio Corporation ............... 544-B 

TELEVISION 
pe ee ee ee 526-27 
Bendix Radio Division. Bendix 

TEI. o6 6 wins newaesaeeen venke 545-D 
General Electric Company.......... 535-36-37-A 
RII, ccs nadec ce sesvbastonsben 505-06-07 
Noblitt-Sparks Industries, Inc............ 441-42 
NN FR eee rere 128 
RCA Victor Div., Radio Corp. of 

America ...... .232-36 & 540-A 
Sparton Radio & Television Div. - 

The Sparks-Withington Co........... .509-B 
Stewart-Warner Electric Div., 

Stewart-Warner Corp. ........... wohesen 
Westinghouse Electric Corporation......... 
Zenith Radio Corporation ............... as 

WATER HEATERS 

Bien: Gi, ls, MRsiincmers css vacceseay 510-B 
Coleman Coss Entes TIO... 200i. ccccsccccs. 525 
Duo-Therm Div.. Motor Wheel Corp........ 517 
rr Terre Torre 541-B 
8 Sere eee 17/L 
Frigidaire Div., General Motors Corp.. .508-09-A 
General Electric Company.......... 535-36-37-A 
Gray & Dudley Company....:.......... 515-B 
St Bik. sate h deacaccettceesss 533-34-35-B 
Kelvinator Div., Nash-Kelvinator 

Gem « 6'sa-4 nace s & eee ice ents $13-14-15-A 
Landers Frary & Clark................++- 547-B 
Leonard Div., Nash-Kelvinator 

GOMOD xh 0.5 cn0d06<da pensees 513-14-15-A 
A. J. Lindemann & Hoverson Co....... 17/42-43 
Reena Ts SPU. Ws co's neeccee esc sccs evs 514-B 
Norge Div., Borg-Warner Corp.......... 521-22 
Presteline Div.. Leeson Steel Products Inc. 447-48 
ees TG Me ota tic acectenecesocscsece 516-B 
Queen Stove Works, Inc.............. 17/75-76 
United States Stove Co................ 17/35-36 
Westinghouse Electric Corporation........ 501 

KITCHEN CABINETS & 
SINK UNITS 
Frigidaire Div., General Motors Corp.. .508-09-A 
General Electric Company.......... 535-36-37-A 
WINE, SN os 5 bo cvcendedeccavarns 533-34-35-B 
Kelvinator Div., Nash-Kelvinator 

GI, 5 oki ncnpacnd gosicvrees 513-14-15-A 
Kemper Furniture Company ......... 17/83-104 
IR. wise dc cath cee Piceveree sade 17/85 
Roberts & Mander Corp. ................ 546-D 
G. 1. Sellers 6 Gomme Coo......cccccccscoes 1536 
Westinghouse Electric Corporation........ 501 

HEATERS & CIRCULATORS 

Shs eB a a onko'ss dn snnnned cee nednces 548 
Siete Tele Gin BBs ine vcdccicetccecssvee 510-B 
DI TIE Rn nie ccc caccesosevesecss 518 
Armstrong Products Corp. .............+- 17/63 
Cel: Be Gag Giins soc 0 0esccdeanves 17/39-40 
Chatt Impl t & Mig. Co....... 17/0 
Cole Hot Blast Mig. See 17/73-74 
Coloma: Cane Titer TRO... .0ccccccccccsveses 525 
Coroaire Heater Corp. ...............++. 17/M 
Duo-Therm Div., a Wheel Corp........ 517 
OS errr ee 547- 

Estate-Heatrola Div. Noma Electric Corp.. .523 
SE IID GMs. nos cnccecenenonecced 541-B 
Gray & Dudley Company................ 515-B 
Hunt Heater Corporation ................- 17/P 
International Oil Burmer Co.............. 512-A 
CY Sy viaccess Anscseteetaves 17/32-33 
a ee ee 513- 

BG. GI og cick cs cncntcetecsese 17/54-54-A 
SOE Ss GON ccccsccccncéevcesereas 514-B 
Eee. Gibie BD. onc ccccinvdacccsovens 17/34 
Moore Div., Conlon-Moore Corp........... 504 
Norge Div.. Borg-Warner Corp.......... 521-22 
Oakland Foundry Co. ............0+e005- 546-C 
PRR I GI oc cas cgacdecsecncesss 513-B 
Prentiss-Wabers Products Co. ......... _ 349-A 
re ree 516-B 
Queen Stove Works. Inc............... 17/75-76 
Samuel Stamping & Enameling Co......... 548 
Siegler Enamel & Range Co.............. 1118 
ES ra 547-A 
Stiglitz Furnace & Foundry Co......... 17/60-62 
Tennessee Stove Works ...............----- 825 
United States Stove Co..............+- 17/35-36 
United Stove Company ...........-++5+- 549-B 
Welbilt Stowe Co.. Inc.............ccceeee- 520 
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MAGNAVOX Tele-Console 
Magnavox Co., Fort Wayne, Ind. 


Model: Magnavox “Brittany” corner 
cabinet television console. 

Selling Features: 16 in. metal tube 
television receiver housed in a cor- 
ner cabinet with a full 15 in. Mag- 
navox dynamic speaker; picture is 
approximately 130 sq. in.; set includes 
24 tubes plus 3 rectifiers, Magnavox 
FM sound system and a sloping control 
panel with indirectly lighted tuning 
dial; Magnavox ultra-high-frequency 
tuner provision is incorporated in unit; 
corner cabinet serves two purposes, 
provides ample space for the 16 in. tube 
which is 24 in. deep, and requires un- 
gainly cabinet proportions ; and it com- 
bines acoustical correctness of radia- 
tion from a center point focused by 
two walls, and is the easy type of fur- 
niture arrangement for correctly and 
comfortably viewing the screen, the 
manufacturers claim. 

Price: $595. 


Electrical Merchandising, June, 1949 


MOTOROLA TV Consolette 


Motorola Inc., 4545 Augusta Blvd., 
Chicago, Ill. 


Device: Motorola consolette television 
No. 10VK9 with new truncated circle 
to provide larger picture area. 
Selling Features: 10 in. picture tube, 
61 sq. in. viewing area; 12 channel 
coverage; automatic control of hori- 
zontal synchronization; continuously 
variable tone control; bass compensa- 
tion; operates from 105 to 125 volts, 
60 cycle, a.c.; safety interlock discon- 
nects power cord when cabinet back 
is removed; antenna input tuned to 
provide additional preselection; elec- 
tro-dynamic speaker; hand-rubbed 
mahogany or blonde limed oak finish. 
Price: $299.95. 

Electrical Merchandising, June, 1949 


ADMIRAL TV Consoles 
Admiral Corp., 3800 Cortland Ct., 
Chicago, Ill. 


Models: 7 new models of 124 in. pic- 
ture tube direct-view television com- 
bination radio-phonographs in 3 cab- 
inet stylings. 

Selling Features: 5 of the new models 
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RADIO AND TELEVISION 


in 2 of the 3 stylings are housed in 
cabinets size of average radio-phono 
combination; one cabinet has double, 
full-length doors in modern style, while 
other has only top-half opening doors ; 
third styling is the Credenza motif 
(illustrated) with extra record storage 
space provided on each side of com- 
bination; equipped with new “Triple- 
Play” phono which plays with one tone 
arm all sizes of records; FM-AM “Dy- 
namagic” radio; built-in turret tuner 
for complete TV channel coverage. 
Prices: From $475 to $575. 


Electrical Merchandising, June, 1949 


RAYTHEON TV Console 


Belmont Radio Corp. Div., Raytheon Mfg. 
Co., Chicago, Ill. 


Model: “The Belmont” combination 
television, radio and phono, No. 
10OAXF43. 

Selling Features: Features Raytheon 
Hi-Fidelity FM-AM radio, 20/20 su- 
per-circle television and a 45 rpm mi- 
crogroove automatic record player 3- 
in-1 unit; 10 in. picture tube; circular 
screen with 70 sq. in. direct view; 
“ratio detector’ FM and _ standard 
broadcast receiver; 45 rpm_ record 
changer automatically plays 8 new 7 
in. vinylite non-breakable records; all 
controls on front panel; television 
chassis has 24 tubes, 3 rectifiers ; radio 
chassis has 7 tubes plus 2 rectifiers; 
hand rubbed mahogany veneer cabinet, 
33% x 34 x 392 in. 

Price: $399.95. 


Electrical Merchandising, June, 1949 


MOTOROLA Table Telesets 


Motorola Inc., 4545 Augusta Blyd., 
Chicago, Ill. 


Models: Table models 10VT3 and 
12VT 16 with new screen designs—a 
truncated circle which allows more 
picture area. 

Selling Features: 10VT3 has a 10 in. 
picture tube which provides 61 sq. in. 
of picture; covers all 12 channels; 
automatic control of horizontal syn- 
chronization ; continuous variable con- 
trol; bass compensation. 12VT16 has 
12 in. tube with 81 sq. in. viewing 
surface; equipped with 21 tubes plus 


2 rectifiers and the cathode ray pic- 
ture tube; 8 in. electro-dynamic 
speaker. Both models operate on 105 
to 125 volts, 60 cycle a.c.; available 
in hand-rubbed mahogany or blond 
lined oak finish. 

Prices: 10VT3, $279.95; 12VT16, 
$369.95. 

Electrical Merchandising, June, 1949 


FREED-EISEMANN TV Consoles 


Freed Radio Corp., 200 Hudson St., 
New York, 13, N. Y. 


Models: 16 in. Chinese Chippendale 
Chest and Regency Chest TV consoles. 


Selling Features: Equipped with FM 
and AM radio reception and high 
fidelity sound reproductions; eye- 
height level of picture tube permits 
126 sq. in. picture to be seen from 
every part of largest room without 
rearranging furniture. 

Prices: Chinese Chippendale console, 
$795; Regency Chest, $845. 


Electrical Merchandising, June, 1949 


RCA VICTOR TV Console 


RCA Victor Div., Radia Corp of America, 
Camden, N. J. 


Device: No. 9TW333 five-in-one con- 
sole which includes TV, an AM-FM 
radio, and 2 turntables for 78 rpm and 
45 rpm records. 


Selling Features: Equipped with a 10- 
in. direct-view picture tube with eye- 
witness picture synchronizer and au- 
tomatic multi-channel selector switch; 
television and radio facilities are con- 
cealed behind paneled front-radio in a 
tilt-out panel at right, and TV screen 
at left behind door which swings back; 
bottom left a special roll-out drawer 
contains a record changer for standard 
12 in. and 10 in. 78 rpm records; 12 in. 
permanent magnet speaker is in ad- 
joining compartment; 45 rpm record 
changer is located in top right portion 
of cabinet, and can be reached by 
raising console’s divided top panel; 
recessed storage compartment adjoins 
changer unit and holds 20 albums of 
the new discs; period design cabinet. 

Prices: Mahogany or Walnut finishes 
$595; blond finish $625. 

Electrical Merchandising, June, 1949 


STARRETT TV Consoles 


Starrett Television Corp., 
601 W. 26th St., New York, 1, N. Y. 


Models: 10 new models “designed 
from interior decorator’s point of 
view.” 

Selling Features: New line designed 
around completely new combination 
television, AM-FM chassis containing 
36 tubes in smaller models and 45 
tubes in larger consoles; features in- 
clude extreme range of sensitivity, 
tone control, visible eye tuning on 
TV, AM and FM; large tubes only 
with 15, 16, and 20 in. tubes, with 
picture size 103x13-3 in. and a total 
area of 128 sq. in. for the 16 in. tubes; 
all consoles will contain a Webster 2- 
speed changer and the RCA 45 rpm 
changer; fine furniture cabinets in all 
models. 


Electrical Merchandising, June, 1949 


TRAY-LER TV Consoles 


Tray-Ler Radio Corp., 571 W. Jackson 
Blyd., Chicago, 6, Ill. 


Models: 10 TM and 10TB, 12TM and 
12TB television consoles. 

Selling Features: 10 TM and 10TB 
equipped with direct view 10 in. diam. 
picture tube; 12 push buttons tunes 
complete station coverage; all con- 
trols on front panel; 20 tubes plus 2 
rectifiers and picture tubes; full range 
FM sound circuit; PM speaker with 
large Alnico V magnet; 110-115 volts 
a.c. only; modern cabinet available in 
mahogany and blond finished limed 
oak. 12 TM and 12 TB has direct 
view 12 in. diam. picture tube; also 
available in mahogany and blond fin- 
ish. 

Prices: 10TM, $249,95; 10TB, $279.95; 
12TM, $329.95; 12TB, $349.95. 
Electrical Merchartdising, June, 1949 


YAGI-BEAM TV Antenna 


Roger Television, Inc., 86 Walker St., 
New York, N. Y. 

Device: Video antenna. 
Selling Features: Eliminates double, 
blurred and ghost images; extends 
reception range; selective; device can 
be directed to gain signal strength 
especially in conjunction with new 
rotating motors; sensitive elements 
are silver-plated brass and copper 
making for high efficiency and match- 
ing impedance; each element indi- 
vidually attuned to exact frequencies 
of transmitting stations and focused to 
collector element in antenna for 
sharper pictures; withstands 90 mph 
wind and is rustproof; all electrical 
connections are soldered and all me- 
chanical connections insulated. 
Price: $23-$39 depending on acces- 
sories. 
Electrical Merchandising, June, 1949 
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DELIVERS UP TO WANDSOMEST FAN 


Pow tar’ 


—— ey 


4 


DON’T LET “fan fear” limit your fan 
sales! Be prepared to sell every market with 
Samson Safe-flex—the famous safety-first 
fans whose flexible molded rubber blades 
can’t injure even a child’s tender fingers. 
And remember . . . in addition to SAFETY, 
Samson Safe-flex Fans lead the field in 
quality, performance and features — as 
proved by repeated independent surveys. 


PERFECT ‘‘PIN-UPS’’ 


Simple reversible wall 
plate enables Samson 
Safe-flex Fans to be quickly 
and .easily wall mounted 
without special tools. 





Original, Patented RUBBER BLADED 
No. 1244-N. 12-inch, 2- No. 1046-N. 10-inch, 


speed, oscillating. 1500 R.P.M. oscillating. 1500 R.P.M. 

950 C.F.M. on High Speed, 700 C.F.M. 110-120 

800 C.F.M. on Low Speed. Volts. 50-60 Cycles. Al- ° 
110-120 Volts. 50-60 Cycles. ternating Current only. ° 4 
A.C. only. 60 Watts. Under- 45 Watts. Underwriters’ 

writers’ Listed. Listed. 














WHISPER-QUIET DELUXE 
AT HIGH SPEED quaiTy 
e Yes, a Safe-flex Fan is so Money cannot buy afiner | 
| quiet that all you hear, fan. In design, materials, 
| evenattop speed, isthe soft construction and perform- 
swish of moving air: And ance Samson Safe-flex offers 
it's SAFEL only one quality—the best! . a 


je (er Ge-fle™ rer’ SAMSON UNITED CORPORATION 
, ee ROCHESTER 10, N. Y. 
TO SELL! 


Samson United of Canada, Limited, Toronto 
Like other Samson ‘Best Sellers,"’ Safe-flex 


Fans come in colorful SHOWBOXES that, Pr 
in your windows or on your counters, stop ‘ ) 
‘em, tell ‘em, show ‘em and sell ‘em! 


50% MORE AIR EVER DESIGNED! 


Impartial tests prove that | Modem, flowing lines, soft 
2 Samson Sefe-flex Fan sup- beige baked enamel finish 
plies up to 50% more air and absence of ugly guards 
than an ordinary fan of give Samson Safe-flex Fans 
comparable size. unmatched beauty. 
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Ever think of your importance 


East Orange, New Jersey 


Red Bank, New Jersey Rochester, New York 
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in the advertising picture? 


dvertisers spent more than 77 million dollars in LIFE, 


The key spot in this tremendous volume of advertising is your 
last year, with the single 


purpose of getting buying _ sales counter, because that’s where people buy appliances! 


customers into stores. The illustrations (left) show how smart merchants have 


completed the sale by saying, “Here is where to buy the 
appliance you saw in LIFE!” 


And manufacturers of major appliances invested more of 
their advertising money in LIFE than in any other magazine! 





/ This advertising tells people what appliances to buy. . 








SING 





tells why to buy them 


When you tell people where to buy, you make the sale and 
complete the whole plan of advertising ... that’s why you 


are important. 


. Because there are 26,000,000 LIFE readers . . . because 
LIFE is read in 1 out of 3 of the nation’s families . . 


. because 


those figures include a lot of your neighborhood customers, 
you may find some profitable ideas in these pictures. 


Here’s a list of appliance products to be advertised in future issues of LIFE 


Tell your LIFE-reading neighbors where to buy these items! 


MAJOR APPLIANCES 


June 6 Crosley Shelvador Refrigerator—p., c. 
International Harvester Refrigerator and 
Freezer—page, color 
Kelvinator Refrigerator—page, color 
American Gas Association—]l4 page 
Toro Lawn Mower—S6 lines 
June 13 G-E Refrigerator-Home Freezer Com- 
bination—page, color 
Westinghouse Refrigerator-Freezer— 
page, color 
June 20 Crosley Shelvador Refrigerator—p., c. 
Norge Refrigerator—page, color 
Philco Refrigerator—page, color 
Toro Lawn Mower—S6 lines 
June 27 Hotpoint Refrigerators—spread, color 


SMALLER APPLIANCES AND 
HOUSEWARES 
June 6 G-E Lamps—page, color 

Sunbeam Shavemaster—page, color 

Dormeyer Power Chef—l/ page, color 

Larvex—\4 page 

Nichols Never-Stain Aluminum Nails— 
fy page 

American Turpentine Farmers 
Association—42 lines 


Bigelow Carpets—page, color 
Saran Screens—]/ page, color 
Pequot Sheets—!4 page 
June 13 Cannon Sheets—page, color 
B. F. Goodrich Koroseal Play Pond and 
Hose—page, color 
Firestone Foamex—page, color 
Lustron Prefabricated Home—page, c 
Aladdin Party Outing Kits—]/ page, c. 
Ostermoor Mattress—112 lines 
June 20 Cannon Towels—page, color 
Latex Pillow—page 
Malarkey Plywood Doors—4 page 
June 27 Firestone Velon Flex—page, color 


RADIOS, TV AND RECORDS 


June 6 RCA Portable Radios—page, color 
Eveready Radio Batteries—)4 page, color 
G-E Television—Yy page 

June 20 G-E Television—l4 page 
Stromberg-Carlson—l4 page 


June 27 RCA“Eye Witness” Television Sets—p.,c. 


JEWELRY, CLOCKS AND 


SILVERWARE 


June 6 1847 Rogers Bros.—page, color 
Watson Sterling—l4 page 


CAMERA SUPPLIES AND 
OPTICAL GOODS 


June 6 Ansco Film—page, color 
Eastman Kodak—page, color 
Bell & Howell Camera—page 
Wollensak Lenses—l¥4 page 

June 13 Columbia Sun Glasses—'4 page 

June 20 AO Cool-Ray Sun Glasses—page, color 
Eastman Kodak Film—page, color 
Ansco Film—page 
Sight Savers—56 lines 

June 27 AO Polaroid Sun Glasses—page, color 
Eastman Kodak—}4 page, color 
Graflex Camera—¥4 page 


TYPEWRITERS 
June 6 Royal Portable Typewriter—page 


June 13 Johnson’s Wax—page, color WATCHES SPORTING GOODS AND TOYS 
Proctor Automatic Pop-Up Toaster— June 6 Swank Men’s Jewelry and Accessories— June 13 Spalding Golf Clubs and Balls—¥ p., c. 
page, color page, color 


Ball Dome Lids—l4 page, color 
Sunbeam Ironmaster—Y4 page, color 
Clorox—¥4 page 
Rexair—l4 page 
Paragon De-frost-it—¥g page 
June 20 Bon Ami Glass Gloss—page, color 
Vornado Air Circulator—page 
Knox-Out Insecticide—56 lines 
Saf-T-Hed Thumb Tack—14 lines 
June 27 Sunbeam Radiant Control Toaster— 
spread, color 
Ball Canning Jars—Y4 page, color 


HOMES AND HOME 


Telechron Clocks—two Y, pages 
Flex-Let Watch Bands—4 page 
G-E Clocks—]4 page 
Jacques Kreisler Men’s Jewelry— 
Calvert Watches—¥4 page 
Komfit by Forstner—¥4 page 
Babe Ruth Watches—\4 page 
June 13 De Beers Diamonds—page, color 
Ronson Penciliter—page, color 
Swank Pin Klip—page, color 
ASR Lighters—¥4 page, color 
Westclox Clocks—!4 page 
Evans Lighters—l4 page 
June 20 Elgin Watch—¥4 page 


YZ page 


Com-Par-Ta Golf Bag—'4 page 

Chas. Doepke Model Toys—'¥4 page 
June 20 Wilson’s Tennis Equipment—}4 page, c. 
June 27 Wilson’s Golf Balls—'4 page, color 


ADVERTISED 


LIFE 





FURNISHINGS Ingraham Clocks and Watches—l4 page 
June 6 Simmons 78th Anniversary Sale— Evans Lighters—4 page 
spread, color June 27 Evans Lighters—l% page LIFE, 9 Rockefeller Plaza, New York 20, N. Y. 
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This New <p) Display | ‘7wEAL aruauc NEWS 
would Stop You Ltedacly- 


if You were qj Space TELEVISION AND RADIO 





wherever listening is desired without 


Heater User 


COMFORT AND ECONOMY 


FOR OlL BURNING 
SPACE HEATER USERS 


a Log U 


It will stop your customers, too... 
and start them thinking about the con- 
venience, comfort and economy they can 
get from their oil-burning space heaters 


simply by installing the A-P Heat Regu- EE rat a 


lator Set. It's a sales maker — a beau- 

tifully designed, three-color counter piece that effectively 
shows and explains the actual units of the A-P Heat Regu- 
lator Set. With it you can save sales time even as you 


make more accessory sales! 


You get lots of attention value from the graceful sweep 
of this counter piece — a total display area of 14 by 21 
inches. Yet it takes only a little counter space, 4 by 17%. 


tie-in with all the 


al ps that step up turnover of 
tegulator Sets, A-P Oilifters and A-P 
Write today for complete information. 










AUTOMATIC PRODUCTS COMPANY 


2400 N. Thirty-Second Street ° Milwaukee 10, Wisconsin 
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AIR KING TV Consoles 


Air King Products Co., Inc., 
170 53rd St., Brooklyn, 32, N. Y. 


Model: A-1001, A-1001-A A-2002. 
Selling Features: A-1001 Spotlite- 
Brite direct view 10 in. tube; 30 tube 
chassis, (including rectifiers) all- chan- 
nel coverage; hi-fidelity FM sound 
with full 10 in. Alnico V pm speaker ; 
electromagnetic focus and deflection. 
A-1001-A Spotlite-Brite direct view 
10 in. tube; 20 tube chassis; 12 chan- 
nel coverage; complete FM audio cir- 
cuit; 8 front panel controls; 61 sq. in. 
picture; 10 in. Alnico 5 pm speaker;. 
A-2002 has 123 in. direct view tube, 
81 sq. in. picture; 20 tubes; 12 chan- 
nels; FM audio circuit; 8 front panel 
controls; AFC horizontal hold, sta- 
bilized vertical hold; 10 in. Alnico 5 
PM speaker; cabinets in mahogany or 
blond mahogany. 
Price: A-1001 $399.50 east of Rockies. 
Electrical Merchandising, June, 1949 





AIR KING Table Television 


Air King Products Co., Inc., 
170 53rd St., Brooklyn, 32, N. Y. 


Models: A-2001 and A-2000. 
Selling Features: A-2001 equipped 
with 123 in. direct view tube; 81 sq. 
in. picture ; 20 tubes ; 12 channel cover- 
age; complete FM audio circuit; RF 
amplifier all bands; 7 front panel con- 
trols approximately 220 watts. 
A-2000 has 10 in. tube, 61 sq. in. 
picture; plus all above features. Both 
models available in mahogany or blond 
mahogany cabinet. 
Electrical Merchandising, June, 1949 
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PRIVATE-EAR Pocket Radio 


Electronics Systems Corp., 112 W. 18th St., 
Kansas City, Mo. 


Device: Portable pocket radio. 


Selling Features: Weighs less than 6 
oz.; 24 x 53 x @ in, ideal for use 
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disturbing others; built-in telescopic 
antenna ; reception is obtained through 
small earphone with an ear plug at- 
tached which user inserts into ear; can 
be carried in man’s breast coat pocket 
or lady’s hand bag; self-contained 
flashlight batteries; complete with a 
223-volt “B” battery and two 14-volt 
pen-light “A” batteries; maroon, plas- 
tic case. 

Price: $19.95 including batteries. 


Electrical Merchandising, June, 1949 





LINCOLN Double Side Player 
Lincoln Engineering Co., St. Louis, Mo. 


Device: Lincoln double side record 
changer, for custom installation. 
Selling Features: Holds up to 21 L.P. 
Microgroove records and will play 12, 
10 and 7 in. records intermixed, play- 
ing one or both sides of each record 
as desired; will also play both manual 
and automatic sequence 78 rpm album 
sets in proper order; in “double side” 
playing position the transfer arm lifts 
top record off record stack, places it on 
turntable—when first side has been 
played, turntable is automatically in- 
verted and second side is played, upon 
completion of second side, the record 
is released to record receiver—turn- 
table then automatically returns to its 
original position and the next record is 
placed en by the transfer arm; when 
set for “single side” playing the record 
is released to record receiver without 
playing second side; reject button can 
discontinue playing any record ; cycling 
of machine is continuous until last rec- 
ord has been played unless “stop but- 
ton” is pushed; 26 in. long, 134 in. 
wide, 154 in. high, clearance required is 
72 in. above deck and below deck; 110 
volts a. c., 60 cycles. 


Electrical Merchandising, June, 1949 





GAROD Portable Radio 


Garod Electronics Corp., 70 Washington 
St., Brooklyn, 1, N. Y. 


Device: “Starlet” 3-way personal port- 
able No. 5K1. 

Selling Features: Uses one 674 volt 
“B” battery and two 14-volt “A” bat- 
teries; maroon, green, red or ivory 
plastic cover and sand-colored metal 
case; lucite face with inlaid gold de- 
sign; loop antenna hidden in lid which 
features new safety slide lock. 

Price: $34.95. 


Electrical Merchandising, June, 1949 
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is the Best Buy! 


(for You to Sell!) 
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* For over half a century, buyers of electricalequipment each and every Signal product is backed by Signal’s 
n have insisted on Signal for top quality at moderate enviable reputation for long, satisfactory service... 
1 price. See for yourself! The buy-appeal built into a sure-fire combination to keep cash registers ringing. 
a 
It 
5- - 
Signal DRILLS 
Mo. 
ord 
OB-4 Drill—1700 RPM, %” Standard 
= Duty Drill. Built for long, tough service, A 
ay- general maintenance, construction and ' 
ord building work. Equipped with Jacobs Model V-50A Kitchen Vent Fan —Tele- 
ual — key-type chuck—%”" chuck also avail- scopic in design, this unit is adjustable to Signal Exhaust and Challenger Vent 
um able. fit 6° to 24° wall thicknesses. It features Fans—Challenger line, available in five 
- automatic operation, 10” blade, and sizes—10”, 12”, 16”, 20”, and 24”, fea- 
a rubber-mounted, self-lubricating motor. sures sotinnion duty ‘fully steond 
een Kitchen Vent Fans capture grease-laden motor with porous bronze, self-lubricat- 
— fumes . . . keep walls and cur- ing bearings. Signal Bucket Blade €x- 
ae — haust Fan has ball-bearing, thrust type 
rn- motor, available in same five sizes. 
its 
re 
to Model P-1251—16” 
‘ord Pedestal Oscillator 
10ut Fans, 3-speed, ad- 
ling : justable height 4'6” 
rece OB-8 Drill—3000 RPM, Y%" Light Duty, to an ‘eae ear 
_ 4 High-Speed Drill. Designed for inter- prs ar we 
d is mittent service—ideal for radio repair mm = oa 
110 work, wood and metal assembly, and — 
boat building. Equipped win Jacobs Model 1251—16” Oscillator Desk Fans, 
. key-type chuck and bronze, cilless-type 3-speed rotary-type switch. Black baked 
bearings. enamel finish. Air delivery 1500 C.F.M. 
OB-5 Drill—400 RPM, 
Ya" Standard Duty Drill. 
Powerful . . . sturdy ... 
light and easy to handle. 
Recommended for gen- 
eral production, ma- 
a ee Secretaire—Beautifully designed floor Automatic Shutters— Provide outside pro- 
with heliiti ~ ml fan for office or home. Features hand- tection for Signal Exhaust and Vent Fans. 
ie chuck— 5%” Pm od some wood construction plus perfectly 
y available. engineered Signal cooling. 
port- TODAY, get all the profitable details on the complete, easy-to-sell Signal line 
ail from your Signal Distributor, or write direct to: 
’ bat- 
ivory 
wv 
d de- 
which SIGNAL ELECTRIC MFG. CO. DEPT. A-4, MENOMINEE, MICHIGAN 
949 
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How SPEED helped catch ““bugs“’ 
in the lacquer 

















: 


Final finish on pianos mysteriously going “sour.” Production halted. 


Lab needed X-ray diffraction camera to identify impurity. At 9 aA.M., 
10-lb. camera Air Expressed from 1100 miles away, delivered 4 P.M. 
same day. Cost, only $3.58. Company uses Air Express as routine method 
%o get supplies fast, keep inventory low. 


That low $3.58 figure was total 
cost for Air Express and included 
door-to-door service. That makes 
the world’s fastest shipping method 
exceptionally convenient, com- 
plete, and easy to use. 


a... ee ~ 


Scheduled Airlines carry Air Ex- 
press shipments on every flight. 
Speeds up to 5 miles a minute! Di- 
rect by air to 1300 cities; air-rail 
for 22,000 off-airline offices. Serves 
many foreign countries, too. 


Facts on low Air Express rates 


Package of blueprints (4 lbs.) goes 800 miles for $1.54. 
Special tools (21 lbs.) go 600 miles for $3.87. 
(Every kind of business finds Air Express pays.) 


Only Air Express gives you all these advantages: Special pick-up 
and delivery at no extra cost. You get a receipt for every shipment and 
delivery is proved by signature of consignee. One-carrier responsi- 
bility. Assured protection, too— valuation coverage up to $50 
without extra charge. Practically no limitation on size or weight. 
For fast shipping action, phone Air Express Division, Rajlway 
Express Agency. And specify “Air Express delivery” on orders. 





ZSS 


GETS THERE FIRST 


Rates include pick-up and delivery door 
to door in all principal towns and cities 


AIR EXPRESS, A SERVICE OF RAILWAY EXPRESS AGENCY AND THE 


SCHEDULED AIRLINES of THE U.s. 


154 


ELECTRICAL APPLIANCE NEWS 








RADIO 


CROSLEY Radio-Phono 


Crosley Div., Avco Mfg. Corp., 
Cincinnati, O. 


Model: The Merrymaker radio-phono 
combination. 

Selling Features: Incorporates auto- 
matic changer, radio and storage space 
for 35 records in cabinet 8 in. high, 15 
in. wide and 13 in. deep; compactness 
made possible by new-type 45 rpm rec- 
ord which provides high-quality repro- 
duction; changer holds 10 new 7-in. 
non-breakable vinylite records which 
gives up to 50 min. continuous play; 
weighs only 20 lIbs.; 5-tube radio fea- 
tures a 5-in. PM speaker, 2-position 
tone control and built-in antenna ; clock 
dial of polished bronze with matching 
pointer. 

Price: In Zone 1, $69.95. ° 
Electrical Merchandising, June, 1949 


ZENITH Record Changer 


Zenith Radio Corp., 6001 W. Dickens Ave., 
Chicago, 39, Ill. 


Device: Zenith micro record changer 
for 45 rpm 7-in. records. 

Selling Features: Plays 8 records au- 
tomatically; crystal?type pickup cart- 
ridge and sapphire point needle; wal- 
nut plastic case; changer may be used 
on top of radio-phono or mounted out 
of sight on inside of record storage 
compartment door; weighs 7? lbs. 
Electrical Merchandising, June, 1949 


ARVIN Portable Radios 


Noblitt-Sparks Industries Inc., 
Columbus, Ind 


Mode!s: Arvin 3-way portable radios, 
No. 350P, 351P. 

Selling Features: Operates on a.c.-d.c. 
and batteries; 5 tubes plus selenium 
rectifier for battery or a.c.-d.c. oper- 
ation, and an additional RF circuit for 
increased sensitivity; inside loop an- 
tenna built into rear cover of carrying 


JUNE, 


case; use one 90-volt No. 490 Mini- 
max “B” battery and six “C” 
flashlight cells; Kingfisher blue and 
jade green thermoplastic cases, 3-blade 
aircraft propeller motif with brass- 
inlaid lucite medallion hubs; overall 
weight with batteries, 6 lbs. 


Prices: $34.95. 
Electrical Merchandising, June, 1949 


RCA Table Radio-Phono 


RCA Victor Div. Radio Corp. of America, 
Camden, N. J. 


Model: No. 9-Y-7 table radio-phono 
with 45-rpm record player. 

Selling Features: Set includes stan- 
dard radio and an automatic 45-rpm 
record changer with 2 storage com- 
partments to hold a total of 30 records 
in cabinet ; features 3-watt of push-pull 
power output; 6 tubes, 1 rectifier; 
built-in-antenna for standard band; 
miniature Silent Sapphire permanent 
point jewel pickup; Golden Throat 
acoustical system; portable, 98 high, 
162 in. wide, 143 in. deep; grilled cab- 
inet front ; conceals permanent-magnet, 
electro dynamic speaker; 2 control 
knobs mounted on cabinet front. 
Price: $79.95. 

Electrical Merchandising, June, 1949 


ZENITH Portable Radio 


Zenith Radio Corp., 

6001 W. Dickens Ave., Chicago, 39, Ill. 
Model: Zenith “Holiday” portable 
radio. 

Selling Features: Dial and Wavemag- 
net are combined in set’s side panel, 
which at flip of latch tips up to posi- 
tion above portable-making for easy 
dial reading and giving set greater 
sensitivity ;. can be used as a.c.-d.c. 
table model or portable with self-con- 
tained battery pack; 4-in. Alnico 5 PM 
speaker recessed behind lattice grille; 
battery saver switch automatically 
cuts out circuit when plug is remov 
for use on power line ; automatic on-off 
switch; “Flexo-grip” handle; giant 
dial face tinted “desert bleach” with 
contrasting black numerals and trans- 
lucent red tuning indicator. 

Price: $39.95 less batteries. 
Electrical Merchandising, June, 1949 
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Norge Dealers 
backed by 


all-out, 
all-product 
promotions ... 


Dynamic Program Designed to Promote Sales, 
Build Profits, Increase Product Turnover . . . 


Norge has made available to its family of retailers a series 
of hard-hitting sales promotion kits covering all products 
in the Norge line. This material is automatically sent to 
all dealers subscribing to the 1949 Norge Promotion 
Subscription ... is available to other Norge dealers through 
their independent distributors. 





More than 84 pieces of literature and time-tested sales 
tools—representing the work of many sales experts—make 
up these powerful promotions. The effectiveness of the 
program has already been evidenced by the overwhelming 
success of the recent S.D.F. refrigerator promotion, which 
has upped sales all over the nation. 





Alert dealers who capitalize on these Norge product 
A SALES TOOL FOR EVERY OCCASION promotions will find every aid required to make dramatic 
presentations of all Norge features—will pull in more 
traffic and inspire greater buyer action. Here’s a year-long 
PRODUCT KITS INCLUDE— selling plan which is carefully designed to punch home in- 


@ Newspaper Ads Car Cards creased sales at the dealer selling level. 


e@ Radio & TV Commercials Outdoor Poster Paper 
e@ Direct Mail Pieces Dealer Plan Book 
e Window Streamers Other Sales Aids 


It is another striking example of the manner in which 
Norge—in conjunction with its independent distributors— 
goes all-out to continuously back up dealers with the 
greatest selling aids now available. 











PROMOTION KITS ARE AVAILABLE FOR THESE NORGE PRODUCTS 


Refrigerators « Home Freezers « Gas Ranges « Electric Ranges « Home Heaters 
Electric Water Heaters « Standard Washers « Automatic Washers 


Value in Home Appliances ' SEE 


- BORG-WARNER QUALITY PRODUCTS Ni OR GE 


NORGE DIVISION BORG-WARNER CORPORATION, DETROIT 26, MICHIGAN 


IN CANADA: ADDISON INDUSTRIES, LTD., TORONTO, ONTARIO BEFORE YOU 10D 


ELECTRICAL MERCHANDISING—JUNE, 1949 PAGE 155 






































You'll see this colorful 
page-dominating ad in 
June 27th... 


Frozen Food Containers that are 


CMS 1oSE...2ttid REUABLE 












EASY TO Fill: Pide o 

pen 
mouth; rigid —no braces, 
filling gadgets liners or 
wraps necded. 














BASY TO Stati Just screw 
on cap: rubber compound 
" Cap gives airtight seal 
without tape or hot iron, 










- deparimeat 
*pplience stores, and 
locker plants min 














¥= don’t have to bu 


or ] ¥ foods in h iti 
=) t. pang > and money with By tg amend 
. cker. You needn't be a packagi 
I ; either! Ball Freezer Jars make it oy op 


E d . 
Every day you'll find 
lifetime jars. For example: pa aed ihe — 
amount of your favorite soup, casserole 5 Pa 
ie half in Freezer Jars for a “workless” oma 
ai . + Pick up some extra boxes of those tempt- 
eo erries at market; freeze for low-cost svete 
n poy - +» Having a party? Avoid last-minute 
rw v ere the food a day or two ahead 
wo handy sizes—pint and unces—j 
- for family servings without fad, Geta a 
Ply of easy-to-use, economical Ball Freezer few 
pow. See what you save in work, food and container 
costs. See what you gain in good cating! : 
BALL BROTHERS COMPANY, Muncie, 


Bint Caps, ROME take ond Bonds, Balt Merce tors, Bell tone 
Mathers... Flom jar ¢ Genevations 






EASY TO Empty Te 
pered 

shoulderless sides let entire 

Contents slide out readily. 


X ws eg 


REUSABLE! Jars and 
can he STERILIZED IN 
BOILING WATER used 
over and over again 





dum, Zine Caps, Perfect Seat , ~ 


WER ORNCKAGE of 


. 


ror REFRIGERATOR 









































Watch for it=Tie in with 
it! Use it to help build 
Traffic and Profits! 
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its present form after goods become 
plentiful to prevent some retailers 
from selling for nothing down. In 
other words, it could not operate as 
an anti-deflationary control. It only 
works as anti-inflationary control. 

Every independent retailer I talked 
to was gravely concerned about what 
will happen when Regulation W is 
cancelled and some retailers start to 
sell for little or nothing down and 
many months to pay the balance. They 
know they can’t afford to compete on 
this basis. Every independent retailer 
I talked to was in favor of retaining 
Regulation W indefinitely. However, 
most dealers favored more liberal 
terms than the 20 percent down and 
15 months to pay which was in effect 
at the time I interviewed the dealers. 
There is no question that some dealers 
were scared and others worried about 
the return to open-term selling. 

While all the independent retailers 
interviewed wanted to see Regulation 
W retained, the department stores 
were unanimously and bitterly op- 
posed to any regulation on credits. 
Department stores have a decided 
advantage over independent dealers on 
credits as they have their own effi- 
ciently operated credit departments. 
Most independent dealers leave all 
the credit investigation to the com- 
pany financing their time payment 
sales. These companies, because most 
of the paper they purchase is on a full 
recourse basis, look more to the finan- 
cial condition of the dealer who en- 
dorses the paper than to the credit 
rating of the consumer. 

We independent dealers should get 
this point straight in our minds, Regu- 
lation W, as it is now drawn, will not 
last indefinitely. It has already been 
liberalized. It could be liberalized fur- 
ther or cancelled at any time. It won’t 
be retained to regulate down payments 
when there is an over-supply of ap- 
pliances. Congress would have to pass 
a new bill to provide for such condi- 
tions. I will suggest an entirely dif- 
ferent and, I believe, better way of 
accomplishing the same purpose in 
an article to follow. 


Trade-Ins on the Increase 


Trade-ins have not as yet become a 
difficult problem to many of the dealers 
interviewed. However, they are in- 
creasing rapidly and it appears that 
they will become a real problem by 
midsummer. The reason for this seems 
to be that price cutting is the pattern 
in the large cities, and no dealer is 
crazy enough to do both. Customers 
in the large cities seem to prefer to 


| take the discounts and dispose of their 


used appliance themselves. 

In the medium sized towns there 
appear to be more trade-in problems 
than price cutting. In the small towns 
there is little evidence of price cut- 
ting and not many trade-in problems. 
The large cities were the first to be- 
come overstocked. The medium sized 
towns have become overstocked just 
recently. The towns that have only 
one dealer for each leading brand may 
escape serious trouble for a while. 
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CONTINUED FROM PAGE 52 





Are Appliance Dealers Scared? 





Sooner or later trade-ins will be- 
come a major problem. In January, 
1948, some of the manufacturers’ top 
sales executives predicted that by 
January, 1950, or sooner, appliance 
dealers would have to accept trade-ins 
on major appliances in the ratio of one 
trade-in for each new appliance sold. 
Moreover, they predicted that we could 
expect to resell only 40 percent of the 
trade-ins accepted. This means that 
60 percent of the trade-ins would have 
to be junked. They warned the deal- 
ers against tying up their capital in 
trade-ins which would eventually have 
to be junked. The automobile dealers 
got themselves into this predicament 
some years ago and most of them 
went broke. 


Slow Poison 


The reason we can’t sell both the 
new and the old is simple and definite. 
There won’t be enough prospective 
purchasers to buy a sufficient number 
of NEW appliances to keep the manu- 
facturers operating on a reasonable 
basis and also purchase all the trade- 
ins. Half or more of the oldest trade- 
ins must be removed from the market 
to make it possible to sell a reasonable 
number of new appliances. 

Read this over again and then stop 
and think how serious the trade-in 
problem can become. We make our 
money from the sale of new appliances. 
If we insist upon selling all trade-ins, 
it will be just like taking slow poison. 

Independent dealers are in a much 
better position to handle trade-ins than 
department and chain stores. This is 
one of the principal reasons why there 
will always be independent appliance 
dealers. Department stores are feeling 
the trade-in pinch much greater than 
the independent dealer. Department 
stores are just not set up to handle 
trade-ins satisfactorily. It takes close 
personal supervision of top manage- 
ment to supervise trade-ins and de- 
partment stores are not set up to pro- 
vide this supervision. I have talked 
to several dealers who were formerly 
managers of appliance departments in 
large department stores and they told 
me, without exception, that the trade- 
in departments of large department 
stores almost invariably lose money. 

It is obvious that department and 
furniture stores are more interested in 
having the trade-in problem solved 
than the independent retailer. It is also 
obvious that no solution can be found 
to this problem unless most all retailers 
cooperate. Consequently, here is 4 
possible meeting place where all fac- 
tions of appliance retailing might meet 
and start to solve their mutual prob- 
lems. (A possible solution to the 
trade-in problem will be outlined in a 
later article.) 

Retailers universally complained 
about the large number of dealers as 
compared to pre-war. Most retailers 
seemed to think that we have reached 
the peak and, from now on, the num- 
ber of retailers will decline. I, person- 
ally, question this thinking. I am afraid 

that we will continue to see new <lealer- 
ships established as long as persons are 
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willing to invest substantial sums of 
money in opening new, attractive 
stores with what the manufacturer 
considers adequate displays. I was re- 
cently told that one sales manager 
favored giving anyone a dealership 
who would meet the above qualifica- 
tions. 

In my city, two major lines have 
established two new dealerships in the 
past few months and other major lines 
at least one new dealership. Each time 
one brand established a new dealer, the 
other major brand seemed to feel called 
upon to do the same. 

Competition on a specific brand in a 
given community increases almost di- 
rectly in proportion to the number of 
dealers. It appears that distributors 
and manufacturers intend to pile it 
on higher and higher until the camel’s 
back begins to break or is broken. 
Maybe that is a good policy from the 
manufacturer’s viewpoint, but all un- 
biased judges of business think it is 
very bad for the retailers. Sooner or 
later some of these new accounts are 
going to wake up with an awful head- 
ache because if there is anything that 
can be depended upon in this industry, 
it is that there is nothing like a long 
list of old, satisfied customers and a 
good solid reputation to pull a retailer 
through the rough spots. These the 
newcomers, regardless of financial 
ability, don’t have. 

Several dealers stated that the con- 
tinued franchising of new dealers by 
name brand distributors after the mar- 
ket is flooded and demand declining, 
can only mean one thing. They think 
manufacturers are deliberately increas- 
ing competition among dealers of the 
same brand in order to encourage price 
cutting, thus lowering the price to the 
consumer without lowering the price 
to the dealer. 


Discount Disparity 


When I questioned retailers on the 
discount problem the answers I re- 
ceived were varied and mixed. Re- 
tailers selling certain lines stated that 
their discounts had been reduced about 
3 percent on apartment and stripped 
models and up to 8 percent on deluxe 
models since production had been re- 
sumed after the war. Other retailers 
selling other lines were enjoying pre- 
war discounts and they had no com- 
plaints. Thus, the retailers’ cost on 
competitive deluxe models varied as 
much as $36 and gave the retailers 
with the longer discounts a very dis- 
tinct advantage. These retailers are 
able to give greater discounts or trade- 
in allowances than the retailers who 
have had their discounts reduced. 

Most retailers have found that the 
only way they can materially increase 
sales at the present time is by sub- 
stantial price reductions or extra long 
trade-in allowances. Consequently, the 
short discount retailers are really being 
Pinched and are complaining bitterly. 

I am glad to say that at least one 
large manufacturer has recently re- 
stored pre-war discounts on some of its 
most competitive appliances. This step, 
In my opinion, is the most constructive 
step in dealer relations that this manu- 
facturer has made since the war. It is 
to be hoped that they will revise the 
discount rate on the entire line and 


that this will set a pattern for the en- 
the industry. End 
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Vi E a ,.. if you use good selling methods — modern merchandising and 
promotion tools — THE SALES HELPS AVAILABLE FROM YOUR 
LOCAL GraybaR APPLIANCE SPECIALIST. 


Appliance Department 


b) . . 
Yes, and you'll get prompt deliveries from a cnsevan tice Geneasit vin, 


Graybar warehouse near you. 
These are a few reasons why thousands of 
dealers throughout the nation make Graybar 


their No. 1 source of electrical appliances. 
4960 


Executive Offices: 
Graybar Building, New York 17 
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The only defroster with the 
famous Telechron movement 


ELIMINATES 
DEFROSTING 
NUISANCE 


JUST PLUG IT IN—EVERY 
NIGHT IT AUTOMATICALLY 
DEFROSTS REFRIGERATOR 


"4 
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If you will use DEFROST AUTOMATIC,—as a “service unit” for your 
traffic customers or for your “outside” sales program,—as a means of 
helping Mrs. Customer get more value from her refrigerator—you will 
soon have that pleasant experience, enjoyed by so many of our other 


dealers, of ringing up sales of major appliances as well as sales of 
DEFROST AUTOMATIC. Here is why:— 


Women dislike the messy job of cleaning up after 
manual defrosting so they are pre-conditioned for 
the sale. Then when the other benefits are brought 
out—plus the low price of under $10.00, they BUY. 
Evidence in our files shows that 9 out of 15 do buy— 
in fact, when you give them a 7-day free trial, the 


ratio is even higher. 


Of course, you want your 
cash register to start ring- 
ing more often. Write us 
today for our quantity 
discounts and the name 
of the wholesaler han- 
dling your section. 


AUTOMATIC CONTROLS CORP. 


WOLVERINE BUILDING 
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ANN ARBOR, MICHIGAN 





NIGHT TIME passers by see this well-lit store interior. A similar large window 
at the right reveals the other half of the big store. 


If It’s a Range, He Has It 





on outside selling. 





at 10 percent above cost, and a bonus 
every six months. 

Everybody sells at Kassabian’s and 
everyone earns by doing it. Service- 
men don’t actually close sales, but they 
are encouraged to bring in leads 
which, if they result in a sale, give the 
serviceman a two percent commission. 
Salesmen ordinarily get four percent, 
but when a lead is provided by a 
serviceman the salesman sacrifices one 
percent. Salesmen are given a guaran- 
teed draw against commission based 
on the previous month’s volume. They 
receive a base commission on sales up 
to $4,500. Commission step-ups are 
provided for volumes of $5,000, $6,000, 
$7,000, and $8,000, all of which are 
retroactive for the entire volume. 


More Selling in ‘49 


Since the advent of a buyers’ mar- 
ket, Kassabian has put more emphasis 
Every salesman is 
required to spend at least two morn- 
ings a week making cold turkey calls. 
Following up leads and prospects are 
not included in this activity. Each 
salesman has an assigned territory for 


| his cold canvassing and Kassabian ex- 


pects them to make an average of 15 
calls a day in the field. 

Sales meetings are held every morn- 
ing and service meetings at least twice 
a month. Even the office staff gets 
product instruction. “There is nothing 
so damaging to a store’s reputation,” 
says Kassabian, “as a customer feeling 
that employees don’t know what they 
are talking about.” 

For his cold canvassers he has laid 


| out a program to help them get inside 


the all-important front door. “When 
you call on a customer,” he says, 
“you've got to give them something. 
You’ve got to have a reason for being 
there. Right now we're giving away 
potholders as door openers. And the 
purpose of a salesman’s visit is always 
to check on the age of the consumer’s 
water heater. We are offering a free 
new water heater to the owner of the 
oldest water heater in the area. Most 
dealers have been missing a bet on wa- 
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ter heaters. It’s a business they’ve 
been letting the plumbers have, but 
you have to know where to sell them 
and you’ve got to have a good proposi- 
tion—like our offer of a free one for 
the oldest in use. On the two mornings 
a week when our salesmen are out 
they check on hot water heaters and 
also on how the kitchen is heated. 


Electric Ranges Gain 


“In the past a lot of our business in 
stoves has been in combination ranges, 
Now as new houses are built with cen- 
tral heating and more people are using 
electricity we find that the combination 
range business has contracted a bit. 
Now electric ranges comprise about 25 
percent of our stove business. We're 
selling electric ranges today to people 
in rural areas who previously used 
nothing but combinations. At first an 
electric range confuses them and they 
think they’ll have to learn to cook all 
over again. The simplest way to over- 
come that objection is to say, “Don’t 
worry about that. We'll come out to 
your house and show you how simple 
it is.” 

The local utility makes no allowance 
for range installation, but Kassabian 
has one contractor whom he recom- 
mends for all installations and finds 
that costs vary according to the job 
between $25 and $75. 


Keeping Them Coming 


“We do a lot of repeat business,” 
says Kassabian, but he is certain that 
this highly desirable state of affairs is 
not accidental. 

About 40 percent of unit sales and 
75 percent of the dollar volume are 
made on time payment plans. When 
a customer makes an initial purchase 
on time he is, of course, investigated 
for his credit record. But when that 
initial purchase is fully-paid up, the 
store sends him a credit card, permit- 
ting him to buy again on time without 
investigation and flattering the day- 
lights out of him. 

One member of the staff keeps 4 

(Continued on page 160) 
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COMPANION RESULT STORY NUMBER TWENTY-TWO 

















More homes for families with children | 
» « e because women acted! 


THIS MUST STOP — was the verdict of aroused 
women readers of recent COMPANION article 
“Dogs and Children Not Wanted.” The feature 
which exposed landlord discrimination against 
families with children drew requests for 
thousands of reprints — was dramatized on a 


It’s your door 


coast-to-coast radio show—drew the applause of 
a nationally known radio commentator and the 
National Public Housing Conference in 
Washington. In addition, the article was featured 
on local radio shows and in the editorial pages of 
newspapers the country over ! 


she’s heading for! 


And when she opens it to go out she’ll have a package under her arm— 
and you'll have rung up a sale! For she’s a COMPANION reader and in 
the June issue she’s read “Angel Food Cake” which told her exactly how 
an electric mixer is used to make this fluffy favorite at its tempting best. 
Try a tie-in with this sales pushing feature and then watch your sales 
go UP! More ideas for displays and promotions in the July COMPANION. 


WOMAN’S HOME COMPANION 


Average Circulation More Than 4,000,000 
THE MAGAZINE OF PERSONAL SERVICE, HOME SERVICE, PUBLIC SERVICE 
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RESULTS IN ADVERTISING — 
Products advertised in the Com- 
PANION have a big advantage — the 
NUMBER ONE editorial boost! No 
wonder dealers find it more profit- 
able to display these Electrical 
Products! 

Camfield Automatic Toaster 
Domestic Sewmachines 
Frigidaire Automatic Washer 
Frigidaire Electric Range 
Frigidaire Refrigerator 

G-E Clocks 

G-E Flatplate lroners 

G-E Irons 

G-E Wringer Washers 

Maytag Washer & lIroner 

Nesco Electric Roaster 

Philco Freezer 

Regina Electric Polisher 

Speed Queen Washers & Ironers 
Sunbeam Coffeemaster 
Sunbeam Mixmaster 
Westinghouse Laundromat 
Westinghouse Range 
Westinghouse Refrigerator 
White Sewing Machines 
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For Faster, 
Lower-Cost Cooking 


For Quick, Easy Cleaning, 
Even When Hot 


Now... Buitp Bic REPLACEMENT PROFITS 


eeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeee8 


with these Easy-To-Demonstrate Features! 


Yes, TK Monotubes* are the answer for 
bigger, more profitable replacement sales of 
electric range cooking units. Monotubes alone 
have exclusive “swivel-action’”—Mrs. House- 
wife can see at a glance why these wonderfully 
efficient Monotube Units give her old range 
“new range performance” at low cost. A twist 
of the wrist demonstrates swivel-action—and 
you can easily point to the flat coil that permits 
a bigger utensil-contact area for faster heating, 
lower cost cooking. 


THE RANGES YOU STOCK SELL EASIER WHEN 
EQUIPPED WITH MONOTUBES 


The same easy-to-demonstrate features that make 
Monotubes your best replacement bet also help stimu- 
late new range sales. More and more manufacturers 
are standardizing on this better cooking unit—insist 
that the ranges you stock are equipped with Monotubes! 


Registered Trade Mark 
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A complete merchandising package—the 
Monopack—enables you to capitalize on the 
big replacement demand easily and with min- 
imum inventory. The Monopack has every- 
thing you need to start—a selection of com- 
monly used Monotube sizes, counter display, 
selling helps and complete instructions for 
adaptation to any range. Write your distributor 
today about the Monopack—get all the details 
on the big profit opportunities in Monotube 
Replacement Unit business! 


This Catalog Makes 
Replacement Easy 


Gives you complete infor- 


_ mation on adapting Mono- 


tubes to practically every 
electric range, old or 


, new. Write today for 


your free copy. 


THEY STAND ALONE! 
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If It’s a Range 
He Has It 
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sharp eye on the social page of the 
local newspapers arid whenever she 
spots an engagement announcement, 
the girl is mailed an invitation to come 
into the store for a free cook book. 
She gets the cook book and an instruc- 
tional tour of the displays. By the 
time she leaves she has acquired—if 
she didn’t already have it—a pretty 
good idea of what appliances she wants 
in her new home, how they will work, 
and, more important, where she can 
get them. 


He Uses Radio . . . 


Advertising does its share in getting 
customers. In fact, says Kassabian, he 
over-advertised in 1948, devoting 
about six percent of his gross to it. 
Radio is actively used because it is 
| helpful in attracting customers from 
| the rural areas out of town. Kassabian 

handles his out-of-town clients with 

special care. Meriden itself has not 

over 25,000 people and if he is to keep 

his volume big he must draw on other 
| areas. Moreover, he is convinced that 
| suburban and rural areas provide a 
vast, untouched market that is steadily 
growing in awareness of modern ap- 
pliances. He knows his radio program 
attracts these people because many 
new customers say, “I heard about 
your store on the radio.” 





. - » And He Uses Newspapers 


Newspaper advertising eats up the 
bulk of his advertising budget. Some 
of his 1948 ads, for example, included: 
a 10 days free trial on Blackstone 
washers; a sale offering six months 
free storage on any item purchased; 
“slightly scratched” ironers at a re- 
| duction from $169.95 to $134.95; an 
ironing school, a Universal range 
cooking school; an anniversary sale; 
an anniversary party with free eats 
and no selling; a laundry show offer- 
ing. a year’s supply of soap free with 
every washer purchase; free orchids 
| with range purchases; an oldest appli- 
ance contest; a “gigantic” range sale. 

One variance from the norm of 
dealer advertising is the high per- 
centage of institutional advertising; 
about 15 percent of all Kassabian ads 
plug the store itself rather than any 
specific product. Such an ad which 
recently appeared sang the praises of 
the service staff, “The men behind the 
lines.” 


The System Works 


Thirty-five year-old Levon Kassa- 
bian is still working hard, but he’s 
working calmly. He spends very little 
time in long, telephoned arguments 
with his suppliers. His employees 
don’t plague him with questions and 
he doesn’t have to bother them with 
corrections and commands. 

“I think,” he says, “that we have a 
good potential, are on the right track, 
and have responsibility delegated so 
that each individual in the firm can 
grow and become self sufficient.” End 
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Both 1/2 h.p. and 3/4 h.p. 
window models mint Ae 
in ivory finish or bronze 
with burl walnut. 


3/4 h. p. Floor Console 
Model. All wood cabinet 
in mahogany finish. High 
cooling capacity. 
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BUT YOU SHOULD HAVE SEEN 
THEIR FACES WHEN THE 
MONEY ROLLED IN! 





di ROSPECTS for ordinary appli- 
ances were running thin. So | 
answered the ad for Fedders Room 
Air Conditioners. And boy is it pay- 
ing dividends! You can take it from 
me that people are sold on air con- 
ditioning. And when they find how 
little it costs and how quickly they can have a 
Fedders Room Air Conditioner in their office 
or home, they are ripe for a profitable sale!” 
Now is the time for you to cash in on the vast 
untapped market for Fedders Room Air Con- 
ditioners. Here are six good reasons it will pay 
you to mail the above coupon today! 


1. PRE-SOLD PROSPECTS... You don’t have 
to sell the value of air conditioning — every- 
body knows about it. And when they find that 
they can own a Fedders unit for as little as 
$5.00 a week you can close the sale fast. 


2. UNLIMITED MARKET. Every home, every 
business and professional office, restaurant, 


hotel and institution is a prospect for one or 
more Fedders units. 


3. A CLEAN DEAL. Full profit with every sale 
...no trade-in allowances to fool with! 


4, YOU SELL A “PACKAGE”... each unit is a 
—- system of electrically refrigerated air 
conditioning. No ducts, no piping, no build- 
ing alterations. Just install in the window — 
plug it in. 


5. YOU'RE SET UP TO SELL this new comfort ap- 
pliance. High-profits and easy-to-demonstrate 
specialty selling features make it attractive to 
your salesmen. They’ll sell the same customers 
to whom they’ve sold other appliances. 


6. FEDDERS ARE SPECIALISTS. We’ve been 
making heat transfer and refrigeration equip- 
ment since 1896. We believe in making money 
for our dealers and ourselves with the finest 
line of air conditioners on the market. So don’t 
wait! Mail the coupon now! 





A GREAT NAME SINCE 1896 
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ANCHOR ROUND OAK 


Means Business 
FOR nets 


Convenient elec- 


tric outlet for using 





small appliances at 


range 


Hi-Speed surface 
units with five speeds 
Automatic oven 
control 
range of 150 
warm) to 550 (broil) 


femperature 


has 


Surface unit 


switches are white 


plastic snap-on type 


Porcelain enamel 
finished drip tray to 
from 


catch spillage 


surface units 
Large oven with 


two heating units 


Hi-Speed Broiler 


unit 


Large drawer for 


utensil storage 


_— 
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MODEL EA 1 


Here’s a space saving Range that really sells! It is primarily? 
designed to save space, yet no feature, other than overall size, 
which is found in larger units, has been eliminated! This fine 
ANCHOR ROUND OAK ELECTRIC KITCHENETTE 
RANGE is ideal for apartments and the small kitchen of 
modern homes. It’s the range Mrs. Homemaker, with limited 
kitchen area, will find perfectly suited to her needs. It’s excep- 
tionally well engineered . . . more than 150 years of combined 
experience in the heating equipment field is incorporated in 
making this excellent range the leader in performance, appear- 
ance, and utility .. . the leader in sales and profitable business. 

A few choice, protected territories are still available. Write for 
complete details and descriptive literature. Anchor Division, 

Stratton & Terstegge Co., Inc., Box 311, New Albany, Indiana. 










ROUND OAK RANGE 








TELEVISION WORKROOM is current promotion at Sampson Electric, where its 
president Sampson Weinshenk, left, is welcoming movie star Robert Cummings 


to the service dept. 
build or remodel television receivers. 


where customers and prospects may come evenings to 


Appliance Fashion Show 
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the several parts of the show. He said 
that everyone wants to know “what’s 
new” so there would be a parade of 
small appliances modeled by officials of 
the institute. Rea had planned to use 
professional models, changed his mind 
when he realized that in a group where 
everyone was acquainted, the audience 
participation idea would provide not 
only a touch of humor, but would get 
more interest and talk about the appli- 
ances. 

“Models” entered from the rear of 
the auditorium, passed down the aisles 
slowly, sometimes mingling with the 
audience. Scofield, at the stage micro- 
phone, described the appliances while 
the models walked, and gave a com- 
plete description and sometimes a 
demonstration when the model reached 
the stage. 


For Instance .. . 


Each model had used her ingenuity 
plus the suggestions of Rea and his 
staff in presenting the appliance. As 
a result, the full attention of the 600 
Institute members was held by such 
presentations as: a model who had 
turned a glass coffeemaker into a hat 
bedecked with flowers, and who car- 
ried a portable radio; a model in apron 
carrying a shoulder-model vacuum 
cleaner, who stopped by occasional 
wall outlets, plugged it in and pro- 
ceeded to clean under the seats; wall 
outlets again were used by the models 
who presented the hand massager and 
the toaster—with the result that many 
members of the audience had their 
necks massaged, and others were kept 
jumping to catch toast that was made 
to pop into the audience; other models 
just paraded, showing various models 
of electric irons, mixers, waffle-irons, 
radios. The highlight was the presen- 
tation of the G-E electric blanket by 
the husband of the president of the 
Institute. Complete with grease-paint 
and a feather, he wrapped himself In- 
dian-fashion in the blanket and made 
the route as a simulated search for a 
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convenience outlet. That this electri- 
fied chief’s presentation was effective 
is evidenced by Al Rea, who can show 
that by Christmas time he had sold 
more than 50 electric blankets to mem- 
bers of the Institute. 

Worked into the show were demon- 
strations of three other appliances. 
Mrs. Fay Newsome, home economist 
for the utility, gave an outstanding 
demonstration of the home freezer, 
with the usual emphasis on advantages 
of owning a freezer. She illustrated 
the simplicity of preparing foods for 
freezing as well as the methods used. 
A display of a variety of frozen foods 
was accompanied by Mrs. Newsone’s 
discussion on the ease of preparing 
frozen foods for the table, with em- 
phasis on the advantages to career 
women and others whose time is filled 
with outside activities. Accompanying 
the home economist’s demonstration 
was the showing of Frigidaire’s film, 
“Frozen Freshness”. At the end of the 
freezer program, ice-cream was re- 
moved from the freezer and served to 
the audience along with coffee. The 
program continued with a talk on the 
advantages of cooking by electricity. 
Bert Kramer, sales promotion man- 
ager for Westinghouse, Los Angeles, 
made the talk and described his com- 
pany’s electric range and electric 
roaster. Rea expects the talk on the 
range to be effective over a long period 
of time, but he can show immediate 
results of the roaster talk in the sale of 
several roasters to the members of the 
institute. 


Well-Placed Show 


The entire show was timed and ar- 
ranged so that there was a regular 
change of pace, allowing no point in 
the five-hour session where the audi- 
ence could get bored. Climaxing the 
show was a drawing for prizes which 
consisted of some of the small appli- 
ances which had been presented on the 
earlier style show. 

Commenting on the success of the 
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style show, Al Rea says that such 
elaborate promotions must be used with 
care and they must be adjusted to suit 
the nature of the audience. Only when 
there is such a potentially large audi- 
ence available, is the cost and work 
warranted. But, this doesn’t mean that 
demonstrations and cooking schools for 
smaller groups must be the tried, true 
and tiresome pattern. There are many 
ways that the enterprising dealer can 
add punch to these programs to pull 
larger attendance, create more atten- 
tion from the audience and get favor- 
able publicity in the community. 


Video Promotion Looms 


Appliances, however, don’t have a 
monopoly on the unusual in promo- 
tions by Sampson Electric. Television, 
for example, is high on the list of 
products that the company intends to 
promote into high volume sales. Re- 
alizing that there is still a large number 
of people who like to tinker with radio 
and television and who appreciate any 
concern that aids and abets this hobby, 
Al Rea is promoting a television work- 
room. President Weinshenk had 
watched many of the people who were 
interested in television and found that 
they wanted to work on the chassis, 
either building their own receiver or 
making adaptations of commercial re- 
ceivers. When these same people, or 
their parents, were doing the same 
thing with crystal radio sets, the 
kitchen table, a screwdriver and maybe 
a soldering iron, were all they needed, 
but Weinshenk knew that the compli- 
cated television chassis needed tools 
and facilities—and he knew that he 
had just what these tinkers needed in 
his television and radio service shop. 
So he made space available in the eve- 
nings so that anyone may use all this 
equipment. While this promotion is 
just getting underway, it has proven 
effective. Some of the movie stars 
from nearby Hollywood are included 
in the group, along with neighborhood 
youths, who pass through Sampson 
Electric’s appliance and television dis- 
plays to make use of the service room 
facilities. 

The next punch that Al Rea will 
put into Sampson Electric’s television 
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promotion will be a drive-in television 
theatre. Making use of special projec- 
tion equipment developed and financed 
by the company, a 6x7 ft. screen will 
be installed in the front of the store 
building. Because the colonial-home 
style building is set back more than 
100 feet from S. La Brea Ave., there 
is room for about 40 autos in the 
parking lot. Families will be able to 
park and watch a complete television 
show without leaving their autos. 
There will be no charge, and there will 
be no control over the people who use 
the facilities. Al Rea believes that he 
will have a constantly changing audi- 
ence because a few exposures to a 
full evening’s television as a family 
group will send that family inside the 
store to buy from Sampson’s stock of 
telesets. 

If there are any other promotions 
ahead for Sampson Electric, they are 
well up someone’s sleeve out of the 
sight of competitors. But, with Samp- 
son Weinshenk’s expressed policy that 
“one of the sure-fire methods of cap- 
turing the attention of the prospec- 
tive buyer is to make him cognizant 
of the company’s progressive policies”, 
one can be assured there will be more 
promotions and that Al Rea will give 
them plenty of punch. End 





NO KIDDING in this down-to-earth presentation of home freezers by utility’s 
home economist, Fay Newsome. Between entertainment-type demonstration, 
the 600 clubwomen willingly paid attention to the serious parts of the 
five-hour program. 
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“Robertshaw } 
SINGLE UNIT \V 
time, © | 


temperature /, 
and motor «.) 
CONTROL for 
LAUNDRY 
DRYERS 





Combines heating and 


125w. ac, 
Vane, 











timing controls in a single 2 Set temperatore. 
unit. Handles both motor 2 Push starting button to energize heater 
olel ical h sl : and motor, 

, electrica eating cif- 3 When temperature is reached, heater 
cuits. Amount of moisture is automatically disconnected and 

: motor continues to run. 

and weight of clothes 4 After cooling approximately 20°F., 
scientifically determine motor cuts off automatically. 
length of time dryer oper- 


ates to automatically produce degree of dryness desired 
by operator. Control cuts heat switch when correct in- 
ternal temperature is reached, but motor continues to run 
until all stored heat in drying chamber has been utilized. 

Economical to install — produces maximum operating 
efficiency of appliance, Write for information. 


In home and industry, EVERYTHING’S UNDER CONTROL 


THERMOSTAT DIVISION 
ROBERTSHAW-FULTON CONTROLS COMPANY 


YOUNGWOOD, PENNSYLVANIA 
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How Universa/ keeps Yur customers happy .° 


When 
Landers, Frary & Clark 
choose 


an Inco Nickel Alloy 

for an important part of 

this automatic coffee maker 
they’re giving you— Top assurance 
of a satisfied customer!”’ 





— 
§ mail things are often important things for dealers to know about. 


Take the nickel “jumper” in the mechanism of this UNIVERSAL 


Coffeematic. 


In size—in weight—in cost—the jumper is insignificant. 


But both its jobs are vital to the Coffeematic’s operation. For Job 
Number One is to carry current. And Job Number Two is to f-l-e-x 
every time the control knob is adjusted. 


If the jumper failed, your customers would soon be finding it 
difficult to brew their coffee STRONG, MEDIUM or MILD the way 
they like it. 


With the nickel jumper, LANDERS, FRARY & CLARK, New Britain, 
Conn., by-passes worry about possible failures. Nickel carries the 
current. Nickel stands the flexing action. The heat encountered in 
the base of the Coffeematic won’t hurt it. Rust can never weaken it. 
Corrosion finds no toehold. That nickel jumper is good for the life 
of the appliance! 


So remember — when you sell a UNIVERSAL Coffeematic, you’re 
selling a coffee maker with a built-in promise of dependable per- 
formance—a promise doubly assured by the manufacturer’s reputa- 
tion and his well-considered use of NICKEL. EMBLEM . OF SERVICE 





THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street,NewYork 5,N.Y. 


grotecting The Promised Performane, 


I N CO NICKEL ALLOYS 


Monel* + "K""* Monel * “R** Monel © “KR’* Monel » Nickel * “D’ *Nickel © “L”* Nickel © “Z’* Nickel © Inconel* 
*Reg. U.S. Pat. Off. 






PAGE. 164 











A COMPLETE model kitchen has been set up on the rear balcony of the Miller 
appliance store, thus almost doubling the space of the small shop. This neat 
arrangement of kitchen equipment has been designed to meet the shopper's 
eye as soon as he enters the store. 


Comfort Approach Sells Dishwashers 





quoted at the time the survey was made. 

‘Another way in which we sell dish- 
washers is by helping the buyer to 
meet the cost of installation,” says Mr. 
Miller. “We do this by having our 
own plumber on the payroll. With this 
arrangement we can do the work when 
we want it and we eliminate the cost- 
plus factor. In some cases we have cut 
the cost of installation as much as 50 
percent. One can readily see this is a 
big selling factor. 

“We point out to the customer at 
the time of the sales talk that our 
plumbing department can make the in- 
stallation with our interests in mind 
and not just as another plumbing job. 

Service—the sixth aid to selling— 
can apply to almost any other appli- 
ance as well as to dishwashers, accord- 
ing to Mr. Miller. But it always pays 
to have a specialist on the job who is 
well trained in servicing and repair- 
ing dishwashers if that particular item 
is one of a firm’s specialties. The rea- 
son, obviously, is that almost every 
customer likes to buy from a dealer 
who is adequately equipped to provide 
service for the equipment he sells. 

The seventh point of Mr. Miller’s 
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CONTINUED FROM PAGE 59 


SPACE IN THIS COMPACT brick building occupied by the Miller Appliance 
Co., has been utilized to best advantage. 
in the Millers’ own kitchen which adjoins the store. 





dishwasher selling program is the fol- 
low-up afforded the customer at the 
time of the sale and immediately there- 
after. The Miller organization insists 
that its salesmen and installation men 
instruct the buyer in the use of the dish- 
washer until they are satisfied he un- 
derstands its operation thoroughly. 
After the sale of the item the salesman 
is required to be on hand not later than 
six hours after delivery to demonstrate 
its full operation. 

A week or two after the sale the 
demonstrator again must call and de- 
termine if the operation of the dish- 
washer is satisfactory and if the user 
is satisfied with his purchase. Not 
only does this serve as a reassuring 
check on the machine, but, as Mr. 
Miller points out, it also serves the 
purpose of informing the salesmen as 
to whether the buyer’s friends have 
seen the machine and commented on 
it, leading to possible further sales 
prospects. 

These seven points of selling are 
credited by Mr. Miller with ringing 
up approximately $150,000 per year 
in sales volume, a good percentage of 
which is in dishwashers. End 
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Dr's “Our DWW water heater 
is economical to operate!” | 
sail ELECTRIC WATER HEATERS 
the fol- 
<> am a Consumer satisfaction 
"insists builds sales — and D. W. 
* dich. WHITEHEAD water heaters has given us y ee rs 
he oe have all the features that trouble-free service: 
oughly. insure top performance for 
ae your customers and profits 
onstrate for you: 
sale the Always on the job with plenty of clean, hot water - Adjustable 
and de- thermostat regulates temperature - Exclusive baffle prevents 
rts mixing of hot and cold water + Extra-thick Fiberglas insulation 
e. Not | eliminates heat loss - Cathodic protection by magnesium rod 
—_— extends tank life up to 70 times! - Table top and upright 
ves the models, jacketed in gleaming enamel, made in many sizes to 
reg oe meet varied family requirements - LIBERAL 10-YEAR GUAR- 
nted on ANTEES ON BOTH COPPER AND EXTRA-HEAVY COPPER- 
er sales BEARING STEEL TANKS WHEN ORDERED WITH CATHODIC 
—s PROTECTION. 2 
ringing | : 
ne | tte | — 
- ea ale See You 
Oe ee 00a te er READY FOR DELIVERY... 
ee ae THE TOI] AUTOMATIC 
2 i) ejects 5 a 40" * wf = - ye 
2 vet ect aot me oo ani 
Fr a wea we oo er os “eaontts Water AWeater 
gle 50 9% a. rea” 
r) ° jectti¢ F ‘sine! - Lots of hot water! 
I “at 10? Economy! Efficiency! 
DWW HELPS YOU SELL WITH 
es © 8 NATIONAL ADVERTISING 
s 





FREE COMPLETE MAT SERVICE 
DEALER HELP LITERATURE WRITE TO US TODAY! 














Distributors are invited to inquire 


about DWW “friendly franchises” 
available in certain territories. 


_ A TIPE AND Size FoR eveny PURPOR 
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D. W. WHITEHEAD MANUFACTURING CORP., 607 WEST INGHAM AVENUE, TRENTON 8, N. J. 





NRESS UP YOUR RANGES 























Ware 


To give your customers com- 
plete cooking satisfaction, 
offer cookware that brings 
out the top-notch perform- 
ance engineered into each 
range. West Bend Flavo- 
Seal is especially designed 
for use with the modern 
range. Its wide flat bottoms 
and straight sides absorb the 
full heat from each unit. 
Flavo-Seal cooks the water- 
less way, preserving more of 
the vitamins and minerals of 
foods. Triple-thick aluminum 
distributes heat evenly and 
saves fuel. 


SEE YOUR WEST 
BEND DISTRIBUTOR 
ABOUT THE COMPLETE 
LINE TODAY! 


POPULAR PRICE PERK 


Gleaming dou- 
ble-thick alumi- 
num, with easy- 
pouring spout. 
8 cup capacity. 
Underwriters ap- 
proved. $9.95. 


Electric FLAVO-PERK 








Blanches foods 
for freezing. 
Ideal for can- 
ning or as cook- 
er. 8 qt. capac- 


ity. $5.95. 
BLANCHER 





FOR ELECTRIC MIXERS 


1% and 3% qt. 
stainless steel 
mixing bowls. 
Designed for 
electric mixers. 
1% qt., $245; 
3% qt., $3.50. 


BOWLMASTER MIXING BOWLS 





West B 
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FOR HOME FREEZING 
. 





We'll be at 
Chicago Summer 
Market 
July 5-16 
Space 1765 


AMERICAN 
FURNITURE MART 
BUILDING 


SHINING BEAUTY 


Sparkling chrome 
on solid copper. 
Trigger operates 
spout cap for filling 
or pouring. 2% qt. 
$3.95. 





‘Trig SINGING TEA KETTLE 


48 DELICIOUS CUPS 


Makes 24-48 cups 
of coffee for clubs 
and groups. Keeps 
coffee hot. No-drip 
faucet. Glass gauge. 
$29.95. 


48-CUP DRIP 
COFFEE URN 










Aluminum. 


Even-baking cake 
pans in durable 
aluminum. 8-inch 
size. 3 pans fit on 
one oven shelf, 
Set of 3, $1.50. 


LAYER CAKE PANS 
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Sylvania Survey Predicts '49 


Teleset Sales over 1,580,000 


Mansfield says better salesmanship 
and promotion could boost purchases 


to 2,710,000; hits 


T least 1,580,000 families will prob- 

ably purchase television sets this 
year, according to Frank Mansfield, 
director of sales research, Sylvania 
Electric Products, Inc. Mr. Mansfield 
added that if present methods of sales- 
manship, promotion and programming 
are improved and confusion about pric- 
ing, frequencies and screen size are 
lessened, sales could conceivably reach 
a total of 2,710,000 units. He based his 
remarks on the results of a recent 
study on the attitudes of non-owners 
of video receivers. Interviews were 
conducted in eight video areas with 
1,686 people of a good cross section 
by economic status, size of family, sex 
and age. Territories considered good 
and poor from the standpoint of TV 
service were included. 


Latent TV Interest 


Since a previous survey of video 
attitudes by Sylvania in 1945, there has 
been a tremendous increase in the 
latent interest in and knowledge of 
television, Mr. Mansfield said. While 
four years ago only 9,603,000 families 
at the most could be considered future 
buyers of television sets, there are at 
least 16,600,000 prospects today, an 
increase of about 70 percent. Three 
out of four families in video areas have 
purchased a set, intend to buy one, or 
are favorable toward the medium now 
whereas in 1945, less than half had a 
comparable interest. 

The study emphasizes the drive of 
the new medium by pointing out that 
only 11 percent of the population liv- 
ing in television territories has not 
seen video. Although only 16 percent 
of the people had witnessed television 
in 1945, today 89 percent have watched 
it and are watching it frequently in 
homes, stores and other public places. 


Good Reaction 


Most of those who have seen tele- 
vision, according to Mr. Mansfield, are 
favorably impressed with it. About 
39 percent are enthusiastic, 34 percent 
moderately favorable, 16 percent neu- 
tral, and only 11 percent openly un- 
favorable. Thus, he said, it is shown 
that three out of four people are for 
television or in 91 percent of the total 
families at least one family member is 
favorable. 

Children in the family also increase 
the interest in viedo. The study points 
out that whene there are children the 
chances of the family being interested 
in video are about 50 percent greater. 
Usually the husband of the family is 
found to be the deciding factor in the 
interested families. 

About 28 percent of all non-owners 
in TV areas or nearly 4,600,000 fam- 
ilies who have considered buying a 
television set are pretty serious about 
it, according to Mr. Mansfield. 


Moderate Incomes 


The major segment of potential 
buyers, or about 77 percent, earn under 
$100 a week, which Mr. Mansfield 
interprets as being indicative that the 
future of video rests with the great 
middle income class or mass market. 
Further proof of this is shown by 
families who had not bought sets re- 
plying that they were waiting for 
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at TV confusion 


cheaper sets or they couldn't afford to 
buy one right now. Of this group, 66 
percent offered these reasons for not 
purchasing. Minor reasons were pro- 
gram content or domestic situations. 


Checking for Preference 


The survey checked the 2,700,000 
families who said they probably would 
or might buy this year as to set and 
model preference, price and screen size 
to deflate the overall total of pur- 
chasers. For example, some people 
who said they would buy might change 
their minds if they found prices too 
high. Thus, Mr. Mansfield explained 
that a realistic price list was set up 
ranging from about $250 for 10 in. 
table or console models to about $400 
for some 12 in. sets. This allowance 
resulted in 1,580,000 people being listed 
as good television prospects for 1949 
under present conditions. Of course, 
he concluded, many variables could 
enter the picture to change it drasti- 
cally. However, as of early 1949, this 
is what people said they were going 
to do. 


Lever Bros. Co. Plugs 
Home Laundering Week 


National Home Laundering Week, 
June 6-13, is receiving the strong sup- 
port of Lever Bros. Co., makers of 
Rinso, according to a recent announce- 
ment. The soap manufacturer is 
throwing the whole weight of a full- 
page ad in the June issue of Ladies 
Home Journal, a message from H. P. 
Nelligan, president, American Washer 
& Ironer Mfrs. Assn., to be read over 
the Amos ’n Andy radio show, and ex- 
tensive dealer mailings behind the pro- 
motion. 

Constructed to dramatize the im- 
portance of home laundry equipment 
to housewives and the industry, the 
ad will reach over eight million people 
and the radio message over 20 million 
listeners. Copy will explain why four 
out of five housewives prefer to wash 
at home as well as other statistics on 
housewives’ preferences for electric 
washers, clothes dryers and ironers 
based on a national survey conducted 
by the Lever Market Research Dept. 
The Rinso Bureau of Washing Ma- 
chine Cooperation is sponsoring the 
ad. . 


Long Association 


Since 1927, the Bureau has worked 
in close cooperation with the home 
laundry industry. Washer manufac- 
turers and dealers are constantly using 
the Lever laboratories to test their 
home laundering equipment for wash- 
ing effectiveness. Thousands of deal- 
ers are said to use Rinso as a promo- 
tional premium to increase washer 
sales. In addition, the Bureau offers 
dealers a complete promotional cam- 
paign to move washers at retail level 
by means of a special price on Rinso 
for advertising a year’s supply with 
every washer. Window trims and 
newspaper mats plus handbill adver- 
tising are also thrown in at no retailer 
cost to push sales. 
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GET A 


BIGGER SHARE 


OF THIS 


FAST, 
INCREASING 
MARKET 


AUTOMATIC 
KITCHEN 
VENTILATOR 





AMAZING LOW PRICE... MANY 
QUALITY ADVANTAGES . . 
make the FASCO Ventilator a natural 
for today’s buyers’ market .. . perfect 
for volume sale to large alk eal 
building developments. 








ll $94.95 ATTRACTIVE 


PLUS 


DISCOUNT! 








WRITE, WIRE or PHONE for complete 
information to FASCO Industries, +] 

140 Davis Street, Rochester 2 ‘ 
(Phone HAmilton 1800) 





CHANGES AIR in average kitchen 
every three minutes! 

QUIET OPERATION, NO RADIO 
INTERFERENCE, NO DRAFTS. 
ONE CONTROL opens and closes 
door, stops and starts fan. 
BEAUTIFUL WHITE GRILLE 
easy to clean, won't crack, discolor. 
SAFER, CLEANER OPERATION 
.--no clogged ducts ...no fire hazard. 
POSITI VE WEATHERTIGHT 
SEAL against rain, snow, or dirt. 
QUICKLY, EASILY installed. 
FOUR MODELS for every kitchen, 
large or small . . . all wall thicknesses 
...all types construction. 
AMERICA’S LARGEST. BUILD- 
ERS use FASCO Ventilators as 


standard oat ment...GET YOUR 
SHARE OF THIS BUSINESS! 


nC., 


“> 





FAScCO 


INC. 


INDUSTRIES, 


Formerly F, A. Smith Manufacturing Co., Inc. 


ROCHESTER 2, N. Y. 








Hank Sees Optimistic 
Appliance Parts Future 


Since people will economize by pro- 
longing the usability of their electrical 
appliances, business for parts jobbers 
should be good if government taxa 
tion continues at present levels, ac- 
cording to B. J. Hank, president, Con- 
lon-Moore. Mr. Hank was the prin- 
cipal speaker at the recent 10th anni- 
versary convention of the Appliance 
Parts Jobbers Assn. held in Chicago. 


Outlook Good 


“We are reaching a stage”, he said, 
“where there is an investment from 
$1,700 to $2,500 in appliances in a 
home. Their span of service in the 
family is definitely being lengthened. 
Once an automobile’s life was seven 
years, and it had three owners. To- 
day, it is ten years with one owner. 
With the tendency to use things longer 
because of a lowered standard of liv- 
ing, the parts jobber benefits. He also 
can take advantage of the fact that 
there are no imports of appliance 
parts.” 

Most of the jobbers at the meeting 
felt that as the number of automatic 
washers rises, the retailer who does 
his own servicing work as well as the 
service station who does farmed-out 
repairs will feel the full impact of 
the service problem. About 10 per- 
cent of the dealers currently handling 
washers do their own repairs, it was 
stated. About 65 percent of the washer 
parts now sold by association members 
go to the independent servicing organ- 
izations. Manufacturers are becom- 
ing more concerned with the quality 
of parts going into washers and have 
requested the jobbers to report com- 
plaints about bad or defective units. 

An advertising campaign to cover 
the entire year will be launched. Each 
member is to receive 400 copies of 
direct mail brouchures with extras 
available at cost. Mailing pieces will 
be sent to dealers serviced by the 
jobbers. A questionnaire to associa- 
tion members on automatics was also 
being considered. 


May Elected Head 


Wesley L. May, Portland, Ore., 
was elected new president to succeed 
George H. Klinker, retiring president. 
Others chosen as officers included 
Joseph L. Nagle, first vice-president, 
and Lawrence L. Sundberg, second 
vice-president. Wilfred L. Cloutier 
was reelected secretary-treasurer. 


Proctor Features Iron 
And Toaster Promotion 


Proctor Electric Co. is in the midst 
of a late springtime promotion on 
irons and toasters based on giving the 
consumer more value through pre- 
miums, according to a recent an. 
nouncement. The toaster promotion 
is being slanted at the June bride gift 
market while the iron campaign is 
aimed at every woman who wants to 
make her household chores easier. 

The toaster packages at $19.95 and 
$25.95 are built around the firm’s two 
toasters and feature a tray set. Both 
are gift-wrapped as an extra incentive 
for those buying wedding gifts. An 
“Easier Ironing” kit is given free with 
each iron bought and includes all 
necessities for proper ironing. Iron 
prices are listed at $12.95 and $14.95. 

Display helps are being given to 
dealers for both package promotions. 
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AMBITIOUS ANDY 


PUTS " 


INTO HIS 
SELLING! 


Your Local 
DODGE a 








HEY, THIS LOOKS LIKE A 
SHORT-CUT TO SURE-FIRE 
SALES! 


CS 
G, 





. . . JUST WHAT | NEED 
TO DRUM UP PROFITABLE 
APPLIANCE SALES/ 


RIGHT THIS WAY, ANDY. . . TO 
THE MARVELOUS DODGE SALES 
CARNIVAL! 





























of 


DAILY DODGE REPORTS GIVE YOU LAST- 
MINUTE NEWS — FACTS YOU NEED TO 
“FIND YOUR BEST PROSPECTS! 








WOW! THAT Guy 
HIT A NEW HIGH IN 


TOP SALES! 





HE COULDN'T MISS WITH 
DODGE REPORTS LEADING 
HIM TO BETTER BUSINESS . . . 
BIGGER PROFITS! 




















DODGE REPORTS 
LEAD ME TO THE BiG- 
PROFIT APPLIANCE 
ORDERS | WANT! A 


DODGE IS YOUR TICKET 
TO BANG-UP SALES! MAIL 
THIS COUPON TODAY! 


Without cost or obligation, let me 
see some current Dodge Reports. 


1 do business east of the Rockies. 
NAME 





FIRM 





ADDRESS. 





= DODGE REPORTS 


CONSTRUCTION NEWS DIVISION 


PAGE 


F.w. 00D 
| 
I F. W. DODGE CORPORATION 


Convonation 119 W. 40th Street —New York 18. NY 
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very kitchen a prospect 
with BEAUTYCRAFT! 


Sell more...make more... 





HEAUTCRAE 


Cuslom Kitchens 


custom-fit any kitchen with 
BEAUTYCRAFT Curve-line Styling 


There’s no kitchen you can’t do when you sell Beautycraft Custom 


Kitchens. Your job will be easier.. 


.the result finer. Custom features, 


fine steel construction, Curve-line Styling — years ahead of com- 
petition — make Beautycraft the top line in the country. 


Only BEAUTYCRAFT offers you all these plus values: 


Distinctive Curve-Line Design .. . right 
with the latest trend. 


Exclusive Franchised Territory... Beauty- 
craft is yours alone in your area. 


Higher Discount to dealers who can do 
a real custom kitchen job with a top- 
quality line that is priced right to bring 
you more profit. 


Guaranteed Quick Delivery ...carry no 
top-heavy inventory. Fill your work- 
ing stock from factory inventory in 
less than six weeks. 


Custom Features... Beautycraft will not 
“‘out-featured.”” Custom-sized cabi- 
nets and fillers (over 100 types and 
sizes) enable Beautycraft Dealers to do 
a custom job on any kitchen. 


be 


Direct Factory-Dealer Operation... brings 
you better discount, positive cooper- 
ation on all phases of your kitchen busi- 
ness — real factory backing for you. _ 


Advertising Support... national advertis- 
ing, a cooperative plan for local ads, 
merchandising and selling aids, sound 
sales training help. 


CHOICE TERRITORIES STILL OPEN to established dealers with aggressive 
sales force and arrangements for installation. If you’re the kind that moves 
ahead, this is your opportunity. We are growing daily with our top-quality, 
fast-selling Beautycraft Custom Kitchens. Grow with us! Get details at once! 








. 











WITH THE HOME ECONOMISTS 








CAREERISTS: Lydia Flanders, Worcester Gas & Light; Adelaide Fellows, Philco 
Corp.; Clara Zillessen, Philadelphia Electric Co., and Marjorie Husted (woman of 


the year), General Mills. 


Round Table Discusses 
Careers for Women 


Careers for women in radio and 
television broadcasting as well as in 
other phases of the appliance industry 
was the topic covered in the fourth 
Workshop for Electrical Living given 
by the Electrical Women’s Round 
Table of New York, at the General 
Electric Auditorium, April 27. 

Jane Tiffany Wagner, educational 
director of NBC, who has helped pro- 
mote the half-hour educational docu- 
mentary programs, was chairman of 
the morning session on radio broad- 
casting. Among her speakers were 
Lydia Flanders, home service direc- 
tor, Worcester Gas & Light Co., Wor- 
cester, Mass.; Jean Colbert, WTIC, 
Hartford, Conn. Miss Wagner, 
brought from the educational division 
of NBC, researcher Nancy Woodward, 
script writer Priscilla Kent, producer 
Jim Harvey and narrator Radcliff 
Hall to give an authentic picture of 
what goes on behind the scenes in 
producing documentarys. 





Swift & Co.’s television show was the 
focal point around which the television 
broadcast session was built. Louis A. 
Sposa, McCann Erickson Inc., assistant 
director of the show, Margaret Wag- 
goner Young, the Martha Logan home 
economist, and Ted Huston, director 
of the show, recounted experiences in 
developing food techniques, and dis- 
cussed job possibilities in television. 

Adelaide Fellows, home economics 
director, Philco Corp., was chair- 
man of the evening session on careers. 
Her speakers included Clara Zillessen, 
advertising manager, Philadelphia 
Electric Co., whose subject was 
“Plenty of Room at the Top”; Eliza- 
beth Sweeney Herbert, McCall’s, who 
pointed out “Route Signs to the Upper 
Road”; Margaret Florea Truby, Na- 
tional Association of Frozen Food 
Packers, Washington, D. C.; Ardenia 
Chapman, dean, College of Home 
Economics, Drexel Institute of Tech- 
nology, Philadelphia; and Marjorie 
Husted, General Mills Inc., Minneapo- 
lis, (recently selected a Woman of the 
Year). 


EDUCATORS: Ardenia Chapman, Drexel Institute; Jane Tiffany Wagner, NBC; 
Margaret Florea Truby, Frozen Food Packers, and Elizabeth Sweeney Herbert, McCall's. 


AHEA Convention 
Goes West 


When the American Home Eco- 
nomics Association holds its annual 
meeting in San Francisco June 28 to 
July 2, it will convene in California 
for the first time in almost a quarter 
of a century. This meeting will mark 
the Association’s 40th anniversary. 

The theme, in line with California’s 
centennial this year of its gold rush 
days, is “Advancing the Frontiers of 
Home Economics.” 

When the association met in San 
Francisco in 1925 only 800 members 
were present and no exhibits supple- 
mented the program. This year ap- 
proximately 150 exhibitors including 
representatives from industries, com- 
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mercial companies, textbook publish- 
ers and related organizations will 
have display booths, and more than 
3000 home economists from all parts 
of the country are expected to attend. 


NEW POSITIONS 


Ironite Ironer Co home service ex- 
pansion program continues with the 
appointments of Eleanor Stanchik to 
the Southeastern territory; Mrs. Mil- 
dred Lowry to the East-Central ; 
Katherine Davis to Middle Atlantic 
and Mrs. Zola Buthrie and Cherie La 
Forest to the Southwest, according to 
a recent announcement by Cleo Foley, 
home service director. 


Whiting Corp announces the appoint- 
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ment of Ruth Littlejohn as member of 
its home economics staff, Miss Little- 
john will direct home economics dem- 
onstration in the central division with 
headquarters in the Chicago offices. 


Rhea Shields, director home econom- 
ics, Deepfreeze Div., Motor Products 
Corp., recently completed a training 
school meeting at the Deepfreeze 
plant. Those attending were Mrs. 
Charles Linscott, H. U. Mann Co., 
Inc, Chicago; Mrs. Billie Hall, 
Wichita Bldg. Materials Co., Inc., 
Wichita; Libby Funsett, Associated 
Distributors Inc., Indianapolis; Mrs. 
Frances Palmer, Schneiderhahn’s Inc., 
Des Moines, Iowa; Betty Lou 
Ahrens, Hollander & Co. Ince., St. 
Louis; and Mrs. Mildred Smeby, 
H. U. Mann. Co., Chicago, II. 


Courses Helpful for the 
Home Service Girl 


Mrs. Marguerite Sablin, Bendix 
Home Service director for Harper- 
Meggee, Inc., Seattle distributor says 
“College courses in textiles and cloth- 
ing, equipment and home management 
are essential for home economists en- 
tering the special field of automatic 
home laundry equipment.” She recom- 
mends the following courses for home 
economists wishing a business career: 

“Public Speaking, including some 
dramatics and radio speech. Demon- 
strations and talks are continuously on 
a home economists schedule. 

“Psychology for the ‘how’ of ap- 
proaching and working with people. 

“English, with a bit of Journalism. 
There will be much writing to do. 

“Economics for background, and to 
provide an understanding of what our 
management is doing. Typing, abso- 
lutely essential, if missed in high 
school. 

“Art, for color appreciation and a 
better knowledge of good design. 
Architecture Appreciation, helpful, for 
you will be asked often to assist with 
laundry planning. 

“Physical and health education, be- 
cause one needs the physical stamina. 

“Textiles and Clothing, Equipment 
and Home Management are essentials. 
Nutrition and Food Preparation should 
be required if only to be sure of best 
diets for health’s sake. 

“Demonstration Techniques, if of- 
fered, would be helpful.” 


Florida Electrical Show 





RECORD CROWD of over 500,000 re- 
cently attended the third annual Florida 
Electrical Exposition sponsored by the 
Tampa Electric Co., now in its fiftieth 
year. More than 100 manufacturers con- 
ducted displays of the latest electrical 
equipment at the show which was run in 
connection with the Florida State Fair. 
According to P. T. Strieder, Fair manager, 
the Electrical Exposition is the biggest 
single feature of the annual program. 
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THE SEMI-ANNUAL 


NATIONAL HOUSEWARES 


AND HOME APPLIANCE 


MANUFACTURERS 
EXHIBITS 


Plan Now 
For The Next Great National Exhibit 


JULY 11-15 


(MONDAY THROUGH FRIDAY) 





Atlantic City 


Auditorium 
Atlantic City, N. J. 


‘‘An Exhibit for the Buyer ... by the Manufacturer”’ 


NATIONAL HOUSEWARES MANUFACTURERS ASSOCIATION 


(Incorporated not-for-profit) 


1140 Merchandise Mart, Chicago 54, Illinois 
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A modern 
Kawneer Store Front 











mebpeus ReOeZese 





Increased store traffic, greater sales and profit are the natural results 
when a store becomes a more attractive shopping place. 


To get maximum sales power, be sure to modernize the store front 
with Kawneer architectural metal products. They are designed to attract— 
engineered for service. 


Kawneer patented resilient glazing assemblies are among the many 
products for store modernization. They minimize glass breakage— provide 
the modern setting for windows. 

Kawneer entrances extend a compelling invitation to enter—and offer 
distinctive custom-styling at stock unit prices. Handsome models — available 
immediately — economical. 

Alumigrid—the outstanding Aluminum Louvered Ceiling, provides high 
level, glare-free illumination. 

Zourite—the modern Aluminum Facing Material is, now available in beau- 
tiful porcelain enamel colors—for interior and exterior application. 
Aluminum Roll-Type Awnings—built to serve long and well—greatly 
reduce annual awning costs. 


Magnetic sales power radiates from the modern store front — built with 
Kawneer architectural metal products. 


THE Write today for information: 
Kawne eT 237 N. Front St., Niles, Mich.; 
2537 8th St., Berkeley, Cal.; 

COMPANY 817 East Third St., Lexington, Ky. 
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MAGAZINE PERSONALITIES who spoke at a recent Round Table meeting in- 
cluded (left to right): Elizabeth Genger, Companion; Jessie Bakker, Family Circle; 
Helen Kendall, Good Housekeeping; Hunter Snead, McCall's; Margaret Davidson, 
Journal; Esther Foley, McFadden Publications, and Eleanor Cook, McCall's. 


Appliances in the Magazines 


WOMAN’S SERVICE GROUP 


Woman’s Home Companion 


The June Companion has a before- 
and-after kitchen modernization fea- 
ture complete with floor plans which 
includes a 'aundry and a place to sew. 
“We Found the Spot For Her New 
Range” is the title, and Elizabeth 
Beveridge is the author. 


Good Housekeeping 


Truman L. Henderson and Helen W. 
Kendall co-author of a 5-page article 
on ranges in June Good Housekeeping 
entitled “Shopping for your New 
Range.” All types of ranges are in- 
cluded—electric bottled gas and man- 
ufactured gas, with plenty of compara- 
tive data on all the features. 

Another 4-page feature by Genevieve 
Callahan, “Your Refrigerator as Your 
Cook,” gives practical advice on how 
a refrigerator can be made into a 
right-hand, full-time assistant in meal 
preparations, especially during the 
summer months. 


McCall's 


Number nine in Elizabeth Sweeney 
Herbert’s “This is How I Keep 
House” series appears in 
McCall’s. A young couple with a new 
home in Hartford, Conn., are the sub- 
ject of this article. They have a mod- 
ern kitchen complete with range, 
refrigerator, washer and vacuum 
cleaner, all of which helped simplify 
homemaking, in addition to simplify- 
ing getting over the entertaining hurdle 
in a new community. 


Better Homes & Gardens 


“Check You Kitchen” by Janice 
Price in June Better Homes reviews 
the equipment required for a modern 
time- and labor-saving kitchen from 
adequate cabinet space to adequate wir- 
ing. 

Every type of fan now on the market 
from the window jobs to the portable 
desk models is included in “You'll Be 
Cooler With A Fan” by Louisa M. 
Comstock. Table or hassock circula- 
tors and attic night coolers are also 
included. 

“Keep You Range Like New” is an- 
other appliance unit in the same issue 
in which Genevieve Callahan gives 
practical tips on how to clean the top 
of the range, the broiler and the oven. 
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June - 


HOME SERVICE GROUP 


House & Garden 


Brides are featured in the May issue 
of House and Garden. “Presents With 
a Future” shows many electrical items 
suitable for wedding presents including 
a clock, buffet server, juicer, toaster, 
coffee maker, mixer, and waffle iron. 


American Home 


Edith Ramsey tells how an old 
McKinley era kitchen was remodelled 
into a modern kitchen-laundry com- 
plete with automatic washer, dryer, 
ironer, 2-temperature refrigerator, 
sewing machine and complete electric 
sink with disposal, in “It Suits Her 
to a ‘T’”, May American Home. 


House Beautiful 


“Electric Bedding” by Charlotte 
Eaton Conway, May House Beautiful 
shows all types of electric bedding on 
the market and the particular advan- 
tages of each type—electrified sheets, 
blankets, comforters, foot warmers and 
mattresses are included. 


Household 


“Presto! The Water’s Hot”, by L. 
Morgan Yost, discusses the problems 
of getting an adequate supply of hot 
water for modern automatic equipment. 
Gas and electric models and their ca- 
pacities are reviewed. 


FARM GROUP 


Country Gentleman 


The coming of electricity to farms 
and the important role it has played 
in bringing better living and better 
farming facilities to rural America 
was the most notable theme running 
through entries in a recently con 
cluded “Country Woman’s Day con- 
test conducted by Country Gentleman. 
The prize-winning essay and excerpts 
from runners-up in the contest describ- 
ing a typical day in a farm woman's 
life appears in June Country Gentle- 
man, 


Farm Journal 


An article in May Farm Journal de- 
scribes “Natural Wood Kitchens” # 
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At Chattanooga Show 
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RELAXATION time during Chattanooga “Electrical Week” finds (left to right) 
W. A. Carr, Clemmons; Bert Osborne and States R. Finley, Chattanooga Power Board; 
and George Munger, T.V.A., enjoying a short breather. Show in “Electrical Center of 
the South” drew over 100,000 persons during five-day run in early April. 
y issue which an electric mixer, a portable HOME ECONOMICS GROUP 
s With ironer, a portable sewing machine and 
1 items fluoresce lighting are included. What's New in Home Economics 
cluding Vacuum cleaners are the appliances 
‘oaster, Successful Farming under discussion in the May issue of 
le iron. } What’s New’s household equipment 
“What Goes Inside?” by Alice _ section. 
Hallen in May Successful Farming “Variety in Vacuum Cleaners” by 
shows how to properly store meat, Amber C. Ludwig, and “Teaching 
an old vegetables, eggs, cheese, fruits and Cleaning Equipment at High School 
odelled vegetables in a refrigerator. Level,” cover the cleaning subject. 
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emg nationally advertised, low cost, night-time 
| j lighting unit. The handy, beautifying FLORALITE 
t for gardens, lawns, entrances, and driveways has 
h a natural attraction for your customers. 
Besides the handséme profit on FLORALITES, 
the way is opened for additional sales of white 
and colored A-19 lamps and other equipment. 
5 FLORALITE comes complete with push-in-ground 
@ fron \ spike base, long-life approved. cord (15, 30, 60 
d better | ft.) and inside-frosted white globes. 
America ) Write today for complete information, dealer 
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that counts... 
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about SHIBLEY kitchens 


@ The “dream theme” becomes a “team 
scheme” when husbands and wives get their 
heads together after reading about SHIRLEY. 
They’re your customers! Get ready to take 
care of them when they come in to ask for 
SHIRLEY’s kitchen planning booklet. 

Tie in your store with this SHIRLEY na- 
tional advertising campaign ... and SELL! 
SHIRLEY CORPORATION © INDIANAPOLIS 2, INDIANA 


‘The value tine” 
IN 


STEEL KITCHENS 
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TAPPANn 
at the MART 


You are inriled 


To Visit Space 539-40-B 
American Furniture Mart, Chicago 
—FEATURES 


STRIKING— 
PRACTICAL— " 
TIMELY— —VALUES 


@ Brilliant, new DeLuxe Tappan models increase 
Tappan’s lead in the fine range field . . . make Tappan 





















—BEAUTY 





more than ever the No. 1 choice. 


See the brilliant mew Tel-U-Set—stunning new “‘see- 
deep” hardware—and the exclusive new Crisp Chest. 
They’re the key to higher average sales—bigger profits! 


Make Space 539-40-B at the July Furniture Mart one 
of your early stops—then— 


YOU'LL SAY, TOO... 


I take Tappan 


. <a. 

















THE TAPPAN STOVE COMPANY « MANSFIELD, OHIO 
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THE TRUE-HEAT steam ironing attach- 
ment (background) won top honors in the 
recent Lewis & Conger national home 
safety competition, and Arthur D. Hyde, 
president General Mills Appliance Division 
was on hand to accept the award in the 
form of a bronze plaque from Richard V. 
Lewis, president, Lewis & Conger 


FIRST HONORABLE MENTION went 
to Apex Dish-A-Matic dishwasher. Left 
to right, Julien Elfenbein, chairman of the 
board of judges, and editor, House Fur- 
nishing Review, presents award to A. C. 
Scott, vice-president in charge of sales, 
Apex Electric Co., as Bruce Barton and 
Richard VY. Lewis look on. 


General Mills Ironing Attachment Cops Award 


General Mills, Inc., Minneapolis, 
Minn., won top honors in the Annual 
Home Safety Awards recently pre- 
sented by Lewis & Conger, homefur- 
nishings store, New York, N. Y. The 
firm’s steam ironing attachment which 
was placed on the market in 1948 as an 
adjunct to the Tru-Heat iron received 
the Grand Award for its unique safety 
features. 

Other manufacturers who were 
awarded honorable mention for prod- 
ucts with outstanding safety devices 
included Apex Rotarex Corp., Cleve- 
land, Ohio, for their newest model 
| dishwashing machine; Academy Elec- 
| trical Products Corp., New York, for 
| their automatic plug for safer replace- 
ment when a new plug is required; 
Paragon Electric Co., Two Rivers, 
| Wis., for their Time-Aid which auto- 
| matically shuts off appliances; and 





Miller Electric Co., Pawtucket, R. I. 


| Maytag Unveiling 





VICE-PRESIDENT Roy A. Bradt, Maytag Co., takes the wraps off his company’s 
new automatic washer at a private showing of the unit in New York City. Mr. Bradt 
said that the washer will be announced in certain markets in the near future. 
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for their Safety-Sealed String O’- 
Lights intended to make Christmas 
trees safer. 

The Lewis & Conger safety awards 
are made on three points: 

1. The appliance must have real 
effectiveness in preventing a common 
cause of accident in the home. 

2. Simplicity in use or application. 

3. Reasonable price. 


Judges’ Committee 


The judges’ committee consists of 
Katharine Fisher, director, Good 
Housekeeping Institute; Eloise Davi- 
son, director, New York Herald 
Tribune Institute; Ned H. Dearborn, 
president, National Safety Council; 
Richardson Wright, editor, House & 
Garden; Julien Elfenbein, editor, 
House Furnishing Review; and Col. 
John Vassos, president, American 
Designers Institute. 
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Borg-Warner Corp. 


J. R. CAMERON 


H. L. Clary, director of sales, Norge 
division, Borg-Warner Corp., recently 
announced the following changes in 
the divisional sales organization. 

With the resignation of W. S. Law, 
general sales manager, the position of 
general sales manager has been elim- 
inated in favor of two new executive 
posts. J. R. Cameron, former assistant 
to Harry L. Spencer, director of man- 
ufacturing, has been appointed mer- 
chandise manager and will supervise 
and coordinate the over-all product 
program for the sales department. 

R. C. Connell has been selected as 
field manager in which position he 
will supervise and coordinate field 
operations. 


General Electric Co. 





S. M. FASSLER 


S. M. Fassler was recently appointed 
manager of advertising and sales pro- 
motion, receiver division, Electronics 
Dept., General Electric Co., according 
to an announcement by W. M. Skill- 
man, divisional manager of sales. Mr. 
Fassler was occupied with various ad- 
vertising and sales promotion activities 
in the firm’s appliance and merchan- 
dise department since 1933. 

Monte M. Wheeler has been named 
assistant manager of appliance sales 
in the north central district, according 
to a statement by J. S. Strecker, dis- 
trict manager. 

F. F. Harroff, manager, lamp de- 
partment, has announced several ap- 
pointments to top positions in the sales 
organization of the department. O. H. 
Young, formerly assistant to P. D. 
Parker, general sales manager, has 
been Promoted to assistant manager, 
general sales division; R. E. Worstell 
has been named to manage quantity 
consumer sales; T. C. Ohart, retail 





R. C. CONNELL 


DEAN SPENCER 


Dean Spencer has been named re- 
frigeration sales manager and will 
direct the sales of domestic refrigera- 
tors, home freezers and refrigeration 
specialties. He will be assisted by 
Frank H. Toler who will supervise 
water cooler sales. R. H. Klinger has 
been placed in charge of contract sales. 

In expanding the field organization 
to six sales regions instead of five, 
C. H. Alden has become manager of 
the newly-created southeast region; 
and James H. Baine heads the newly- 
formed south central region. 

L. W. Phillippi has been placed in 
charge of sales promotion for all prod- 
ucts. H. R. Stouffer will surpervise 
sales training activities. 





G. L. ROARK 


sales; W. E. Davidson, original in- 
stallation sales. 

Ralph J. Cordiner has been elected 
executive vice-president and a com- 
pany director. Vice-president and as- 
sistant to the president since 1945, he 
was formerly manager of the com- 
pany’s appliance and merchandise de- 
partment. Mr. Cordiner was also at 
one time affiliated with Hotpoint, Inc. 
and Shick, Inc. 

Grady L. Roark has been named 
New York district manager, elec- 
tronics department, according to Arthur 
A. Brandt, general sales manager. Mr. 
Roark has been associated with G-E 
since 1933 and was sales manager for 
the company’s Musaphonic line of de- 
luxe radios and more recently general 
superintendent for the division. 

William J. Pfeif, former supervisor 
of employees service, Appliance & 
Merchandise Dept., has been appointed 
assistant to the departmental general 
sales manager. 


ELECTRICAL MERCHANDISING—JUNE, 1949 








WYWURENCIAKEK2 
OVA NY SHAE 
- K i Yowue 


YeybBOAED 











a Y Oe oO v £ D 
DISHWASHER 
MANUFA CTURERS 


ELECTRA] 


YSKWASHING COMPOUND 
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For use in 
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ELECTRIC ELI 


HOTPOINT 


Gpex 
DISH-A- MATIC 
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WESTINGHOUSE © Pisuwasy 


Non-caking Electra-Sol 
Meets 4 Special Needs of 
Electric Dishwashers 


2. MAKES NO SUDS! 


Suds cushion the force of spray 
within machines, cause unsatisfac- 
tory dishwashing. Only a non-sudsy 
compound like Electra-Sol enables 
dishwashers to operate at peak 


1. LEAVES NO FILM! 


Ordinary compounds combine with 
minerals in hard water to create 
sticky, hard-rinsing sludge which 
clouds glasses, films dishes. Electra- 
Sol, however—thanks to an amaz- 


ing new eee ae efficiency! 

_new sg : 

no dulling germ-breeding film! 3 HAS NECESSARY CLEANING 
STRENGTH! 


Ordinary soap solu- 
tion contains hard- 
rinsing sludge which 
clouds glasses, films 
dishes. 


Electric dishwashing compounds 
depend on chemical action, not 
“elbow grease,” for cleaning. The 
chemical action of Electra-Sol does 
a job that compounds not designed 
especially for electric dishwashing 
cannot do! 


4. HARMLESS TO METAL! 


Thanks to a unique “‘buffer”’ chem- 
leaves no film to ical, Electra-Sol will never in any 
dull lustre, harbor way harm eating or drinking 
germs! utensils! 





Electra-Sol solution is 
clear, free-rinsing — 








4 

: MAIL THIS COUPON TODAY AND WE WILL SEND YOU ' 

: THE NAME OF YOUR NEAREST ELECTRA-SOL DISTRIBUTOR! ; 

1 

; ECONOMICS LABORATORY, INC., ST. PAUL, MINN. I 

' Gentlemen: Please send me the name and address of my nearest : 

: Electra-Sol distributor. | 

! 
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Nykelkrom Flat Iron elements, raw 
/ and plate Mica for 90% of the flat irons 
/ including Automatic Models. 









Edison base cone 
elements for room 
heaters. Right or 
left hand thread. 






N“N  Toaster elements with 
\ universal brackets to 


You can sell ‘“‘Nykel- \ 
~~ fit most any 
elements with com- 


krom”’ replacement 





toaster. 
plete confidence that every ‘\ 
sale means a satisfied customer. ‘XQ 
The trade mark ‘‘Nykelkrom”’ X\ 
is a symbol of quality and X\ 
dependability in heating ele- \ 
ments for electrical appliances. 
Send for catalog showing com- 
plete line. Address, 









Cut raw Mica Perco- 
lator elements. Will 
fit most Percolators. 


~ 





“H.W. TUTTLE & CO. 
ADRIAN, MICHIGAN 





FRANCHISES AVAILABLE 


IN SOME TERRITORIES. 


OPPORTUNITIES UNLIMITED! 


for distribution of Friedrich Refrigerators. Super-Markets are swinging to Friedrich 
Openview equipment because of more convenience, quicker merchandising features, plus 
Friedrich’s superior quality and economy, also exclusive patented Floatingair refrigera- 
tion. Our prices are cheaper. No investment necessary, because merchandise will be 
consigned to reputable dealers. Act quickly while franchise still available in some 
territories. Airmail your qualifications, experience, age, references, etc. 


ED FRIEDRICH SALES CORP. yx SAN ANTONIO, TEXAS 


Friedrich 


means the Héxeel in 
REFRIGERATORS 











206. U. 6. PAT. OFF. 
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Admiral Corp. 





EDWIN J. SHERWOOD 


Edwin J. Sherwood was recently ap- 
pointed television promotional man- 
ager, Admiral Corp., according to an 
announcement by Seymour Mintz, 
director of advertising. Mr. Sherwood 
will conduct, in cooperation with 
regional sales managers, video sales 
training programs for distributors in 
the present 35 television markets as 
well as for those wholesalers in mar- 
kets where television will soon start. 


Wilcox-Gay Corp. 





Lewyt Corp. 


DONALD B. SMITH 


Donald B. Smith was recently named 
sales promotion manager, Lewyt Corp., 
Brooklyn, N. Y., it has been an- 
nounced by Alex M. Lewyt, president. 
Formerly associated with Perfection 
Stove Co. and American Stove Co, 
Mr. Smith will now direct the com- 
pany’s advertising, sales promotion and 
public relations in an expanded mer- 
chandising program for vacuum clean- 
ers. 


Hobart Mfg. Co. 





V. L. ROBERTS 


V. L. Roberts was recently appointed 
sales manager, Wilcox-Gay Corp., 
Charlotte, Mich., according to a recent 
announcement by W. L. Hasemeier, 
vice-president in charge of sales. Mr. 
Roberts was previously affiliated with 
Holland’s radio stores in Chicago, 
Zenith Radio Corp. and Sears Roe- 
buck & Co. 


Westinghouse Electric Corp. 


J. J. Anderson has been appointed 
merchandise manager, household re- 
frigeration, appliance division, West- 
inghouse Electric Corp., according to 
a recent statement by T. J. Newcomb, 
sales manager. Mr. Anderson succeeds 
A. R. Heck who was named merchan- 
dise manager of plumbing and heating 
distribution for the division. Associ- 
ated with the firm since 1937, Mr. An- 
derson will be responsible for the sales 
activities of refrigerators. Mr. Heck, 
who has been affiliated with the com- 
pany since 1936, will now be in charge 
of supplemental distribution in the 
plumbing and heating industry of com- 
pany products. 
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T. D. KENNEDY 


Terrence D. Kennedy has been 
named sales manager, KitchenAid 
home dishwasher division, Hobart 
Mfg. Co., Troy, Ohio, accerding to 
a company announcement. Formerly 
affiliated with Westinghouse and G-E, 
Mr. Kennedy was most recently as- 
sistant sales manager, Okril Inc, 
Bridgeport, Conn., G-E distributor. 


Rheem Mfg. Co. 


R. E. James and F. J. Blume have 
been named western and eastern re- 
gional managers of appliance sales, 
respectively, Rheem Mfg. Co., accord- 
ing to a recent announcement by C. V. 
Coons, vice-president in charge of 
sales. ; 

Affiliated with the company since 
1930, Mr. James has designed water 
heating, space and central heating 
equipment for the firm. Mr. Blume, 
associated with the organization 3s 
eastern regional sales promotion maf- 
ager since 1948, previously was cofm- 
nected with Eastern Industries, Inc, 
American Radiator and Standard San- 
itary Corp. 
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Frigidaire Div., 
General Motors Corp. 


George T. Stevens 
& Associates 





J. W. DOAN 


Joseph W. Doan was recently ap- 
pointed manager, quantity sales divi- 
sion, Frigidaire, General Motors Corp., 
according to an announcement by H. 
M. Kelley, appliance sales manager. 
Mr. Doan, a veteran of some 21 
years with the firm, most recently was 
appliance sales manager for the Pa- 
cific region. He succeeds C. H. Glen- 
ney who resigned. 


Easy Washing Machine Corp. 


Harry J. Gerrity was recently ap- 
pointed divisional sales manager for 
division eight with headquarters in 
the Merchandise Mart, Chicago, it has 
been made known by Homer Reeve, 
vice-president in charge of sales, Easy 
Washing Machine Corp., Syracuse, 
N. Y. Affiliated with the firm since 
1940, Mr. Gerrity succeeds the late 
George Graalman. 

Mr. Reeve also made known the 
appointments of the following district 
sales managers: Orville G. Daily, Jr., 
suburban Chicago district; Robert S. 
English, Newark, N. J.; Harold M. 
Parcell, Grand Rapids, Mich. ; Thomas 
I. Byrne, Jr., and Galen E. Stine, 
Pittsburgh; and Rudélph” H. Lange, 
metropolitan New York City. 

Later, the company announced that 
Robert R. Moore had been appointed 
divisional sales manager in charge of 
the newly formed division covering 
Detroit, Grand Rapids, Saginaw, 
South Bend and Toledo. 


Thomas W. Berger, Inc. 





c. L. STOUP 


Charles L. Stoup has been appointed 
manager, Elgin Kitchen Division, 
Thomas W. Berger, Inc., according to 
a recent announcement in Cincinnati, 
Ohio. The Berger organization acts 
as national sales office for Elgin Steel 
Kitchens, Elgin, Ill. Prior to his new 
affiliation, Mr. Stoup was associated 
with the American Central Division, 
Aveo Mfg. Corp. where he had been 
sales manager of American kitchens 
for the past decade. 
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R. L. TUTTLE 


Ray L. Tuttle was recently ap- 
pointed regional manager to work on 
special assignments for Presteline 
Home Appliances, George T. Stevens 
& Associates, according to D. O. 
Klein, sales manager. Affiliated with 
Sears-Roebuck & Co. for 13 years, Mr. 
T&ittle also has been associated with 
the Young Corp., Fall River, Mass., as 
assistant national sales manager. 


Florence Stove Co. 


Charles P. Connally, Jr., was re- 
cently named sales manager, western 
division, Florence Stove Co., accord- 
ing to an announcement by C. Fred 
Lucas, vice-president in charge of 
sales. Previously affiliated with Con- 
goleum-Nairn, Inc. and Davison- 
Paxon, Mr. Connally will rebuild the 
sales division in western area to com- 
plete the firm’s nationwide distribu- 
tion plan which was in effect before 
the war. 


Avco Mfg. Corp. 


Frank M. Washington was recently 
appointed regional sales manager, 
American Central Division, Avco Mfg. 
Corp., according to an announcement 
by C. Fred Hastings, general sales 
manager. Mr. Washington was for- 
merly assistant sales manager of the 
Champion Rivet Co. 


Guiberson Corp. 





B. E. DINSMORE 


Bert E. Dinsmore was recently ap- 
pointed to the newly created post of 
sales manager, oil heater division, 
Guiberson Corp., Dallas, Texas, ac- 
cording to an announcement by Al 
Pranger, general sales manager. Mr. 
Dinsmore will direct an expanded sales 
program of oil space heaters and spend 
considerable time contacting the com- 
pany’s distributor organization. At one 
time, he was associated with Borg- 
Warner Corp. 
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3 Easy Steps 


FOR DELIVERING 
APPLIANCES 


WITH A 


Model 229 M/W HAND TRUCK 


Price Only sAp 


With 12” Pneu- 
matic Tires and 
2 Web Straps. 

(F. O. B. Wash- 
ington, Mo.) 























ee ms 
STRAP IT ON 
] Strap the Refrigera- 
tor, Range, Home 
Freezer, Water Heater 


or other appliance to 
the M/W Truck. 


2 Load it on your de- 
livery truck. Note 

how the sweeping axle LOAD I(T UP 

hangers facilitate loading and unloading. 


3 Yes, it’s easy to take a heavy appliance up long 

stairs with the M/W Truck. Soft 12” tires 
permit moving loads over linoleum and carpets with- 
out damage. 


IF YOUR DISTRIBUTOR DOES NOT STOCK THE M/W 
APPLIANCE TRUCK, ORDER DIRECT FROM FACTORY. 


WHEEL IT IN 
MANUFACTURED BY 


MOELLENBROCK & WILKE 


WASHINGTON, MO. 








on 





72 YEARS OF WASHER MANUFACTURING EXPERIENCE 








Electro - Safe 
Pressure Ex- 
tractor...Whiter 
Clothes PLUS 
Added Safety 


VOSS 


Time TESTED 


Since 1876 


wv, Ss HEete 


VOSS BROS. MFG. CO. 


Davenport, lowa 
anes ch ig 0 an Meg PT OG IO ce Pays 
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MR. DEALER: 
Insure against gremlins when... 
buying Steel Kitchen Cabinets 


—~—__ : 










APPROVED BY 


QUALITY |f 
TESTED 


STEEL 
KITCHEN CABINET J 
fea 


Buy steel cabinets bearing this Seal of Approval. 











These cabinets had’ hidden weak 
messes when new, and constant 
use has broken them down 








* If you don’t know the hidden weaknesses which the gremlins 
are sure to find in untested steel kitchen cabinets, write for 


a copy of bulletin number E6. 


STEEL KITCHEN CABINET INSTITUTE 


140 PUBLIC SQUARE « CLEVELAND 14, OHIO 


‘eats, 
ke) 
Po) 


MR. DEALER: 


Sensation’s Low Cost Electric 





[The tremendous market for power mowers has scarcely been touched. 
We designed our Model B-17-E electric to bring power mowers within 
the reach of your big market—the city home owner with the 50 or 
60-foot lot. The B-17-E is every inch quality built. It cuts grass faster 


. eliminates raking . . . reduces hand trimming. It’s easy to dem- 
onstrate, easy to sell. Let me send you my message on spring and 


summer profits today. W. H. PHELPS 


President 





- Mower is a Sure Profit Builder 











SSSSSSSSR SSSR RRRRRRRER EERE ER EER EEE EEE 














¢ W. H. PHELPS, President, , 
¢ Sensation Mower, Inc., , 
SEND ¢ Box EM 649, Ralston, Nebraska , 
co UPON § 1 would like details on how we can increase sales and profits with M4 
# Sensation gasoline and electric mowers. Please send me your folder , 
TO DAY : on Spring and Summer Profits ; 
For Sensation’s ; NAME ; 
Spring and Sum- , ‘ 
mer Profit Mes- ¢ «FIRM , 
age ‘ , 
¢ ADDRESS oo ~ , 
, , 
¢ 6CITY > STATE__ , 
Gumeeeeneeeeeeueeaeuneacaceeeeessuaas 
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DEALER SALES HELPS 








WEDDING GIFT market is the aim of the late springtime drive by the Proctor 
Electric Co. in its toaster promotion. Model 1481 toaster, listed at $25.95, includes the 
above extras at saving of $6 to consumer while Model 1468, retailing at $19.95, saves 
$4.95. The company is also running a iron drive which presents each buyer with a 
free “Easier Ironing” kit valued at $2.95. Irons list at $12.95 and $14.95. 





FOR SHIPPING AND DISPLAY, 


ee gnome. oom nM 


these cartons have been designed by Fresh’nd- 


Aire Co. of Chicago for their Fanette Model fans. Large carton holds 6 fans in cartons 


and supports them for display. 





TO CARRY OR HANG UP, this attach- 
ment kit for Singer hand vacuum cleaners 
is sold and serviced only by Singer Sewing 


centers. Simulated leather, each piece 
held in place in slots identified by name. 


JUNE, 





EASY BROWSING for customers with 
this display unit that permits Decoralites 
to swing forward on hinges. Each can be 


switched on individually. Available from 


Lightolier, Inc. 
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Another — (coxco) 


PROFIT-MAKER {7 


For You 


The Sensational, New 


CONCO 


PORTABLE 
ELECTRIC RADIATOR 


| 
\ 
i 
1 






PRICED FOR. 
VOLUME 
SALES _ ann 


abundant heat where 
and when wanted! 


OUTSTANDING FEATURES 


S AFE Underwriters’ Approved. 


Uses no water, steam. 
Fully enclosed heating element. Even 
at full heat unit will not cause a 
serious burn if touched. 






FAST Reaches full heat of 260° 

in five minutes. Emits 
4500 BTU’s per hour, or equivalent 
of 18-34 square feet of steam radia- 
tion. 


LIGHT Weighs only 28% 


pounds. Easily port- 
able, nicely balanced. Compact, size 
23” x 7” x 19”. Smartly styled. 


ECONOMICAL 


Costs approximately 2 cents per hour 
to operate (average rates). Saves on 
regular fuel in spring, fall, through 
winter. 


101 HOME USES 


® IDEAL in nursery, 
bath, on porch, in base- 
ment, bedrooms, laun- 
dry, playroom, cottages, 
workshop. RIGHT: 
Convenient carrying 
handle folds over to 
double as handy drying 
rack, 





WRITE for complete information on 
this outstanding new product. 





CONCO ENGINEERING WORKS 
Division of H. D. Conkey & Company 
Mendota, Illinois 


AFFILIATE: 
CONCO MATERIALS HANDLING DIVISION 
Cranes — Hoists 


NEW LITERATURE 








American Central Div. 
AVCO Mfg. Corp. 


Announcement is made by Ameri- 
can Central Div. of Avco Mfg. Corp. 
of an inventory control system now 
available to its dealers. This book pro- 
vides a means whereby the retailer may 
keep his inventory in balance, accord- 
ing to C. Fred Hastings, general sales 
manager. Complete checks can be kept 
on sinks, base and wall cabinets and 
accessories and filler strips. Book en- 
tries provide for date of distributor 
salesman’s calls, listing of merchan- 
dise on order, in stock and that which 
has moved since previous entry, and 
balance on hand. 


General Electric Co. 


The All-Automatic washer “An- 
swer Book” now being released to re- 
tailers by the General Electric Co. 
marks a new approach to the old mer- 
chandising problem of how to entertain 
customers, and answer their questions, 
when all the salesmen on the floor are 
tied up. Resembling the common flip- 
open address index, the book consists 
of 12 illustrated pages with questions 
most frequently asked listed on the 
cover, 


Edison Electric Institute 


The Ninth Edition of the D. C. 
Electrical Code is now on sale by the 
Division of Printing and Publications, 
in Room 1117, Municipal Center Bldg., 
300 Indiana Ave., N. W. Washington 
1, D: C. at $2.75 a copy without re- 
vision service or $5.00 a copy with 
revision service. This new Code will 
be in effect on and after May 1, 1949. 


Mullins Mfg. Corp. 


“Blueprints for Better Kitchens” is 
the title of a new construction booklet 
just issued by Youngstown Kitchens 
for builders and architects. The 12- 
page catalog, part of it in four colors, 
contains all specifications, with di- 
mensional features shown by diagrams. 


National Electrical 
Manufacturers Assn. 


To supplement the model ordinance 
issued in April 1948, NEMA has now 
published a “Draft of a Municipal 
Ordinance Regulating the Sale of 
Certain Electrical Equipment”. This 
draft is presented as a guide to per- 
sons interested in the preparation or 
adoption of legislation which would 
make it unlawful to sell certain types 
of electrical products unless they are 
approved for sale and use. Copies of 
all of these model laws and ordinances 
are available without charge from 
NEMA Headquarters, 155 E. 44th St., 
New York 17, N. Y. 


Radio Corp. of America 
RCA Victor Div. 


A handbook on courtesy and proper 
handling of television customers has 
been prepared by the RCA Service 
Company, Camden, N. J., for use by 
its television servicemen. Containing 
helpful hints on how to win and hold 
customer goodwill, the booklet, “The 
Care of Television Customers”, covers 
a variety of subjects. 
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Meet Them In Price; Beat Them In Quality With 


Gnefflinulte 


The Profit Line 
For ‘49 





; on display at 
~ | SPACE 102 - 103 
17th Floor of the 
American Furniture Mart 





One fiiinute . % 666 Lake Shore Drive, Chicago 
at July 5 to 16 
ea WASHERS 
weak ere a DRAIN TUBS 





; IRONERS 





That life-time gear is under here. 


WASHERS competitive in price, % 
unexcelled in performance. DRAIN TUBS built and ~ 
priced to sell. 


ONE MINUTE WASHER CO. 


Washer Craftsmen since 1898 


DeLuxe and portable _ ironers. Lea GGelcicmaloh. 7 Wa nw © 
Better built to last a lifetime. 

















ELIMINATE COSTLY | > Files ‘A 
REPAIR BILLS WITH f | ll "4 


astercraft|| ~°_» 
ye _* MONEY 


ADJUSTABLE CARRYING HARNESS 


Appliance dealers all over the country 
turn to MASTERCRAFT to eliminate 
the costly damage incurred during trans- 
port of high priced merchandise. This 
saving alone will more than pay for a 
complete set of MASTERCR pads 
in a short period of time, 


_.: MASTERCRAFT PADS 
ce AND CARRYING 
; HARNESS 





suites 


electrical appliances fron. 
@ PROTECT scratches, chips, dents, 





| 
} 
mars. | 
merchandise to the home 
pe DELIVER __ in the same perfect con- Thi 
dition in which it leaves the showroom. his remarkable new handtruck is 
© INSURE your profits on sales be- the result of 8 years of research to 
‘ cause it reduces returns develop a device to move heavy 
and repair work due to delivery damages. | loads of any shape with one operator 
@ SIMPLIFY deliveries (no messy pack- and a minimum of effort. 
ing and unpacking) just | 
wrap Mastercraft pad around the ap- | 
pliance and adjust the carrying harness. | 
| 
| 
| 


MASTERCRAFT added __ protective 
covers are made of soft heavy green 


It will save you dollars because it 
saves time, labor and fatigue. A 
simple and ingenious foot-pedal, 
; nade of combined with a locking device 
pocketing twill inside and out .. . ermits 17 di 
padded with Kersey (jute fibre on bur- ae pase te ag po ng wet 
lap) and quilted to give maximum pro- Roctivn’ ; a 
tection. Highest quality material and eae SEES SD CESS EP 
workmanship give MASTERCRAFT pads sitions, permits easy oneman 
longer life . . . they are economical in moving of heavy loads. A simple 





the long run. | but remarkable hook makes the 

: | EHRC (‘Efficiency Handling Re- 

Write now for complete information } duces Costs’’) adaptable to loads of 
ES EE ee aI ET | any size and shape, ; 


BEARSE MANUFACTURING CO. 

3817 Cortland St. @ Chicago 47, Ill. 
Gentlemen: 

Please send me a folder and price list on 
Mastercraft pads. 


| 
| 
| 
nage | KEEN 
| 





Write for literature on it and other 
devices to reduce your costs by 
scientific moving equipment. 





z 
> 
= 
m 


EE on 5 tn-rin te ceiansnsak icons ° 
Manufacturing Company 
eT eee ee ere STATE .0.5555 : 
end saieiaaetetieesieeraeaeiei i icaaiiesse eee | 504 Ivy, Harlingen, Texas 
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EF e ef DEPARTMENT STORES; FAMOUS MAKERS OF 
r & CLOTHES-WASHING MACHINES 


. ’ Named Appli 
2 Gorgeous Buyer at Gimbels Store 


* 
fea Baier vas set meet | RECOMMEND calg Of 


I ‘ . b f maj li s, radio and 
Pisplays uyer of major appliance 


television at Gimbels, according to an 
announcement by the New York store. 
He is succeeded as buyer of small ap- 





















TO HELP YOU SELL MORE pliances and housewares by Peter 
F. Callery who recently was affiliated 
OF AMERICA’S FAVORITE with John Wanamaker’s in New York. = 
calgon 
4 . . 4 
‘eee, Kleiber Is Appointed Improves performance of clothes 


Radio Buyer at Efird’s 


L. G. Kleiber was recently appointed 
buyers of radios and housewares at 
Efird’s, Charlotte, N. C., according 
to an announcement by the store. He 
takes over the duties of C. C. Stroupe 
and Miss E. Prangle who formerly 
handled these departments. 


washers. 

Prevents soap film in hard or soft water. 
Helps soap or synthetic detergent. 
Increases customer satisfaction. 
Reduces service calls. 

Boosts sales. 

Keeps machine clean—free of scum. 


BB same Pane T EY SRT 


Recommend Calgon to your washer cus- 
tomers. Repeat business means rapid 
turnover, quick profits. Write for 
, ° literature. 

Resignation of Neeck *T. M. Reg. U.S. Pat. Of. 


Alters Stern’s Setup 








Following the resignation of Ernest 
Neeck, buyer, Stern & Co., Philadel- 
phia, Pa., Herman W. Segal, general 
manager, announced a realignment of 


Makers of automatic 
dishwashing machines 
GENERAL ELECTRIC 
HOTPOINT 





buying duties for the housewares and Ape® Dees MATIC 
major appliance division. Included in KITCHEN AID 


JACKSON 


recommend CALGONITE, the only 
complete dishwashing compound 
that contains Calgon. 


CALGON, INC. 


the changes is the appointment of 
Marshall Leopold as buyer of vacuum 
cleaners as well as small electrical ap- 
pliances; Rodman Regan in charge of 
the lamp department; and Louis Apfel- 
baum as buyer of the space heaters in 


| ane ae ee ee : HAGAN BLDG. 
addition to his present duties as buyer 
of refrigerators, washers, radio and PITTSBURGH 30, PA. 


| television sets. | 




















Beautiful natural color displays Piser's Promotion Sells i i i 

—and yours for the asking! A Service, Not Discount Increase your income wi t h out ; 

cinch to build bigger profits for 3 : d d ° ; 

you when used to sell easy-sell- “Selling based on quality of service” a in Gg | Xe) yo Ur over h ea re a eae % 

ing Porter-made HUSKY was the theme behind the recent tele- 

HAND FREEZERS and DOLLY vision promotion staged by Piser’s 

I pg Hae att etligaeery Furniture Co., Bronx, New York, ac- : 

the open where shoppers partion seemed = nrg yee le | Sell Musical Merchandise—Steady Market, At- 

them— ratch th ! - i i H H 

a ay Mga Mine Phe ment. The store presented a one-week _| tractive Profit. No Big Inventory Required 

displays! Show and sell related Carnival of hg — May in | 

items —ice cream scoops, ice cooperation with Philco Distributors | H . . 

picks, dishes, party decorations to promote the Philco television line. Beat high operating costs, protect yourself against | 

and favors! a Guida, whose department does slack periods, by adding a line of musical merchandise. 
a y usiness a year, stated that seg: 

USE AS FLOOR, COUNTER the store carefully discussed with each Make present facilities and personnel do double duty, 

TABLE, WINDOW DISPLAYS Prospective buyer product construc- | pay double profit. . 


tion, design, component parts, various 
models and their special application to 3 


Porter-made HUSKY and DOLLY MADISON 















































= are Ameren’, ‘ieee —— jai bias. Tie cae ae ke Steady Market: Instruments, strings, reeds, mouth ? 
of quality, attractive styling, an - sv, : . . be 
Clusive FEATURES. yap pe <7 se pieces, etc., offer a steady, profitable year-round mar- ; 
(Limit of 2 displays of both types per store) the selection of service companies is ket unaffected by season or style changes. 
Ne optional _ rg ong When the con- 
sumer relaizes he is buying from a i $ - i i 
9. _ Porter dealer who pays maximum for a dre He a oe — fast-moving items. Sell 
actory guarantee, Mr. Guida said the other items direct from the big, new cata- 
CORPORATION discount problem is easily solved, since | f T . 9. " 
America’s Largest Manufacturers the smart buyer knows that there is og 0 arg & Dinner, Inc., established 
no percentage in gambling on less ex- 
of Home Ice ae Freezers pensive and less efficient service. 1920. 
Years Old ‘ 
HOME OFFICE: OTTAWA, ILLINOIS ~s Named Buyer For an a anenqnas cm am 7 , fF 
roadway Dept. Stores SEND COUPON a oe |g 
CLIP AND MAIL THIS COUPON die Ni ee eit iat TODAY | Targ & Dinner, Inc., ,% 
THE J. E. PORTER : : - : 
OTTAWA, <1 i euaimmataaaa buyer of major appliances for four for free catalog and rec- | 425 S. Wabash, Chicago 5 | 
Palestine nape FREE HUSKY Broadway Department Stores in Los ommended plan of op- | 
sialic sides ities suntan Angeles, Hollywood, Pasadena, and eration. T & D, one of | Without cost or obligation send us new 177-page | 
a een Crenshaw Center, according to an an- world’s largest whole- | catalog, with plan of operation. 
STORE NAME nouncement by E. W. Carter, presi- salers, offers complete , | i 
dent of the corporation. Mr. Hall, a lines, full cooperation, —_ ly 
STORE ADDRESS former divisional manager for Bendix guaranteed satisfaction, | Umit "seeeee eee eeeeeseeee ee a 
city STATE Home Appliances, had been sales man- l | 
rN ager of major appliances for the stores J Address..........sccecseeeesceeeenecccenccnee | 
the past two and a half years. ee eee ne ee fe te eee --—/ & 
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{ LOOK for 
—) NEW LINES 


to increase sales ! 


WAHL otters new nes lor new pron to 








appliance ese p are grow- 
ing steadily in demand. Low in price, theyre 
backed by an unmatched guarantee and 
service policy. 








The New 
1949 
SOLID SMALL CLIPPER 
Powerful and full-size, yet light and easy to 


handle. Perfect for home use. Has the famous 
WAHL “feather touch.” 


WAHL 


Silent Hair Dryer 
Gives either hot or cold air. 
Fast and thorough .. . 
smooth-running and quiet. 
Light—easy to handle. 

List $9.75 


WAHL “Hand-E” 
Electric Vibrator 
Powerful and pene- 
trating—gives perfect 
massage stroke. Fits 
ae aand. Complete 
with four applicators. 
epee. $6.50 





GUARANTEE — We 
agree to ir or re- 
place free aoem for 
one year, an AHL 
product which does not 
wive perfect satisfaction. 


WRITE TODAY TO 
oot E M 49 FOR 
DEALER INFOR- 
MATION. 














95% OF 
ALL CORD 


SET TROUBLES 
A BIG VOLUME, FAST MOVING 
LONG PROFIT SPECIALTY! 
Eliminates 95% of all cord set troubles. 
Wireless swivel plug keeps cord from 
heat of electric iron, eliminates cord 
chaffing, twisting — no broken wires, 
mo shocks, no inconvenience. Fines? 
quality cord. Two smartly styled 
models, two price ranges. A ven 
seller. Women who see it i try 
it; women who try it will love it. 

FREE DISPLAY CARD 
Holds one WRIST ACTION 
set, and illustrates unique 
swivel action. See your job- 
ber or write direct for come 
plete details and prices. 


DAVIS Mfg. Company 


DAVIS MFG. COMPANY 
PLANO 2, ILLINOIS 





+ 

| 

| 
Gentiemen: Please send me information on | 
CI Cord Set () Range connectors | 
| 

| 

| 

| 


z 
oO 
3 
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LEAGUE ACTIVITIES 





New Orleans Assn. Plugs 
Television In Schools 


Members of the Radio and Televi- 
sion Dealers Assn. in New Orleans, 
in cooperation with 14 distributors, 
are presenting a series of educational 
and entertainment film programs in 
schools to promote video sales. The 
shows are staged each Wednesday 
afternoon and have developed thou- 
sands of TV fans who have proved to 
be good salesmen in the home, accord- 
ing to the association. To make the 
demonstrations even more effective, 
some dealers have scheduled night 
showing for parents. 


New Albany Group Elects 
Thomas Dorate President 


The recently formed Albany Elec- 
trical Appliance Dealers Assn., Al- 
bany, N. Y. has elected Thomas J. 
Dorato as president. Other officers 
include Eugene Lamkins as vice-presi- 
dent; Austin A. Giuffre as secretary; 
and James Albertine as treasurer. The 
association also announced that it plans 
to establish an inspection board to test 
and approve new appliances as well as 
supervise repairs on old equipment. 


Duffy Heads New Buffalo 
Appliance Dealer Group 


John Duffy has been elected presi- 
dent of the recently created Niagara 
Frontier Retail Appliance Dealers 
Assn., Buffalo, N. Y., according to an 
announcement by the group. Other 
officers include Ed Mdisel, vice-presi- 
dent; George A. Lambrix, secretary, 
and Kenneth Frazer, treasurer. 


William |. Turner Heads 
Toronto Electric Club 


William I. Turner was recently 
elected president of the Electric Club 
of Toronto, according to an announce- 
ment. Other officers chosen include 
L. E. James, J. S. McGregor, J. G. 
Inglis, M. B. Hastings, J. H. Smith 
and George T. Dale as vice-presidents. 


North Carolina Dealers 
Present Appliance Show 


A three-day electric home appliance 
show has just been sponsored by the 
Western North Carolina Electric 
Home Appliance Dealers in Ashville, 
N. C., May 25-27, according to an an- 
nouncement. Conducted in cooperation 
with wholesalers, manufacturers, the 
Carolina Power & Light Co., and the 
Asheville Citizen and Times, the show- 
ing was slanted at acquainting retailers 
and the public with post-war improve- 
ments in appliances. 


Inland Empire Assn. 
Says Business Is Good 


The first time members of the In- 
land Empire Electrical Dealers Assn. 
knew business was bad, according to 
Robert L. Wilkinson, executive secre- 
tary, was when they read about it in 
the newspapers. On the contrary, Mr. 
Wilkinson says sales were better than 
last year during March. Even foul 
weather and bad roads failed to slow 
down the retail appliance and radio 
business more than is normal for the 
season, he stated. 
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a sew-qem 


HAS THESE SENSATIONAL SELLING FEATURES: 


@ Exclusive Right-Hand Bobbin 
@ Exclusive Silent Syncromatic Drive 


ms  — Susie tee, Seamsbtine 


@ MIRACLE ROTARY STITCHER (U. S. Pat. No. 2,469,517) 


ANY, 


\ 


Selling Sew-Gem is as simple as selling any electrical appliance. No sewing 


experts needed on your staff... 


no swarm of service calls to make. 


You 


spend your time selling — not servicing. The SUSIE Rotary Stitcher simplifies 





sewing for both beginners and experts . 


. . and simplifies selling for you. 


Sew-Gem is that simple, dependable and fool-proofed. You'll have a score of 
satisfied customers and you'll reap the rewards from the huge, eager sewing 


machine market. 


Delow: 


With Sew-Gem, More Customers — 
More Sales — More Profits. Wire 
or write today for our plan for 
selective dealership! 


fully 
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furniture of richly 
grained walnut and 
mahogany, beauti- 
inished. Fine 
portables, too! 


“inestimable Value to Us” 
says RAYMOND ROSEN & CO. 


‘‘We wouldn't be without 

SLINGABOUTS", says Herman Levin, 
Transportation Manager of 
Philadelphia appliance distributing firm. 


Every woman knows it's smart to sew and save. 


" WOSOMELY DESIGNED SEw-cem MODELS 
———=_— 


A 
= 
A variety of quality Ni 
i 
\ 











No, 40-215 Electgic 
SECRETARY D 


Dept. EM 
ROCK ISLAND, ILLINOIS 


this leading 


@ Slingabout protection pays for itself many times 
over. Heavily padded canvas jacket assures damage- 
free appliance delivery. Layers of cotton padding 
and soft flannel lining protect the showroom shine of 
mirror finishes. Strong sling for safe handling on and 
off trucks, through narrow spaces. 

There's a Slingabout for every major make of the 
aee— appliances listed on coupon below. 


WEBB MANUFACTURING CO., 2918 N. 4th St., Phila. 33, Pa. 
Send Slingabout prices for model + 








make. Refrigerators 
Radio 
Check {Range 
S E N D Addr Aqgitane Washer 
Other 
ie) DAY ; ‘(please specify) 
City SD ciicceassiamannas 
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The R-913, beautifully styled, and with 
Westminster Chimes, retails for $42, plus tox 
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BAROMETRIC DRAFT CONTROLS 


FOR THE FINEST 


STOVES * RANGES © WATER HEATERS 


Finest 


For Automatic 
Heating Units 


freld 
TYPE a he 


FIELD T “M” Controls serve you two 
ways: Fit. as standard equipment on most 
automatic heating equipment, they help as- 
eure greater t tisfaction through 
precisely accurate control of drafts. Second, 
the Barochek model offers an opportunity for 
rofitable sales to hand-fired homes, offering 
uel savings up to 25%, greater safety, long- 
er furnace life, more even heat. 
a 











For Water Heaters For Stoves & Ranges 






FIELD RNA-W FIELD RAA 
* tee for 6” outlets, 6” and 6-7” tees for 
. steel 6” and 6-7" outlets. 
throughout. Pre-set For horizontal or 
at factory. 2° diam- vertical installation. 
eter lighter opening Adjustable to high, 
with cover at top. medium or low draft. 


FIELD CONTROL DIVISION 
H. D. CONKEY & CO., MENDOTA, ILL. 
AFFILIATES: 

Conco Building Products, Inc. 

Brick - Tile + Stone 
Conco Materials Handling Division 
Cranes + Hoists 








AIR-FLQ automatic 


CEILING SHUTTER 


CACHE EE | : 
| 


TOP VIEW-~ OPEN - - LESS MOULDING 


FOR ATTIC FANS 


Built so they can be installed practi- 
cally flush with the ceiling, AIR-FLO 
Ceiling Shutters present a refined, fin- 
ished appearance. Their natural alumi- 
num color blends with any decoration, 
eliminating need for painting and no 
grille or winter cover is required. Fur- 
nished in 5 different widths, single 
panel up to 73” long. No operating 
mechanism shows. Built-in fusible link. 
Write for illustrated catalog 43A of the 
Meets fire underwriters’ requirements. 
complete AIR-FLO line. 








VIEW FROM BELOW -- CLOSED 


Ge cattingy 


AIR CONDITIONING 
PRODUCT CO. 
2340 West Lafayette Blvd. 





Detroit 16, Michigan 
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ON THE FAMOUS 
CATERPILLAR TREAD 


The Old Reliable 
Hardwood ESCORT 





This crawling action lets the ESCORT roll 
up and down steps and curbs without slipping, 
jarring or bumping. It eliminates lifting .. . 
gets more work done every day. On level 
surfaces the ESCORT rolls easily on the two 
rubber-tired wheels. 


The $-2-S (top) is available in steel or alum- 
inum and will handle 1200 pounds and 800 
pounds respectively. The A-2-S-M (bottom) can 
be used in the regular fashion. On level sur- 
faces the swivel wheel is dropped for use. The 
heaviest load can be moved without weight on 
operator. Available in both steel and aluminum. 


All ESCORT trucks are sold 
on a money back guaron- 
tee, If not satisfied after 
fair trial, return for refund 
of full purchase price. 


TRUCK CO. 
Augusta, Ga. 


Write for descriptive folder and prices. 


STEVENS APPLIANCE 
P.O. Box 897 











And Now ... Introducing 
MOVEMENT with LIGHTS 


Model “712” 


Roto: Sho 


ELECTRIC TURNTABLES 


For Your 
Sales 
Producing 
Displays 





ODEL “712” ROTO-SHO’S two- 

way, built-in electric outlet, per- 
mits novel, self-contained lighting 
effects by means of sliding contacts, as 
well as operation of electric devices 
while the turntable revolves three 
times a minute—lights turn with table! 
There’s nothing “712” to revolu- 
tionize your window trim and stop 
passersby dead in their tracks. Sturdy, 
steel construction, guaranteed, it car- 
ries up to 200 lbs. 18” diameter table. 
Allover height just 7”. A.C. only. 


HOME CLIP 


® The Home Clip is a moderately 
priced electric clipper for all the fam- 
ily. It cuts hair as good as barber 
clippers. Anyone can use the Home 
Clip with good results. Pays for itself 
in 15 haircuts. Operates on 115-volt, 
AC or DC current. Underwriters Lab- 
oratories approved. Guaranteed one 
year. Packed in attractive display box, 
the Home Clip is a ready sale—with 
good profit for you. 


If your jobber can’t supply you, 
write to: 





BELLE CITY APPLIANCE CO. 
1745 Flett Avenue. 
Dept. EM-1, RACINE, WISCONSIN 





© For winnin write TO- 
DAY for full information oad our 
-PRODU: 


complete ROTO CTS catalog 


GENERAL DIE AND STAMPING CO. 
Dept. 65, 267 Mott St. © New York 12, N. Y. 
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Products .... 
Services 

FOR MORE SALES 

FOR MORE PROFITS 


per insertion. 





UNDISPLAYED RATE: 

Minimum charge $6.00. (First line in 
Fractions of a line count as line. Discount 
10% if full payment is made in advance for 4 
of undisplayed ada. 


MERCHANDISING 
SUPPLEMENT 


inch is measured ¥ 


consecutive insertions 48 inches to a page. 


DISPLAYED RATE: 
$15.70 per inch per insertion. Contract rate on request. An advertising 
ertically %” 


on one column. There are 4 columns— 























2525 W. 


“YEATS APPLIANCE DOLLY” 


Aluminum frame, caterpillar type “STEP GLIDES” for 
climbing steps, straight slide on back for easy loading 
in delivery truck, curved cross members for round 
water heaters. Handles all app 
quicker because it is the ONLY APPLIANCE DOLLY 
WITH PATENTED RATCHET DEVICE TO TIGHTEN 
THE HOLDING STRAP. Write for full information. 


YEATS APPLIANCE DOLLY SALES CO. 
Kilbourn Ave., 


The NEW 


liances easier and 


Milwaukee, 3, Wisc. 


YOU HEARD ABOUT IT 


The Best Small Appliance 
Parts Catalog in the Industry 


Thousands of repair parts for all make 
and models of Traffic Appliances! Pic- 
tures! Diagrams! Tools! Wholesale Prices! 


SOC totunderie 


PEARSOL APPLIANCE CO. 
2010 Commerce Dallas, Texas 
Se oday. 


ind for Yours T 





HOW TO CUT 
HANDLING COSTS 


IN HALF 


ONE man easily handles up to 
800 lbs. with Easload Appliance 
Truck. Save 50% labor; avoid 
strain; speed deliveries. 
@ Affords full protection 
@ Patented balancing 
@ Retractable 
wheels 
@ Twin fork 
strap ratchet 
@ Slides 
over steps 


details f. o. b. Los Angeles 


COLSON 


EQUIPMENT & SUPPLY CO. 


1317 Willow St., Los Angeles 13, Cal 





For o COMPLETE 
CASTER SUPPLY 


Send your $10 today for 
a supply of casters fitting 
over 20 popular washers. 
WRITE for FREE caster 
service chart. 


inctub DES: 
6—W/759A 
6—W75I11A 
FC559 
6—FCS55I1 
6—S759A 
6—D759A 





Postpaid with your remittance 


Get on the mailing list for our BIG NEW FREE 
service journal, hints and help in appliance sales 








& service. 
POWER EQUIPMENT CO. 
WHOLESALE DISTRIBUTORS 


2373 S. KINNICKINNIC AVE MILWAUKEE 7. wis 





$25,000,000.00 


per year is spent for sewing machine 
parts and supplies alone in the United 
States (government figures) and many 
more millions are spent on sewing ma- 
chines. Are you getting your share? 


Send for free literature on new Globe 
sewing machine parts and supplies. 


SEARCHLIGHT SECTION 





WANTED 


DISTRIBUTORS 
For the 
FINEST 
WOOD-BEARINGS 
For WRINGERS 
a ROCK-MAPLE 


v ball 


Write 


WATERLOO WOOD BEARING CO, 
523 East 7th oo Waterloo, lowe 











$$ SEWING MACHINES $$ 
Convert old machines into Electrics. 


Profitable and Easy with our KITS and 
Instructions. New Machine Declers 
wanted. For valuable Sewing Machine 
information Write Dept. EM 


RAY’S DISTRIBUTORS 
RAY Bldg. RAY St. Mishawaka, INDIANA 








SALESMEN: 


All territories open for salesmen to call on 
electrical contractors and architects, (Experi- 
enced men preferred) with a complete line of 
Fluorescent = gs lighting fix 
Liberal commi rotected territory. 
APOLLO LIGHTING "FIXTURE co., INC. 
214-218 So. Fourth Ave.,Mount Vernon,N.Y, 














SALESMEN 


endie complete line for Wholesale (National 
istributoer. Wire, cable, su police, wiring —— 

appliances, television, ios Several terri 

tories open, Conn. Maine, Maryland, Mass., We 

Hampshire, New ‘jersey, New York, N. Caroli 
na. 











GLOBE MACHINE CO. 


5047 Market St., Phila. 39, Pa. Dept. EM 





SW-8903, Elect. Merchandising 
330 W. 42nd St., N. Y. 18, N. Y¥,. 














as (Bow No.): Address to effice nearest yq 
W YORK: $80 W. 42nd St. (18) 
wiHIOAGO: 520 N. Michigan Ave. (11) | 
SAN FRANCISCO: 68 Post St. (4) e 


SELLING OPPORTUNITIES OFFERED’ 


LAWN MOWER Salesmen: Part or full tims 
selling small Rotary Mower Co. electrie or 
gas. 335 Securities Bidg., Omaha, Neb. 














WASHING MACHINE PARTS 
ALL MAKES 
PROMPT SHIPMENTS 
ORS—Goodrich Wringer Rolls 


Gates Belts 
T-K Range Parts 





Electrical Appliance Parts 


811 9th St., N.W. Washington 1, D. C. 








REPLACEMENT 
VAC CLEANER BAGS 


$6Q.00 


PER 


100 


wish. 
ly 
@ sewed, expertly renclle. 
Accurate openings fit securel: 
Write for sample and information 


OHIO TEXTILE SPEC. CO. 





WASHING MACHINE PARTS 
“For any and all makes” 
Most complete stock in N. W. 
Prompt Service 


Minnesota Appliance Parts Co. 











191 W. 7th St. St. Paul 2, Minn. 








3442 W. 54th St. Cleveland, Ohio 





Flexible Couplings for 
WASHING MACHINES, OIL BURNERS, 
MOTOR DRIVEN MACHINES 


For smoothest 
Starting 
Sure power 
flow— 


Vibration 
absorption, 
@ Noise reduction 
Write for supplier 
nearest you, com- 
— catalog, low 


LOVEJOY FLEXIBLE COUPLING CO. 


5028 » Chicago 44, Ill. 





ane St 


182 


| Tre » | } 
EFRANTZ 

4 pe 4 | 

MANUFACTURERS OF 


WASHING MACHINE PARTS | 


3650 EAST 93rd ST. e CLEVELAND 5, O 


DO YOU HAVE 


Comeost range panels? Damaged walls or stair- 


po. “YOUR MEN get cuts or strains 
If the answer is yes you can do —~ about it 


Dellver a your liances with the 
SAFETY.  ngnaling do E-ZEE-LIFT. "wets 


NEAL "PRODUCTS CO., Marlboro 14, Mass. 








High Prompt 
ondlity Smmllh4 Service 
Washing Machine & Vacuum Cleaner 
Parts & Supplies for al all iI Makes 
Save Place one order i] 
Money One Transportation Cost 
One Dependable Source of Supply 
Write for FREB Catalog 
The C. W. SMITH CO. 
3959 West Ogden Ave. Chicago 23, III. 


ncrease 
Profits 


WANTED: MANUFACTURERS Repregenta- 

tives with water softener sales experience 
to sell the jobber or retailer. RW-8896, Blec- 
trical Merchandising. 


SELLING OPPORTUNITY WANTED 


FORMER WHOLESALE distributor of elec- 

tric appliances, furniture and kindred line 
looking for lines on an exclusive basis for 
Delaware and the Eastern Shore of Mary- 
land. Want lines that can be sold to Furni- 
ture, Hardware, Appliance, Radio and 
Jewelry accounts. Will maintain serviee de- 
partment, delivery, showroom and warehous 
set up. Well rated and known thruout the 
territory. RA-8742, Electrical Merchandising 


BUSINESS OPPORTUNITY . ee 


Manufacturers Opportunity ——__ 
Brand new electrical item, with unusual 
appeal to men, women, children. Low manu- 
facturing cost, retailing under $20, Non- 








competitive, fully patented. Will be licensed { 
to reputable manufacturer. BO-8900, Electri- 


cal Merchandising. 


MANUFACTURERS AGENT 


Contacting appliance, department, hard- 
ware stores, Cincinnati Trading Area, 
experienced major appliances, wide ac 

aintance, favorable reputation, want 


OP 4 
P. 0. Box 113, Station “0”, Cincinnati, Obie 











FOR SALE 
ALL or ONE-HALF INTEREST 


olum: 
" intorest. Is red party ty 
with Washing Machine Parts and take an activ 


BO-8720, Electrical Merchandising 
330 W. 42nd St., New York 18, N, Y. 








Our 132 - page 


FREE 22 :2i.7% FREE 


Washing Machine & Vacuum Cleaner Parts. 
Save money by ordering all your supplies 
from one dependable source. 

Quality, Service, Low Prices 
MIDWEST APPLIANCE PARTS CO. 
3645-51 W. Fullerton Ave. Chicago, 47, IMinois 








LOVELL WRINGER ROLLS 
IRONER_ PADS AND COVERS 
ALL SIZES FOR ALL MAKES 


WASHER AND IRONER PARTS 
Aerobell - Con 


Horton - Speed Queen 101900 “Ther Ete. 


= ote WASHER COMPANY 
Cleveland 14, Ohio 








PERMANENT REPAIRS 


ao, Easily Made 
‘ all types of domestic 
appliances. and industrial uses. 
Write for Catalog 


MEND-IT SLEEVE “2¢ 


5606 Taft Ave., Oakland & Poems, 





Insert broken 

ends into sieeve 
Crimp. tight with 
plyers. 





This 
MERCHANDIZING SUPPLEMENT 


~_— an gavenet to other advertising in \- g issue 
with these additional announcements of 

ucts and services of special interest in the sale 
and servicing of electrical appliances and in 
other merchandising opportunities. 














Electrical Merchandising 





JUNE, 


BRAND ie ANS AT SACRIFICE 


Pith General ~ a motors, 
Torrington blades, chrome columns. 
20” Counter Model 

1750 R.P.M. 

114 


2 speed 1140 and 
860 R 


10% Deposit ae GuterMetanee c.0.D. * 
+ — Ag or ‘cme Full Amount and Save C.0. 


—— 








GLOBE MACHINE CO. 
5047 Market St., Phila. 39, Pa. Dept. EM 
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How to get 

a Zé share 
of small washer 
sales 


Taylor units give your customers more of 
what they want in small electric washers— 
right price, more convenience features, more 
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| VALUE. Keep displays and demonstrations 
dominant--you’ll gain more sales and profits. 
Radio Corp. of America, R.C.A. | Mi IDEAL APARTMENT OR AUXILIARY UNIT 
| 2 i a See 82, 83 TAYLOR JR Compact, easy to store. Strong yet light in 
ES ong Bi ahh ees wece-s< 180 § 95 weight. 2 lb. dry wash load. Baked enamel 
Revere Clock Co., The......... 180 39 white finish (alkali resistant). Extra large 
Robertshaw Thermostat Div., os wringer (handles a sheet). Powerful, 
° aw-Fulton Controls Co. EXTRA rouble-free motor. Warranted against any 
Robertshaw-Fulton Controls Co. 163 trouble-f tor. W ted t 
| mechanical defect. 
BIG WASHER FEATURES IN SMALL SPACE Ut Th 
Safe Electrical Cord Committee.. 49 The only small washer with a swivel nana 
somes Usted a EEE 149 action extra large wringer, swings Hi) 49° 5 
ao lig Prcangy: seeveeee soe 182 over kitchen sink: 4 lb. dry wash 
ate hon ts "Th a ieerenwowin = load. Full swivel casters. Extra WRINGER 
TERRIFIC Performance! hidey Com. ........-......... 7 ey Se. Re See we 
fo Ue Signal Electric Mfg. Co........ 153 any mechenical defect. 
’ : Silent Sioux Oil Burner Corp.... 126 
SEE TELEVISION Simplex Div., Barlow & Seelig SALES HELPS GALORE! 
ae eee 129 @ Nationally Advertised 
a. inch TV RECEIVERS . — be be . bP pidatetalie 182 @ Floor Displays 
ais mith Corp., A. O., Product 
© BIGGER DEALER DISCOUNTS! Service Div. .......--ccc0+- 99 Ekg Se 
e NO TIE-IN DEALS! Smith Corp., A. ©., Water Heater @ Display ers — Plas ow 
© EXCLUSIVE ADVANCED RCA le init nagcenior nese Bf . vag agen yen ngeeor dl ones 
ELECTRONIC FEATURES! Steel Kitchen Cabinet Institute.. 176 
Write to Dept. B for new brochure Stevens Appliance Truck Co..... 181 SIT US 
of our complete line Sub-Zero Freezer Co., Inc....... 100 vie 
Distributors: Some territories still Successful Farming seeere esses 95 ATLANTIC CITY 
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EDITORIAL 


Lhe Whipping Boy 


NE of the less savory aspects of the decline in appliance sales which started last fall is the frantic 
QO search on the part of many industry elements for a whipping boy. It is natural and human to look 
around for someone to blame when things go wrong. A little soul-searching, however, might reveal 
shortcomings in all of us. In the present instance, there exists a large, docile body of whipping boys handy 
—the retail appliance dealers of the nation. 


I have listened to many speeches lately and the general tenor of most of them seems to be that 
everybody in the industry—manufacturers, distributors, and even the utility companies—have been doing 
everything in their power to keep business at a high level, but that all their efforts have been of no avail 
because the damned dealers have forgotten, or never knew, how to sell. From time to time, this magazine 
has added its voice to the raucous chorus. We have tried to point out to dealers who came into the busi- 
ness during the lush postwar period that an era of sterner competition lay ahead; that they must master 
the fundamentals of specialty selling if they hoped to survive. But we like to feel that our voice has 
always been one of friendly encouragement, of tempered advice, of warning born of experience. 


Now, the woods are full of “I told you so” boys, who take the dealers’ inexperience or selling 
lethargy as a personaf affront. They see these thousands of independent business men as a sort of large, 
amorphous body who owe their existence chiefly to their good fortune in getting started during a phenom- 
enal sellers’ market. Nor are they less contemptuous of those other thousands of dealers whose collective 

- experience dates back through many prewar years, who survived the starvation diet of the war years by 
rendering vitally-needed service to appliance owners, and who are back in the fray today putting their 
experience to work. Even the new dealers are learning—the hard way. They may have started with 
insufficient capital; they may not have learned to sell when waiting lists and allocations were the rule of 
the day—who did? But they have payrolls to meet, rent and taxes to pay and families to feed. There 
will be the fringe who will take the easy, price-cutting way, but they will disappear into the limbo; the rest 
will be in there pitching just as long as there is a hope or a prayer of survival. 


In the meantime, it might not be amiss to remind manufacturers and distributors alike that their own 
policies have not been entirely circumspect. In the early post-war days allocations were often made in 
favor of large outlets while small dealers were forced to sit by and twiddle their thumbs. Over-franchising 
was freely indulged in. Tie-in sales were a commonplace. Sales training at the wholesale and retail levels 
was skimped. Over-production has forced bulging inventories upon small businesses ill-prepared to stand 
the strain. Discounts were slashed, which may have been all right when the dealers’ cost of doing business 
was low, but is grossly unfair under today’s normal competitive conditions. 


Obviously, not everyone has been right in this business—nor has everyone been wrong. What is 
required is a little more all-round cooperation between the manufacturer, the distributor and the dealer ; 
a little more frank discussion of the differences in opinion between the industry groups; a little more 
willingness to make concessions, wipe out grievances and help the little guy get on the profit side. Because 
goods are not going to be sold in any volume unless thousands of small, independent retail dealers can 
operate profitably. It was largely through their efforts, working skillfully and tirelessly at the local level, 


that this great business was built in the first place. Damning them now for their shortcomings is just 
cheap buck-passing. 


Let’s stop kicking the dealer around. . . 
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more washers... 


Dont 
Spa re 














THE WOODS ARE FULL of good selling points for 
Lovell-equipped washers . . . and here’s one you 
won’t want to overlook. It’s the northern maple, 
the tree that supplies hard, close-grained wood 
for the roll shaft bearings used in Lovell Pressure 
Cleansing Wringers. 

Talk up the advantages of these hardwood maple 
bearings next time a customer walks in. Point out 
that (1) they’re impregnated for life with a soil- 
less, colorless, non-flowing lubricant that can’t 


harm clothes, (2) they outwear any other kind of 





bearing in the presence of water, (3) they never 





need oiling, (4) they can’t rust or stain. 


'...and don’t forget these other big Lovell sales points! 


) PUSH-PULL CONTROL on the new Lovell ‘77’. laminated-rubber rolls won’t break buttons 

| Slight instinctive pull on clothes stops or jam zippers. 

— rolls instantly. And a gentle push Cloth -¢3, 
athtioumidkubna edhe OOO SS ee eww & j PRESSURE 
ides through a Lovell fast. And while the first ; | 

tl ringer to the next position. : / ; 

ie load is being rinsed, the second load can be : 

)) PRESSURE CLEANSING AT ITs BEST! Lovell wring- = washing in the tub. CLE ANSING 

} ers gently force out dirt that otherwise might 

[% remain in the fabric. DOES 90% OF THE HEAVY LIFTING! The con- 


3 veyor action of Lovell wringers eliminates : WRINGER 
| WON'T BREAK BUTTONS! Lovell’s exclusive nearly all the heavy lifting. ‘ 


iy; 


WRINGER-TYPE WASHERS ARE YOUR BREAD AND BUTTER—THE BEST ARE LOVELL-EQUIPPED 
DISING 








SLAM IT, SON! 


Go ahead, sonny, and slam that door if you want to. one-piece, wrap-around, welded construction can stand plenty 


Of course, you don’t have to. The door of a Kelvinator closes of rough treatment—and so can its beautiful Permalux finish. 
tightly with a gentle, fingertip push. But, it was made also to Your mother will love Kelvinator’s cold clear to the floor, 
be slammed by eager young beavers like you—and busy too . . . with all its extra room. She’ll go for the Kelvinator 
mothers who don’t have time to be delicate. refrigerated Fruit Freshener—that big Frozen Food Chest— 

Yes sir, that door was made to take a lot of pounding. It’s that Moist-Cold Compartment that keeps foods dewy fresh. 
triple cross-braced—hung on sturdy piano-type hinges, so it That’s far from being all, Junior. But it’s things like these 
won't ever warp or sag. that mean an awful lot to dealers with the Kelvinator Fran- 

And that cabinet is built like the Rock of Gibraltar. Its chise . . . and their salesmen! 


MORE ~ .’« 
TUNE YOUR RADIO TO EDWIN C. HILI and “THE HUMAN SIDE GET 


OF THE NEWS,” Monday through Friday . . . another retail- 


minded contribution to the progress of Kelvinator Dealers. 2D 
j 
Wig elwasectol 


»~+-THE MOST VALUABLE FRANCHISE IN THE APPLIANCE INDUSTRY 


KELVINATOR, Diviston Oo F NAS H-K ELV I 


NATOR CORPORATION, DETROIT, M:ICHIS! 
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